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Looking for new business? Micrometric Carbon Pa- 


per can be your star salesman. 


BECAUSE IT’S DIFFERENT. There's no other car- 
bon paper like it on the market. Once sold, a customer 


will come back to you, must come back to you for more. 


*® BECAUSE IT HAS FIVE EXTRA SALES FEATURES. 
You can demonstrate these five extra features in such 


a way that no one can misunderstand. 


Finally, BECAUSE IT’S ADVERTISED. You will 
find that most of your customers and prospects will 
have heard of Micrometric before. will be eager to 
see samples and to try it. So use Micrometric Carbon 


Paper to get more business. 
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OFFICE APPLIANCES is 
a news and technical trade 
journal, serving the entire in- 
dustry of office equipment. 
It covers the manufacture 
and distribution of office ma- 
chinery, office devices, office 
furniture, office supplies and 
the entire range of commer- 
cial stationery. Its compre- 
hensive news reports of the 
industry and its valuable spe- 
cial articles upon subjects 
germane to its field have 
given it unusual prestige. It 
serves a clientele composed 
of managers and agents for 
the various office machines, 
devices and supplies, com- 
mercial furniture, commer- 
cial stationery dealers and 
many of the largest corpora- 
tions in the United States. 
It also reaches some dealers 
in fifty-four other countries 
who deal in American office 
equipment. 


[No person, firm or corpo- 
ration, either directly or in- 
directly connected with the 
industry the journal repre- 
sents, has any share in its 
ownership or voice in shap 
ing its policy, which has in 
view at all times the best in- 
terests of the field it serves. 
It aims to discuss all sub- 
jects fairly, and to furnish 
its readers reliable informa- 
tion concerning the progress 
and development of the of- 
fice appliance industry. It 
will answer any questions 
yermane to its field to the 
best of its ability, and it asks 
its readers in all parts of the 
world to aid it with inquiries 
and suggestions to which it 
will give prompt and earnest 
consideration. 
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tances may be made by 
personal checks, drafts on 
New York or Chicago, Post- 
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These advertisements present the products of the leading manufacturers in each division of the industry. 





ADVERTISEMENTS 


Because of the ground 








for honest differences of opinion, the publishers obviously cannot undertake to guarantee transactions between advertisers and 


customers. They do, however, 
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THE SERVICE BUREAU 


of Office Appliances is maintained for the exclusive 


use of subscribers and advertisers. 
commissions 
| practically every member of the staff. It answers by 
personal letters all inquiries upon matters germane to 
the field, it furnishes special reports upon articles of 
office equipment, supplies names of manufacturers of 
any article wanted, puts man and job together, pre- 


| of its various 


pares advertising 


ESSE 


copy, 
agents and dealers in nearly every country, aids for- 
eign dealers in securing U. 
other ways performs useful service, all without charge. 
Subscribers in every land have made, and are making, 
good use of this bureau; manufacturers in every sec- 
tion of the field have evidence of its proved value. 
Subscribers’ requests for catalogues to bring their files 
up to date, or to replace the file in case of fire or 


other form of destruction, are broadcasted in a bulle- 
tin which is mailed frequently to leading manufac- 





resolving any disagreements which result from relations established 
through the journal. 
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WANTS AND tOR SALE 


The rate for classified advertisements is eight cents a word, minimum charge, $1.00. 


SITUATIONS WANTED SALESMEN-DEALERS: To distribute and seil post card size rotary 
stencil duplicator. Semi-automatic feed, unique inking device, positive 
registration, interchangeable ink-drums. Well made, attractively fin- 

SALES EXECUTIVE who has made an excellent record selling whole- ished, thoroughly tested and proved. Price with all supplies only 
sale and retail stationers, department stores, printers, ete., and later $18.50. This is new. Attractive proposition, write at once. Keller 
developed large volume in metal products, seeks connections where he Manufacturing Company, 1035 N. Fair Oaks Ave., Pasadena, Calif. 


can have charge of sales, advertising, and promotional work. Is part 

owner of small business. Fully up to date on modern methods and — 

management. Will travel or consider any location. Willing to start REPRESENTATIVES AVAILABLE 

Best of references. Address K-148, care Office ‘ Ee WT ee SS 
SALESMEN CALLING UPON STATIONERY and printing trade 
throughout South America and West Indies would like to add another 


at reasonable figures. 
Appliances, Chicago. 


FURNITURE SALESMAN with eight years’ experience selling wood line of stationery or paper. Interested in any supply line or small 
desks to dealers seeks new connection in sales or executive capacity. apocietty for office use, or any kind of paper whether printing, type- 
Has served as sales manager and is personally acquainted with the writer, blotting or cardboard. Has been covering this territory for 

many years. Has New York headquarters. Address K-152, care Office 


trade throughout most parts of the country. Will consider anything 
in office furniture, wood or steel. Can show excellent record and 


opportunity to show his worth will reveal definite a ae ace mein ——--—— 
Address K-149, care Office Appli- SUCCESSFUL TYPEWRITER MAN interested as distributor, of some 


pommel ston office appliance, for the State of Wisconsin and Upper Michigan. 
« , BO. Present location, Milwaukee. Address K-153, care Office Appliances, 
ee Chicago. 


Appliances, Chicago. 


references. An 
ability in developing dealer business. 


SALESMAN WITH UNUSUAL RECORD in steel furniture is avail- 


able for new connection with manufacturer selling his product to nl 
stahlishe ~alers as served as salesme¢ P as anager. Capable . comer — ——- 
established dealers. Ha € rved as ales man and as manager. apab REPRESENTATIVES WANTED 
of doing a first-class sales building job. Interested to hear from any 

é facturer as sning as director of aler activities or as a eee : 7 ENR rete ener —--- 
nearentents Sie. as: cpenny, sa eee Sere WANTED: SIDE LINE SALESMEN. Complete line bank forms, 


salesman covering a group of states. Top references. Address K-150, stot: . 

ile sman — 4 } stationery, pass books, check books, envelopes, et cetera. ddress 
aa wae ances, cavo. nape ‘ ec! A 

care: Gales: Aapaences sein Y-245, Office Appliances, Chicago. 


CAPABLE TYPEWRITER MAN with many years of experience as 


mechanic, foreman and salesman, seeks new connection with estab- MECHANICS WANTED 

lished dealer as service man or combination. Excellent record. First- cecienssealighilpiceiteniendiiaditaaiatel scat minal 
7 - eee T . y spends > ‘ess K-151, care Office ““ Ile] , vp : : : : 

clas re ference Ss. Thoroughly dependable. Address K-151 re MECHANICS WANTED-—typewriter mechanic, also adding machine 

Appliances, Chicago. mechanic. Pruitt Corporation, 425 North LaSalle street, Chicago. 


THOROUGHLY CAPABLE typewriter man seeks new connection aS | ELLIOTT-FISHER MECHANIC—possibly combination Sundstrand or 


salesman or repairman, or combination. Has won prizes for sales some other, a real place to work and live in hustling South Western 
performance with leading typewriter manufacturer. Capable of re- City. Don’t be afraid to answer. Address Y-244, care Office Appliances, 
pairing all makes, also Elliott-Fisher, Sundstrand, Burroughs. Located Chicago. 


in Chicago; will consider any location. Address K-147, care Office 


Appliances, Chicago. 
BUSINESS OPPORTUNITIES 


MECHANIC—An all around man, 15 years’ experience on all makes, Ee ee aa wit. 
selling, servicing. Capable of managing, opening shop. Age 36. Em- FOR SALE-—OFFICE EQUIPMENT AND STATIONERY business in 
change for better future. Address K-154, care a thriving New York State city. Owner has other interests to occupy 


ployed but desires 
his time. Address Y-247, care Office Appliances, Chicago. 


Office Appliances, Chicago. 





STEADY, RELIABLE TYPEWRITER and Adding Machine mechanic WANTED TO BUY going book store or stationery store. Experienced. 
with 20 years’ experience repairing all makes, wants work. Refer- Give complete details. Address Y-246, care Office Appliances, Chicago. 
ences. Address K-145, care Office Appliances, Chicago. 


FOUNTAIN PEN REPAIRING 
SALESMEN WANTED WELTY’S REPAIR ALL MAKES Fountain Pens, Desk Pens, ‘“‘Vaku- 
Um” Pens, Pencils, ete. Repaired at standard prices. Mail all makes 
to ONE place for better service. (Established 1904.) We feature Gold 


IF YOU SELL DIRECT to offices, you can sell our high grade Type- Pen Points and Repairing. Welty Pen and Repair Co., 38 South 

writer Specialty profitably. Liberal profit on each sale. Protection State street, Chicago. 

given. Quickly becomes a major line. Write for details, giving terri- 

tory you cover. Address Y-243, care Office Appliances, Chicago. — 

SALES LETTERS 

IF YOU SELL QUALITY—here’s the most profitable sideline in the . en ; é EA ee ee 

field. Ames filing and mailing supplies direct to banks, lawyers, LETTERS WILL BUILD SALES: For years I have built letters that 

accountants, offices, etc. Liberal commission, exclusive territory. Our pull sales. You need them more than ever now. Send me your data 

representatives chosen, carefully—-send full particulars about yourself. for new letters, or unsuccessful letters for reshaping. Particulars on 

Ames Safety Envelope Co., Boston, Mass. request. Address H. M. Goldthwait, 123 Washington avenue, Santa 
. Fe, N. Mex. 

WANTED--SALES REPRESENTATIVES—full or part time—by old 

established manufacturer of Lithographed Stationery, Carbon Copy 

Books—One-Time Carbon Snap-Out Sets—-Loose Leaf Record and ADDING MACHINE PARTS, TYPE, ETC. 

Accounting Sheets and Devices—-for all line of business—sales direct ; . allies wen — 

to _consumer—protected territory—liberal commission basis—no ad- NEW PRICE LIST of adding machine parts, ribbons and type now 

vances—-full commissions paid weekly—no objection to handling of ready. Send for yours. The Pioneer Adding Machine Davie Man 

other non-conflicting lines. Manufacturer—-Box Y-242, Office Appli- I. A. Dehn, Jr.—1643—101st avenue, Oakland, Calif. 


ances, Chicago. 
NEW RIGHT NOW__NEW! FOR SALE AND WANTED TO BUY 
New, drastic Federal and State Tax Laws create immense forced ELLIOTT-FISHER MACHINES- Burroughs, Moon Hopkins—Addine 
demand for Tax Record every merchant must have to protect himself Machines—Calculating Machines—bought and _ sold. Chicago Office 


against fines and penalties. Our 21st big successful year. Thousands Appliance Co., 533 South Dearborn, Chicago. 





established repeat-users of our Liberty Tax Record everywhere, spot 
ELLIOTT-FISHER Machines, Adding Machines, Comptometers, Bur- 


roughs and Monroe Calculators, Typewriters and all office machines 
849 N. 3rd St., Milwaukee, Wis. 


cash repeaters now. Millions new prospects. Leads furnished. Up to 
$4.10 profit or sale per . issions i e acks Yhoice : jo . ; 
I per sale. Repeat commissions without callbacks. Choice bought and sold. Tecter-Warsh Co.. 


territories going fast. Big season now. Commonwealth Publishing Co., 
508 South Dearkorn St., Chicago, III. WANTS AND FOR SALE—Continued on page 8. 








WANTS AND FOR SALE—Continued from page 7. 


FOR SALE AND WANTED -TO BUY—Continued. 
ELLIOTT-FISHER MACHINES, Remington, Moon Hopkins, Unde 
wood, Fanfolds and other bookkeeping machines and adding machi! 
houcht and sold. The Acme Office Appliance Company, 705 Mai 
street, Houston, Tex. 

ELLIOTT-FISHER machine typewriters, adding machines all ff 
equipment, bought and sold W. J. Crowley Company, 434 Caswe 
3ld¢g., Milwaukee, Wis 

BURROUGHS, MOON HOPKINS, Elliott-Fisher, Remington Accour 


ing Machine, and everything in the office machinery line. State mode 
serial number and we will quote highest cash prices Internationa 
Office Appliances, Inc., 326 Broadway, New York City. 

BURROUGHS Duplexes, Moon Hopkins, Bookkeeping Machine 


sold. Fort Pitt Typ 


machines bought and 
Pittsburgh, Pa 


All 
644 


Kardex. office 


types 


writer Co., Liberty avenue, 


OFFICE 


APPLIANCES 


DICTAPHONES, EDIPHONES—all models, select machines, prompt 
deliveries, profit-making prices. Sole distributor rights to our Clear- 
one cylinders being granted to dealers. American Dictating Machine 
Co., 1141 Broadway, New York City. 

DICTAPHONES, EDIPHONES, SUPPLIES—headquarters—machines 
boucht, sold—Wholesale, Retail--Write us. Chicago Dictating Machine 
Co., 12° South Wells street, Chicago. 

ADDRESSOGRAPHS, Duplicators, Dictaphones, Multigraphs, Sealers, 


Folders, Typewriters, Adding Machines. Write for FREE Money Mak- 
ing Cireular. Pruitt, 527 Pruitt Bldg., Chicago. 

KARDEX, ACME, POSTINDEX, etc., visible filing equipment of all 
types bought and sold. We specialize in this field and offer full co- 
éperation to dealers. Commercial Card System, 395 Broadway, New 
York City. 

KARDEX, ACME, RAND, Post Index Visible Cabinets, Book Units 
and Panel Equipment—-Bought and Sold—-Largest stock in the world. 
Universal Office Equipment Co., Inc., 561 Broadway, New York City. 
MULTIGRAPH RIBBONS remanufactured. Duplicator inks and type- 
writer ribbons. Established ove ten years. Write us, save money. 


Lewis Co., 953 North 4th street, Milwaukee, Wis. 


Export Statistics by United States Department of Commerce 


The statistics here presented are preliminary and subject to revision in the annual published reports. 
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BUSINESS OPPORTUNITIES 


Important to Manufacturers 


The following detailed inquiries, received direct from readers of OFFICE 
APPLIANCES, are tangible business opportunities. 


Where inquirers submit references mention is made in the item. 





Wanted Here at Home 


Office Specialties Sought The Adding Machine & Typewriter Company 
619 Capitol Way, Olympia, Wash., has asked to be put on the mailing 
lists of the various manufacturers of office specialties. The inquiry is 
signed by L. H. Earle 

Brokerage Business at Cincinnati-— The Brokerage Office Supply Company, 


111 East Fourth Street, Cincinnati, Ohio has been established by M. A 
Moers, who is operating under a new plan Mrs. M. F. Moers operated 
this business. M. A, Moers functions as manage! The policy of 
the new organization eliminates carrying stocks, charging a commission 
for for representing out of town concerns when a made 
The company will be pleased to hear from manufacturers interested in 
being represented in the Cincinnati territory. 


sales 


sales sale is 


Sales Representation on Pacific Coast. A. F. Glass, 259 East Thirteent! 


Street, Eugene, Ore., is planning to enter the office equipment business 
He wishes to get in contact with reliable manufacturers and distributors 
Wisconsin Office Equipment House Organized The Office Equipment & 
Supply Company, Antigo, Wis., has been established by ¢ P. Finn, 
president; H. L. Berner, secretary and treasurer. 

The company wishes to receive catalogues, price lists and discounts 
It is representative for six counties in Northern Wisconsin for Remington 
fand Tne 


= > - 


Corporation Financial Statements 


Remington Rand, Inc., yesterday declared an interim dividend of twent 


ents a share on the common stock, and the regular quarterly dividend of 
s1 12k. on the $4.50 preferred stock, both payable October 1 to stockholders 
of record September 9 rhis is the same dividend as declared on the 
common stock three months ago, when a reduction from a_ twenty-five 
cent interim payment was made The company reported that net profits 
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for the three months ended June 30, 193s, the first quarter of the cur 


rent fiscal year, amounted to $93,152, after all charges, depreciation, inter 





est, taxes, etc., equal to fifty cents a share on the 184,931 outstanding 
shares of $4.50 preferred stock. This compares with $1,470,170 or eighty 
cents a share on the common stock in the June, 1937, quarter. (New York 
Journal of Commerce, August 23, 1938.) -AK 

Domestic orders booked in At t by Remington Rand, Ine., were 14 
per cent larger than in July and 4.5 per cent better than in August, 1937, 
the company announced yesterday. Orders to step-up production have 
been issued to several of the corporation's plants. The General Shaver 
Corporation, which manufactures Remington Rand electric shavers, now 


is working at 100 per cent capacity and is behind on orders. (Chicago Daily 





News, October 1938.) 
* - . 

At a meeting of the board of directors of the W {. Sheaffer Pen 
Company held last month, a dividend of 75 cents per share was declared 
on the common stock of no par value, payable on October 15, 1938 to 
stockholders of record at the close of business September 30, 1938. The 
stock books will not be closed. Net ineome for six months, ending 
August 31, 1988 after provision for depreciation and estimated taxes on 
income, was $164,242.94, equivalent after preferred dividends for the 
period to $1.00 plus per share of common stock, these earnings subject 
to possible year end audit and Federal income tax adjustments. Net 
income for six months ending August 31, 1937 was $227,774.96, equivalent 
after preferred dividends to $1.37 plus per share on common. stock. 
Net income for twelve months ending August 31, 1938, was $614,574.25, 


after preferred dividends to $3.80 plus per share of common 
income for twelve months ending August 31, 1937) was 
equivalent after preferred dividend to $4.08 plus per share of 


equivalent 
stock. Net 


$670,248.87, 











Common stock. W. A. Sheaffer, president of the company, stated that 
the cash position of the company was very much better than last year, 
the current assets this year being $2,713,000 compared with $2,647,000 
last year and the current liabilities this year are $368,000 compared to 
$666,000 last year, thus showing an improvement of $363,000 net. Ratio 
of current assets to current liabilities as shown by above figures is 
7 to 1, this year compared with 3.9 to 1 last year The company 
has no bonded indebtedness or notes payable 

L. C. Smith & Corona Typewriters Inc. reported today net profits of 
$473,211, or $1.43 a share on the common stock for the fiscal year ended 
June 30. This compares with $1,096,297, or $3.90 a share in the previous 
fiscal year. Directors declared a dividend of 25 cents a share on the 
common payable October 1 to stockholders of record September 20. The 


same amount was paid in July 


1938.)—AK 


(Columbus (Ohio) Dispatch, September 9, 
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PATENTS 








Copies of patents shown here can be obtained 2128275 2128 283 
from the Commissioner of Patents, Washington, r 
D. C., for ten cents each in cash, postoffice 2126, 306 
money orders or = check. — and foots 
personal checks not accepted. = 5) _ 
Ss ie oT 


2129154 = Sr" N 
2,128,275. Combined Letter Sheet and Envelone. ‘ 255 
Max Vogel, Frankfort-on-the-Main, Germany. Apopli- \o] = = 
eation March 18, 1936, Serial No. 69,463. Granted ‘| 
August 30, 1938. & Sk 
2,128,283. Duplicating Machine. Charles H. Bradt, 2129179 
Groton, N. is assignor to L ¢ Smith & oreee , be 
Typewriters, Inec., Syracuse, N. » a corporation 0 ee a 
e is oon 
al 





New York. Application March 12, 1937, Serial No. 
130,480. Granted August 30, 1938. 

2,128,304. Copy Holder for Typewriters and Office 

Machines. Paul Kobler, Lynbrook, N. Y. Application } 
October 5, 1936, Serial No. 104,089. Granted August 
30, 1938. 

2,128,403. Tens Transmitting Device for Adding 

Machines. Tord Olof Rickard Dahlberg, Nockeby, ee * 
Sweden. Application May 18, 1935, Serial No. 22,148. - “ats 
In Sweden September 1/3, 1934. Granted August 30, 2129375 
1938. sik Bi 

2,128,456. Fountain Pen. Ward A. Dusenbury, Sr.. 2,123,457 
Highland Park, Mich. Application January 2, 1937, 
Serial No. 118,832. Granted August 30, 1938. , » 

2,129,109. Loose Leaf Binder. Paul 0. Unger, Elm- s a 
hurst, Jl, assignor to Wilson-Jones Company, Chicago, ; ey 

lll., a corporation of Massachusetts. Application yt r [a | / 
August 27, 1936, Serial No. 98,121. Granted Septem-  pesasapsoneres = - ye’ 
ber 6, 1938. ¥ oes ——— eo 

2,129,134. Fountain Pen. William Frederick John- 2,129, 799 i oce a 2.129.968 ' 
son, London, England, assignor to Mentmore Manufac- 2.129.831 its : We , 
turing Co., Limited, Hackney, London, England, a : "3 . — 2,130,021 
company of Great Britain. Application July 17, 1937, 
Serial No. 154,287. In Great Britain July 21, 1936. 











~ 
i <3 


2,123,573 2,129,604 





Granted September 6, 1938. 2,129,655 
2,129,179. Moistener or Duplicating Machines. 
Stephen Kokay, Chicago, III., assignor to Ditto, Inc., aa 


Chicago, I1I., a corporation of West Virginia. Appli- 
cation January 10, 1936, Serial No. 58,522. Granted 
September 6, 1938. 

2,129,209. Pen. Carey Garfield Gregory, Los 
Angeles, Calif. Application July 20, 1936, Serial No. 
91,585. Granted September 6, 1938. 





2130,774 





2,129,224. Loose Leaf Device. Alfred M. Martin, . - 
Park Ridge, Ill. Application February |, 1935, Serial 213) - 2130364 
No. 4,507. Granted September 6, 1938. ASQ195  2130,230 a armerie 


2,129,318. Loose Leaf Binder. George Summer 
Emery, Tulsa, Okla. Application August 20, 1935, 
Serial No. 37,071. Granted September 6, 1938. < 
2,129,375. Writing Pad. Harry Sloper Jones, Chi- 
cago, Il. Application August 20, 1937, Serial No } 
160,004. Granted September 6, 1938. | 
2,129,409. Inkwell. Alfredo Silveira Avila de Melo, Sg 
Lisbon, Portugal. Application December 30, 1936, , 2150853 
Serial No. 118,420. In Portugal September 2, 1936. 2130830 nig sas 

| 


ios 





Granted September 6, 1938. 
2,129,457. Drawing Board. Max Kurt von Zim- 
mermann, Elkhart, Ind. Application September 26, 
1935, Serial No. 42,338. Granted September 6, 1938. 
2,129,579. Caster. Walter F. Herold, Bridgeport, 2130844 
Conn., assignor to The Bassick Company, Bridgeport, . f 
Conn., a corporation of Connecticut. Application De- ay lars ae At 7 ¥ ‘ee 
cember 24, 1936, Serial No. 117,607. Granted Septem- + t evar . 
ber 6, 1938. + : gay as Tl 
2,129,604. Machine for Uniting Loose Leaves and —T" oa Ya ey 
Binder Elements. Vincenzo Catini, New York, N. Y.. = S34 


assignor to Kamket Corporation, New York, N. Y., a 


2130962 





corporation of New York. Application August 4, 1937, 4 >} 
Serial No. 157,291. Granted September 6, 1938. Ly ® 151016 RlSL 2 “tae 


2,129,655. Pencil. William P. De Witt, Auburn- oa 
dale, Mass. Application March 28, 1935, Serial No 2151226 


13,455. Granted September 13, 1938. Q130976 ; 
2,129,799. Loose Leaf Binder. Arthur E. Viens, Noi 

Hartford, Conn. Application June 29, 1936, Serial No. | | an. - 

87,895. Granted September 13, 1938. tt - os — 
2,129,831. Eraser Holder. Arthur S. Dysart, Farm- Hi = 


ington, Conn. Application May 13, 1917, Serial No. 
142,410. Granted September 13, 1938. 

2,129,866. Typewriter Mechanism. Herbert E. Page, 
Syracuse, N. Y. Application October 8, (936, Serial 
No. 104,671. Granted September 13, 1938. 

2,129,965. Drawer and the Like. Edwin S. Roscoe, 
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Rochester, N. Y., assignor to Yawman and Erbe Mfg. elileeé 
Co., Rochester, N. Y., a corporation of New York. Ap- 111,190 ML 22. 
plication June 5, 1936, Serial No. 83,707. Granted 2131 551 > 131657 ‘ 
September 13, 1938. : sie 
2,130,011. Multicolor Pencil. Lilie Hersinhod, Ber- 
lin, Germany. Application January 22, 1936, Serial 
No. 60,244. In Germany February 6, 1935. Granted 
September 13, 1938. August 27, 1936, Serial No. 98,107. Granted Septem- corporation of New York. Application June 7, 1934, 
2,130,135. Drawing Instrument. Joel T. Jones, Jr., ber 20, 1938. Serial No. 729,385. In Germany July 5, 1933. Granted 
Chicago, IIl., assignor of one-half to Georgia F. Reed, 2,130,853. Pencil and Pen Clip. Clinton E. Mar- September 27, 1938. 
Chicago, I. Application September 25, 1937, Serial shall, New York, N. Y. Application October 30, 1937, 2,131,473. Stapling Machine. William Drypolcher, 
No. 165,672. Granted September 13, 1938. Serial No. 171,843. Granted September 20, 1938. Valley Stream, N. Y., assignor to Lou Obstfeld, 
2,130,195. Fountain Pen. Jay Rogers, Brooklyn, 2,130,926. Fountain Pen. William G. Nichol, Phila. Brooklyn, N. Y., and Abe Obstfeld, New York, N. Y. 
N. Y. Application September 28, 1937, Serial No. delphia, Pa. Application July 15, 1937, Serial No. Application September 19, 1934, Serial No. 744,654. 
166,045. Granted September 13, 1938. 153,812. Granted September 20, 1938. Granted September 27, 1938. 
2,130,230. Mechanically Operated Magazine Pencil. 2,130,962. Duplicating Machine. Alfred Marchev, 2,131,551. Mechanical Pencil. Frank ©. Deli, Chi- 
George G. Cohen, Seattle, Wash. Application Decem- La Grange, and Hubert Jagger, Chicago, Ill., as- cago, Iil., assignor to Autopoint Company, Chicago, 


ber 21, 1936, Serial No. 116,938. Granted September  signors to Ditto, Incorporated, Chicago, Ill., a cor- 1)". corporation of IMinois. Application August 10, 


poration of West Virginia. Application April |, 1937, 1936, Serial No. 95,073. Granted September 27, 1938. 


13, 1938 

2,130,364. Calculating Machine. Frederick A. Nie- Serial No. 134,320. Granted September 20, 1938. 
mann, Chicago, and Joseph A. V. Turck, Wilmette, 2,130,963. Typewriter Eraser. Elie A. Mercereau, 2,131,624. Pen or Pencil Holder. Alfred Ray — 
lil., assignors to Felt & Tarrant Mfg. Co., Chicago, | Port Hammond, British Columbia, Canada. Application 9, Clarkston, Wash. Application March 12, 1938, 
il., a corporation of Illinois. Application November December 16, 1937, Serial No. 180,251. Granted Serial No. 195,616. Granted September 27, 1938. 

5, 1934, Serial No. 751,526. Renewed December 10, Septembber 20, 1938. 2,131,657. Lead Pencil, Lead Therefor, and Process 
1937. Granted September 20, 1938. 2,130,978. Fountain Pen. Joseph White, Com- of Making the Same. Monie A. Ferst, Atlanta, Ga., 

2,130,750. Line Indicator and Means of Attach- stock, N. Y. Application February 29, (936, Serial assignor to M. A. Ferst, Ltd., Atlanta, Ga., a cor- 
ment to a Notebook. Bonnie E. Van Alstyne, San No. 66,465. Granted September 20, 1938. poration of Georgia. Application December 4, 1936, 
Francisco, Calif. Application October 26, 1936, Serial 2,131,016. Fountain Pen. Casimir Fiore, Brook- Serial No. 114,291. Granted September 27, 1938. 

No. 107,525. Granted September 20, 1938. lyn, N. Y., assignor to Edward Gumbel, Woodside, 

2,130,774. Fountain Pen. Edward F. L. Michael, | N. Y. Application April 8, 1937, Serial No. 135,680. _ DESIGN PATENTS 
New York, N. Y., assignor of one-half to Max Grill, Granted September 20, 1938. 111,190. Design for a Check imprinting Machine 
New York, N. Y. Application October 19, 1935, Serial 2,131,112. Duplicating Mechanism. Alfred Marchev, or Similar Article. Walter B. Payne and Richard C. 
No. 45,767. Granted September 20, 1938. La Grange, III., assignor to Ditto, Incorporated, Chi- Browne, Rochester, N. Y., assignors to The Todd 

2,130,778. Mechanical Pencil. Edward 0. Rubel, cago, IIl., a corporation of West Virginia. Applica- Company, Inc., Rochester, N. Y., a corporation of 
Rochester, N. Y. Application March 13, 1935, Serial tion April 5, 1937, Serial No. 135,127. Granted New York. Application June 25, 1938, Serial No. 
No. 10,870. Granted September 20, 1938. September 27, 1938. 78,081. Granted September 6, 1938. : 

2,130,830. Temporary Binder or Loose Sheet Holder. 2,131,135. Typewriting Machine. William A. Dob- 111,220. Design for a Desk. Bayard E. Richard- 
Leon L. Allyn, Kalamazoo, Mich., assignor to Master- son, Wethersfield, Conn., assignor to Underwood son and Richard W. Willey, Grand Rapids, Mich. 
Craft Corporation, Kalamazoo, Mich., a corporation Elliott Fisher Company, New York, N. Y., a corpora- Application February 7, 1938, Serial No. 74,929. 
of Michigan. Application January 24, 1938, Serial tion of Delaware. Application December [4, 1934, Granted September 13, 1938. 

No. 186,652. Granted September 20, 1938. Serial No. 757,515. Granted September 27, 1938. 111,221. Design for a Desk. Bayard E. Richard- 

2,130,844. Smoking Stand. Wolfgang Hoffmann, 2,131,226. Tabulating Machine. Ulrich M. W. son and Richard W. Willey, Grand Rapids, Mich. 
Batavia, Ill., assignor to The Howell Company, St. Kolm, Berlin, Germany, assignor to International Application February 7, (938, Serial No. 74,930. 


Charles, JIl., a corporation of Illinois. Application Business Machines Corporation, New York, N. Y., @ Granted September 13, 1938. 
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Thirty-Third Stationers Convention 


Prominent Figures of Government and 
Business on the Superb Program 


Chicago, September 26-29 


PF smerenss a program ac- 
claimed unsurpassed in the asso- 
ciation’s history, and accompanied 
by the trade’s most extensive ex- 
position of stationery and office 
equipment lines ever held, the 
thirty-third annual convention of 
The National Stationers Associa- 
tion, which met September 26 to 
29, sustained its peak of success- 
ful conclaves held three consecu- 
tive years in Chicago—city of its 
birthplace. 

Approximately 1250 members of 
the industry from all sections of 
the country and representing all 
its branches, were in attendance. 
Registrations for convention week 
totaled about 940, according to 
N. S. A. headquarters. Close to 
1000 conventionites, with their 
ladies and guests, were present at 
the big annual banquet. 

The unusual number of promin- 
ent figures from the ranks of gov- 
ernment and business attested to 
the recognized importance of the 





Exposition Biggest 
in History 


commercial stationery and office 
equipment industry. Senator 
Joseph C. O’Mahoney of Wyoming, 
chairman of President Roosevelt’s 
Temporary National Economic 
Committee, and Dr. Allen Stock- 
dale of the National Association of 
Manufacturers, gave the conven- 
tion a dramatic opening by their 
oratorical addresses in the first 
session, held in the Palmer House 
grand ballroom Monday after- 
noon. C. J. Judkins, chief of the 
Trade Association Division of the 
United States Department of 
Commerce, was another headliner 
from without the membership ap- 
pearing on the same program. 
While Howard Sanders, executive 
secretary of the Stationers & Pub- 
lishers Board of Trade, presented 
a forceful message on Tuesday. 


Management and sales were the 
central themes of this great con- 
vention—with the various aspects 
concerned with successful man- 
agement predominating in the 


many well considered addresses. 
Fair Trade and other problems 
were also covered. Appropriate in- 
spirational addresses interspersed 
the program, making it appealing 
to the interests of all. 

Harold Hampton, of Indianap- 
olis Office Supply Company, In- 
dianapolis, Ind., was re-elected 
N.S.A. president. Mr. Hampton’s 
acceptance of the office for a sec- 
ond term was received with en- 
thusiasm. His capable leadership 
and friendly, straight-forward 
manner have made the Hoosier 
president popular from coast to 
coast. 

Three vice-presidents—Morris E. 
Hanséll, II, R. A. Maish, and Harry 
Tehan—tTreasurer W. E. Stockett, 
Jr., and Auditor Woodson P. 
Waddy, were re-elected on the 
unanimously chosen slate of of- 
ficers. The complete staff of 
eleven able officials to serve the 
year with President Hampton and 
Secretary-General-Manager Gar- 
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vin is shown on the frontispiece 
of this number. The newly elected 
district governors are presented on 
page 18. 

Probably the most significant 
action taken at the convention 
was the impetus given the fair 
trade movement in the dealer 
executive sessions. The Central 
West—consisting of the states in 
Districts 5, 6, and 7—was organ- 
ized to bring the benefits of price 
maintenance, under the Fair 
Trade Acts, into more widespread 
operation. Willis Mohn, of Holden- 
Kahler Company, Cedar Rapids, 
Iowa, governor of District 7, was 





sales campaign which he thinks 
will work best to the mutual ad- 
vantage of manufacturer, dealer, 
and employee. 

The competition of prison-made 
goods was another matter receiv- 
ing the spotlight of attention. Al- 
though no formal action in the 
nature of a resolution was passed, 
the members were urged to organ- 
ize in their states to combat the 
growing practice of prisons going 
into the manufacturing business. 

A splendid spirit of good feeling 
prevailed throughout the conven- 
tion week. President Hampton, in 
his address, declared that the 
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cilities—with no end of intriguing 
places to visit in an off hour. 
Chicago’s members of the industry 
welcomed their visitors royally, 
and contributed largely to the suc- 
cess of the entertainment features. 
Here in the congenial atmosphere 
of the lobby and meeting place, 
old friends met, acquaintenceships 
were renewed, and new _ ones 
formed. No one remained a 
stranger long. 

The Third Five Centuries of 
Progress Exposition provided a 
spectacular display of manufac- 
tures that taxed the capacity of 
the Palmer House exhibition hall. 
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HAROLD HAMPTON AND CABINET BREAKFAST MONDAY MORNING, SEPTEMBER 26 WITH THE N. S. A. BOARD OF CONTROL. 


Left to right: Woodson P. Waddy, Everett Waddey Company, Rich- 
mond, Va., auditor; B. J. Bristoll, Koch Brothers, Des Moines, Iowa, 
Wallace Pencil Company, 


past president; C. H. (Jack) Johnstone, 


Hampton, N. S. A. president; J. Ogden Pierson, Dameron-Pierson 
Company, New Orleans, La., past president: W. C. Clegg. The Clegg 
Company. San Antonio, Texas, past president; Arthur J. Walker, Farn- 
ham Stationery & School Supply Company, Minneapolis, Minn., past 


Vice-president and chairman, Field Division; Harry A. Morgan, Sta- 
tioners Corporation, Los Angeles, Calif., past president; J. A. Parsons, 
Smith Brothers, Inc., Oakland, Calif., Governor of District No. 12; 
W. N. Stewart. Stewart Office Supply Company, Dallas. Texas, past 
president; Morris Hansell II, F. F. Hansell Bros., Ltd., New Orleans, 
La., Governor of the Western Division of District No. 4; Fred Tracht, 
University of Chicago Book Store, Governor of District No. 6; Charles 
P. Garvin. general manager, National Stationers Association; Harold 


named chairman for this im- 


trade as a group is in better con- 


president; Charles L. Mitchell, Crane & Company, Topeka, Kans., past 
president; R. A. Maish. Dennison Manufacturing Company, Framing- 
ham, Mass., vice-president and chairman of the Manufacturer's Divi- 
sion; Gus C. Lipp, W. H. Kistler Stationery Company, Denver, Colo., 
governor of District No. 10; V. A. Hanson, Brown & Saenger, Inc., 
Sioux Falls, S. Dak., governor of District No. 7; K. L. Boyer. Newell 
B. Newton Company. Toledo, Ohio, governor of District No. 5; W. E. 
Stockett, Stockett-Fiske Company, Washington, D. C. 


It was the biggest show of its kind 





portant section of the country. A 
chairman in each state will serve 
under him, they, in turn, appoint- 
ing chairmen in each key city. A 
number of manufacturers signed 
fair trade contracts at the con- 
vention. The dealers are especially 
encouraging contracts from all 
manufacturers within a_ given 
classification. 


The convention passed a resolu- 
tion relating to manufacturers of- 
fering special inducements to pro- 
mote the sale of their products. 
The association went on record to 
the effect that its dealer members 
are definitely opposed to any ar- 
rangement whereby their em- 
ployees are offered premiums or 
compensated in any way by any 
manufacturer to encourage the 
sale of his products. The resolu- 
tion, however, recommended that 
should any manufacturer find it 
advisable to offer any special in- 
ducement to promote the sale of 
his products, the compensation 
should be made to the dealer, who 
may sanction or adopt any special 


dition today than it has been for 
many years. This was also re- 
flected in the fine, harmonious, 
and substantial condition of the 
association. The N.S.A. finished 
the year with a balance in the 
treasury greater than that of a 
year ago. 

The convention program ran 
smoothly from the first to the last 
session. There was something to 
engage the interest day and night. 
There were special group meet- 
ings, convention sessions, commit- 
tee meetings, an evening’s sales 
institute, a magnificent exposition, 
and a varied program of high 
class entertainment, — concluding 
with a big golf tournament on one 
of the country’s finest courses. 
For the outstanding manner in 
which all these affairs were ar- 
ranged and conducted, the asso- 
ciation executives and convention 
committees deserve the highest 
compliments. 

Chicago extended its hospitality 
unreservedly. Ideal hotel, enter- 
tainment, and transportation fa- 


the industry had ever held. In 
attractive settings—row on row— 
was much of the best from all 
divisions of the stationers’ sources 
of supply. Stationers thronged the 
booths, viewing the products and 
obtaining many profitable mer- 
chandising suggestions. Prior to 
the convention, the association 
started a movement to have the 
dealers place a million dollars 
worth of orders at the exhibition. 
While that figure was admittedly 
beyond expectations, many thou- 
sands of dollars worth of orders 
actually were placed during con- 
vention week. Harry Tehan, of 
Chas. M. Higgins & Co., Inc., set a 
new standard for excellence as ex- 
position manager, if such a thing 
is possible. 

Boston and Cincinnati presented 
strong bids for the honor of being 
hosts to the 1939 convention. Al- 
though the place of the next 
meeting was not selected, Cincin- 
nati seemed to be the likely choice. 


Converging upon the convention 
hotel a day early, enthusiastic 
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delegations began arriving from 
all directions on Sunday. Many 
had registered in advance. Presi- 
dent Hampton, General Manager 
Garvin, and others of the official 
family were on hand. As were 
members of the key convention 
committees. Most of the exhibi- 
tors had completed their dis- 
plays on Saturday. Happy greet- 
ings were exchanged throughout 
the day, and the pep and go that 
characterized this convention was 
early apparent. 

Two preliminary meetings were 
held on Sunday—the president 
and his Cabinet conferring in 
Executive Committee session in 
the morning, and the general 
manager meeting the convention 
operating committee in the after- 
noon. 

Things began popping bright 
and early Monday morning. The 
registration lobby became a bee- 
hive of activity as crowds of dele- 
gates poured in. 

Meanwhile, special confabs got 
under way in nearby private din- 
ing rooms. The president and his 
Cabinet met at breakfast with the 
Board of Control, after which the 
Board of Control held its executive 
session. 

A preliminary meeting of dele- 
gates from the different districts 
convened to discuss cooperation 
on Fair Trade Laws. Willis Mohn, 
of Cedar Rapids, Iowa, presided. 


Convention Opening Session 
Monday Afternoon 


At 2:00 o’clock Monday after- 
noon, the thirty-third annual con- 
vention of the N. S. A. was called 
to order by General Manager 
Charles P. Garvin. Approximately 
800 were in attendance at this first 
general session, which was to set 
a new high mark in dramatic 
openings of N.S.A. annual assem- 
blies. 

In his opening remarks, Mr. 
Garvin expressed appreciation to 
the committee that had assisted 
in preparation for the convention. 
He expressed satisfaction over the 
large attendance and said, “We 
have the biggest show we have 
ever had, and I think we have the 
most impressive program.” 

Mr. Garvin then terming Pres- 
ident Harold Hampton “a cooper- 
ator, a leader, and a great friend”, 
presented him with the gavel. 

With typical Hampton brevity, 
the president expressed acknowl- 
edgment and launched into action. 
He appointed as Sergeant-at- 
arms Ken L. Boyer, of Newell B. 
Newton Company, Toledo, Ohio. 
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sociation 77 


15 


Mr. Hampton then announced the 
following committee appoint- 
ments: 


BUDGET COMMITTEE—Harry Mor- 
gan, chairman; Herman Price, 
William Kelly, Rhys Llewellyn and 
R. A. Maish. 

NOMINATING COMMITTEE—Arthur 
Walker, chairman; James Parsons, 
Morris Hansell, Herbert S. Riley 
and Robert Thomas. 

CREDENTIALS COMMITTEE—Edward 
L. Little, chairman; Harry Balch, 
Jack Johnstone, Charles Everly 
and Gordon Kickels. 

RESOLUTIONS COMMITTEE — W. 
Neill Stewart, chairman; E. B. 
Healy, Francis Yawman, Fred 
Tracht, Fred Downs, B. J. Bristoll, 
William Clegg and J. S. Sprott. 

NECROLOGY COMMITTEE—Carl M. 
Schutz, chairman; Dan Hansen, 
Sterley Jerue and William 
Stockett, Jr. 

The first of the featured ad- 


dresses was presented by Earl R. 
Kochheiser, of The Charles Ritter 
Company, Mansfield, Ohio, on the 
subject “I Am In The Stationery 
Business’. Mr. Kochheiser’s mes- 
sage was exceptionally appropriate 
as the initial address of the con- 
vention. He impressively set forth 
some of the requisites of the suc- 
cessful stationer: (1) a knowledge 
of business principles, (2) a repre- 
sentative stock, (3) a knowledge 
of his costs, (4) initiative and 
creative ability, and (5) experi- 
ence. “There is no monopoly on 
ideas”, declared Mr. Kochheiser in 
his challenging address. 

The complete text of Mr. Koch- 
heiser’s address, and all the others 
presented at the convention, will 
be found elsewhere in this num- 
ber. 

At this point Senator Joseph C. 
O’Mahoney was escorted to the 
speakers’ platform by President 
Hampton. With a few propitious 
words, General Manager Garvin 
spoke of the honor with which the 
convention regarded the presence 
of this “great public servant”. 

While the Senator prepared for 
his address, Mr. Garvin proceeded 
with the introduction of C. J. Jud- 
kins, chief of the Trade Associa- 
tions section, Marketing Division, 
Department of Commerce of the 
United States. His subject was 
“The Trade Associations’ Place in 
the National Economy”. Mr. Jud- 
kins referred to the survey of 
trade associations being made by 
his department in conjunction 
with the work of the Temporary 
National Economic Committee, of 
which Senator O’Mahoney is chair- 
man. Mr. Judkins outlined the 
development of trade associations 
in this country and declared them 
to represent a “new phase of busi- 

(Turn to page 20, please) 
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The Resolutions 


Adopted at the (hirty- Third Annual National 
Stationers Addsociation Convention 


BE IT RESOLVED, by the Convention in general session assembled that the 
sympathy of this Association be extended to the stationers of Providence, Rhode 
Island, who have encountered such an untimely and terrible disaster. It is recom- 
mended to all divisions of this Association that every assistance and cooperation be 
given fully and freely to their brothers who are in distress. The National Stationers 
Association asks real cooperation and assistance for all of New England wherever 
damage has occurred as a result of the hurricane. 

xe 2 

BE IT RESOLVED, that the General Manager be instructed to send the following 
message to Gordon Bingham, President of Burrows Brothers Company, Cleveland, 
Ohio: 

Dear Gordon: 

We have missed you at this Convention and your many friends are gratified at your 
fine recovery from your recent illness. We wish you everything of the best and this 
resolution by The National Stationers Association in its 33rd Convention assembled 
is our attestation of affection for you and serves to tell you that we shall be looking 
forward to having you back with us at the next National. Good luck. 

* * 

BE IT RESOLVED, that The National Stationers Association record its apprecia- 
tion of the fine contribution made by President Harold Hampton this year through a 
tremendous contribution of time, effort and ability, his attendance at every one of 
the Regional Meetings and his constant and never ending cooperation. The National 
Stationers Association is proud of its President. 

* 

BE IT RESOLVED, that the very deep appreciation of this Convention be 
extended to Mr. George Herrmann of the Heyer Corporation for his sp'endid contribu- 
tion in producing N.S.A.’s Daily Uprising published each day during the Convention. 
The National Stationers Association recognizes that Mr. Herrmann and certain em- 
ployees of the Heyer Corporation work nights early and late in order to provide this 
interesting and helpful piece of literature each day throughout the Convention. Hence, 
we ask that all members assembled join us in their appreciation of this fine member 
and his splendid organization. 

x ok x 

BE IT RESOLVED, that The National Stationers Association go on record that 
It is proud of its participating membership; willing workers among our members 
make possible greater accomplishments. The Chicago Convention could not have 
been planned and operated were it not for the splendid work of the committees of 
members who have labored hard and long and brought forth great and successful meet- 
ings. This resolution is submitted to the following Chairmen who are asked to 
acquaint the members of their committees with this resolution of appreciation: 

Harry Balch, Chicago Convention Chairman 

Charles H. Everly, Chairman Publicity Committee 

Harry Tehan, Chairman Exposition Committee 

Ed Little, Chairman Banquet Committee 

Charles P. Schoen, Chairman Entertainment Committee 

Herbert Walsh, Chairman House of Friendship Committee 

Gordon Kickels, Chairman Golf Committee 

Mrs. Harry L. Short, Chairlady of the Ladies Entertainment Committee 

To the Honorable Chairlady, Mrs. Short, and the Chairmen named, The National 
Stationers Association in Convention assembled offers its sincere appreciation for 
real cooperation and a splendid example of great Association spirit. 

” * * 


BE IT RESOLVED: That the dealer members of The National Stationers Asso- 
ciation are definitely opposed to any arrangement whereby the employees of our 
members, either directly or indirectly, are offered premiums or compensated in any 
way by any manufacturer to encourage the sale of his products: that such 2 practice 
Is vicious in that it establishes the employee as working for two bosses and has a gen- 
eral demoralizing effect upon the selling policy and inventory control of the employer. 

* ok a 


BE IT FURTHER RESOLVED: That the members of this Association recom- 
mend that should any manufacturer find it advisable to offer anv special inducement to 
promote the sale of its products, said compensation should be made direct to the 
dealer who in turn can sanction and adopt any special sales campaign which he thinks 
will work best to the mutual advantage of manufacturer, dealer and employee. 

* * * 


BE IT RESOLVED, that the Nominating Committee take note of the fact that 
this Association is most fortunate in the quality of its membership and in their desire 
and willingness to serve The National Stationers Association and calls especial atten- 
tion to the real accomplishments of this administration, the officers and governors, of 
outstanding Regional Meetings and this splendid Convention and feels that the Asso- 
ciation owes a very deep debt of gratitude to these men who have done such a splen- 
did job this year. Again we state our belief that this Association is unique in the 
services that it commands from its members. 
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Among the Delegates at Chicago Convention 


George Whitney, DoMore Chair Company; Henry Fleeman; H. Ben 
Williams and F. D. Field. DoMore Chair Company. 

Elmer E. Bates and Harry Balch, Quality Park Envelope Company. 
Jim Pryor and W. E. McCain, Wilson-Jones Company; Clarence 
(Jim) Irving; Jess Sutton, Woodbury Book Company. Danville, IIl. 
Chet Harper and Elgin Burk, Boorum & Pease Company. 

G. O. Stevens, Stevens-Maloney & Company, Chicago; E. Y. Hor- 
der, Horder’s, Inc., Chicago; W. Neill Stewart, Stewart Office Supply 
Company. Dallas, past president, NSA; C. S. Thompson, Standard 
Furniture Company; Frank Ryan. Sanford Manufacturing Company; 
Charles A. Stevens, Stevens-Maloney & Company. 

Chet Harper, Pete Reitzel, J. W. Tamany, Ed. Battey. Ted Barthel, 
all Boorum & Pease Company. 

Some of the delegation trom New York City and vicinity. Seated: 
Ray Urmston, J. S. Staedtler, Inc.; Albert McLane, Spencerian Pen 
Company; Jack Linsky, Parrot Speed Fastener Corporation; Charles 
Reynell, Oxford Filing Suply Company; Tracy Higgins, Charles M. 
Higgins & Company. Middle row: Carl Kaufman, Parrot Speed 
Fastener Corporation, Harry Levy. Silver Stationery Company, New 
York; Julius Kahn, David Kahn, Inc.; Lou Tavernier, Fulton Specialty 
Company; John A. Riedell, Weldon Roberts Rubber Company; F. H. 
Nichol, Columbia Ribbon & Carbon Manufacturing Company. Rear: 
Jerry McEvoy. Acco Products. Inc.; Ben Josephson, Josephson 
Manufacturing Company: Tony Kerin, Tower-Crossman Corporation, 
New York; Ed. Huott, Frank A. Weeks Manufacturing Company; 
Horace Van Dorn, Joseph Dixon Crucible Company; Charlie Ramsey, 
Ever Ready Calendar othr er tere Company; S. M. Babson, Bates 
Manufacturing Company. 

H. C. McPike, Weis Manufacturing Company, with strap of golf bag 
indicating where he spent most of the convention sessions. 





An impressive delegation from Zion Institutions and Industries, Zion 
City, Ill. Seated: S. H. Depew. John Depew, John Burgess, L. J. 
Peacy, Harry A. Anderson. Standing: H. D. Lee. E. L. Brown, Harry 
Luther, Larry Stockstill, B. M. Steinmetz, Wilfred Tate, Oscar Taylor. 
John Ramma, Automatic Pencil Sharpener Company; Clarence Ben- 
son, Farnham Stationery & School Supply Company, Minneapolis; 
Louis H. Farber, Jasper Seating Company. 

R. H. Potter and Tom Bledsoe, Autopoint Company; Jim Moir, Brown 
Brothers Ltd., Toronto. 

R. N. Thomas, B. L. Marble Chair Company; Jim Wallace, Jasper 
Office Furniture Company; Marion Follin, manufacturers’ representa- 
tive. 

Four gypsies from Poughkeepsie: Jack Kennedy, Claude Conger, L. 
H. McDaniels, Ed. Perry, all Trussell Manufacturing Company. 
Harry Yager, David Kahn, Inc.; M. E. Pendergast, Butler Brothers. 
Chicago. 

Will Winnes, Will Winnes Company, Cincinnati; Ed Perry. Trussell 
Manufacturing Company; Bob Beekman, G. J. Aigner Company; Joe 
Holmes, Frank Mashek & Company. 

Five aces. Seated: Ben S. Grayson, H. A. Sturdevant, Charles A. 
Hofstetter. Standing: Bill Weber and Hy Linden, all Ace Fastener 


Corporation. 


. Harrie Copeland, Cole Steel Equipment Company; Walter Snelling, 


Horder’s; Fred Coggin, Sun Rubber Company, nestling the rubber 
babies Mr. Coggin brought to the convention. 

Seated: Jack Fecho, Burrows Bros. Company, Cleveland; P. A. 
Schneider, Dennison Manufacturing Company; John A. Wirtz, F. W. 
Roberts Company. Cleveland. Standing: Bill Small and Ed Dodge, 
Johnson Chair Company; George C. Ohland, Metal Office Furniture 
Company. 
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Representative Groups at N.S.A.1938 Gathering 





a Le ee 


. Herb Walsh and Edward Southworth, The Southworth Company; 


Greenville Davis, manufacturers’ representative; Peter Tower, Tower 
Brothers, New York. 


. R. H. Potter, Autopoint Company; Sam Goltzman, Mutual Stationery 


Company, New York. 


. Parle Cooley, Bates Manufacturing Company; Elmer Krumwiede, 


G. J. Aigner Company and Art Steel Company; Mrs. Irving Cornish; 
Clarence Benson, Farnham Stationery & School Supply Company, 
Minneapolis; I. (Ike) Cornish, Yawman and Erbe Manufacturing 
Company; Bill Small, Johnson Chair Company. 
A. E. Gundelach, Terry Pentiller Company; Harry Prescott, manufac- 
turers’ representative; R. H. Augenmeyer. McLeod & Company. 

. H. Geppert, F. R. Nichols, R. C. Moore, Columbia Ribbon & 
Carbon Manufacturing Company. 


. George Litchfield, Lou Koerner, William H. Brown, Jasper Chair 


Company. 


. Dave Hunting of Metal Office Furniture Company with some of his 


visitors. Seated: H. D. Hart, Fort Worth Office Supply Company, 
Fort Worth, Texas; Ed Dodge. Johnson Chair Company. Standing, 
front row: W. Homer Kelly, Western Litho Company, Wichita, Kans.; 
Leo Warren and R. W. Bennett, Stow-Davis Furniture Company; 
D. D. Hunting, Metal Office Furniture Company; L. H. McDaniel, 
Trussell Manufacturing Company; M. W. Drake, Drake-Lindsay Com- 
pany, Shreveport, La. Rear: George Ohland, Metal Office Furniture 
Company; Joe D. Sphar and J. Brant Hewey, Western Litho Company; 
Dan MacDougall, Stationers Loose Leaf Company; Bill Small, Johnson 
Chair Company; Carl R. Stith, Metal Office Furniture Company. 

J. S. Sprott and Ham Warnock, The Globe-Wernicke Co. 


13. } 
14. 
15. 


. The Yawman and Erbe delegation. 


. Harry M. Getty. Polar Manufacturing Company; J. J. 


. The Higgins staff at the convention. 


Seated: P. H. Yawman, Harvey 
Rockwell, Francis Yawman, R. B. Williams. Standing: J. E. Don- 
ahue, Ben McGinty, Stanley Griebel, Roy Klein, Ike Cornish. 


. Lou Wingert. General Pencil Company; E. W. Sayles; Conrad Netz- 


hammer, Northwestern Furniture Company. Milwaukee; Ed. M. 


Hansen, Miller-Davis Company. Minneapolis. 


. E. U. LaFollette, Elmer G. Stacy. Albert McLane, Spencerian Pen 


Company. 

Kerns, Sta- 
tioners Loose Leaf Company; M. R. Landes, Polar Manufacturing 
Company; John G. Kolb, C. Howard Hunt Pen Company. 

. R. Davies, H. C. Hooks, F. W. Samson, H. D. Clark, all Moore 
Push Pin Company. 

Harry R. Sheppard, Pittsburgh Stationery Company; F. M. Sargent. 
Heyer Corporation. 

Charlie Hyatt, manufacturers’ representative; Jim Parsons, Smith 
Brothers Company, Oakland, Calif.; Norm Cunningham, Arch Cun- 
ningham Company, Boise, Idaho; Jim Anderson, Wison-Jones Com- 


pany. 


. C. F. Burnman, Buckland-Van Wald, Detroit; J. R. Bate, Invincible 


Metal Furniture Company; Roy D. Scheske, Decatur; C. T. Schnell, 
Invincible Metal Furniture Company. 


. Harry Sturdevant, Bill Smith. Hy Linden, all of Ace Fastener Cor- 


poration. 
Seated: John Gianella, Harry 


Tehan, Tracy Higgins. Standing: Jim Bradley, Bert Cholet, Jim 


Montgomery. 
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N. S. A. CONVENTION REPORT 
(Continued from page 15) 


ness that is going very strong, be- 
cause it has the soundest founda- 
tions and reasons for it”. Mr. 
Judkins won the audience with his 
friendliness, and in closing he 
praised in glowing terms Mr. Gar- 
vin’s accomplishments for the 
association. 


Next came the Senator’s ad- 
dress. Mr. Garvin made the in- 
troduction, and the audience rose 
to receive the _ distinguished 
speaker. 


Following a few prefatory re- 
marks, Senator O’Mahoney ex- 
plained that the purpose of the 
Temporary National Economic 
Committee is to study the Amer- 
ican business system to evolve a 
basis for a national rule to bring 
about and maintain permanent 
prosperity. The Senator denied 
that their objective was an in- 
vestigation to mete out punish- 
ment. He then eloquently out- 
lined the development of this 
country, tracing the accompany- 
ing growth of big business, and 
pointing to the economic and 
social conditions of the masses to- 
day. Nonetheless, he declared, 
“the people of the United States 
want to run their own businesses. 
But,” he said, “because we haven’t 
realized the difference between a 
giant corporation on one hand 
and a natural flesh and blood 
person upon the other, we have 
been building up in the United 
States a bureaucratic form of gov- 
ernment which interferes with the 
individual as well as with the cor- 
poration.” The Senator went on 
to describe our national problems. 
In searching for the remedy, he 
said, it must be found through 
cooperative effort of all people, 
workers and employers, in evolv- 
ing a means of increasing employ- 
ment in private business and in- 
creasing the consuming power of 
the masses. 


The legislator, amidst bursts of 
applause, avowed that “we must 
find something to substitute” for 
the government’s “spending-lend- 
ing program”. In conclusion, he 
invited suggestions with respect 
to the nature of the rule which 
should be adopted. 


Mr. Garvin referred to this ad- 
dress as a historic occasion and 
told Senator O’Mahoney that “we 
have men in our business who are 
working almost desperately to 
bring about national prosperity.” 


President Harold Hampton was 
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EIGHT PAST PRESIDENTS WHO GRACED THE 1938 N.S. A. CONCLAVE 


WITH THEIR PRESENCE 


Top row, left to right: J. Ogden Pierson, New Orleans, La., 1921-1922; 
Charles L. Mitchell, Topeka, Kans., 1922-1923 and 1924-1925; W. Neill Stew- 
art, Dallas, Tex., 1926-1927 and Woodson P. Waddy, Richmond, Va., 1927- 
1928. Bottom row, left to right: A. J. Walker, Minneapolis, Minn., 1929-1930; 
Harry A. Morgan, Los Angeles, Calif., 1933-1934 and 1934-1935; B. J. Bristoll, 
Des Moines, Iowa, 1935-1936, and W. C. Clegg, San Antonio, Tex., 1936-1937. 


the next speaker. In what he con- 
sidered compassion for the con- 
ventionites, Mr. Hampton said that 
he wished to spare them from a 
long, formal report. He said this 
would be printed later by the as- 
sociation. Instead of presenting 
it now, he preferred giving a few 
impressions of his visits to sta- 
tioners about the country during 
the fourteen weeks of his travels 
for the association. The president 
paid a tribute to the members of 
the lecture troupe, who traveled 
on their own expense and who 
brought constructive messages 
wherever they went. Mr. Hamp- 
ton then dwelt upon his observa- 
tions of the practices of successful 
stationers. He spoke of the chang- 
ing attitude of the stationer as a 
medium of distribution. He dec- 
lared that the stationer is in bet- 


ter condition today because he is 
aoing a better job, and is func- 
tioning as an independent mer- 
chant instead of simply a factory 
outlet. 

Following the president’s talk, 
the secretary-manager introduced 
Mr. A. William Lauw Zecha of 
Soekaboemische Snelperdrukkerij, 
and Lawsim Zecha & Company, 
Soekaboemi and Batavia, Java, 
Netherland India, as the visitor 
coming the longest distance to the 
convention. 

The concluding address of the 
session was then delivered by Dr. 
Allen Stockdale, head of the 
speaker’s bureau of the National 
Association of Manufacturers. His 
subject, “Your Stake in Industry”, 
led the speaker into a stirring ora- 
tion on our heritage of American 
principles as a foundation to build 
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upon. Doctor Stockdale, with in- 
tense zeal, interjected with bits of 
humor, enumerated the wonderful 
institutions and high plane of liv- 
ing conditions for which American 
business is responsible. He alluded 
to the undermining influences 
existent in this country, and said, 
“Let us leave business in the 
hands of the thinkers and crea- 
tors”. A minister and_ soldier 
gifted with the ability to bring a 
smile and a tear upon the faces 
of his listeners, Doctor Stockdale 
imparted the inspiration of faith 
in ideals and loyalty to America. 


At the conclusion of Doctor 
Stockdale’s address, the Wis-Ill 
Club fife and drum corps charged 
to the front of the convention 
hall, carrying the banner, “Hamp- 
ton’s Hoosier Hot Shots’. Eight 
members and a leader, dressed in 
an assortment of costumes, mo- 
mentarily serenaded the president. 
At this, the meeting became a 
procession, following the presiding 
officers and honored guests into 
the exhibition hall for the formal 
opening of the Five Centuries of 
Progress exposition. 


The exposition remained open 
until 10:30 P. M. 


Tuesday Morning 


Tuesday morning was devoted to 
group meetings of the various 
divisions. The dealers met in ex- 
ecutive session, and were address- 
ed by President Hampton and 


N. S. A. WELCOMING COMMITTEE GREETS SENATOR J. C. O’MAHONEY AT THE STATION.— 
(L. to R.:) General Manager Charles P. Garvin, R. A. 


some of the governors. The meet- 
ing was a closed session. 

A joint meeting of the Sales 
Managers’ Division and the Man- 
ufacturers’ Division was held 
under the leadership of Vice- 
President Harry Tehan and Vice- 
President R. A. Maish. A record- 
breaking attendance was reported. 
Howard Sanders, of the Stationers 
and Publishers Board of Trade, 
gave an impressive talk. Mr. Gar- 
vin covered various angles of im- 
portance, and Mr. Hampton also 
addressed the group. The session 
was a closed meeting. 


The annual meeting of the Field 
Division, held in another room, 
was convened by C. H. (Jack) 
Johnstone, chairman of the divi- 
sion. Mr. Johnstone commented 
briefly upon the resignation of 
Charles Consodine a few months 
ago, due to a change in his busi- 
ness relations to another field, 
pointing out the fine service that 
Charlie had rendered as _ vice- 
president and chairman of the 
Field Division. 


General Manager Garvin visited 
the session briefly, commenting 
upon the high place that the trav- 
eler occupies in the stationery in- 
dustry. He expressed the opinion 
that in contrast to the distribution 
scheme in other merchandising 
fields, the traveling man in the 
commercial stationery industry 
vould continue to be an increas- 
ingly important factor in the dis- 





Maish, Dennison Manufacturing Company; 


Senator O’Mahoney; Harry Tehan, Charles M. Higgins & Company; Ed. L. Little, Wabash Cabinet 
Company. (Inset) Close-up of Senator O'Mahoney. 
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tribution plan. The reason that 
the traveler has disappeared from 
other industries is that strong 
price competition has prevented 
the earning of a sufficient profit 
to pay the traveler a living wage. 


A nominating committee com- 
posed of Russell Carpenter, San- 
fords Ink Company; Paul Cheney, 
Southworth Company, and Wil- 
liam Cole of the General Pencil 
Company, was appointed and re- 
tired to deliberate. 


During the absence of the com- 
mittee, Chairman Johnstone sug- 
gested as a prospect of the Field 
Division a definite plan for rec- 
ording the merchandising ideas of 
traveling men for the benefit of 
the industry in general. Consid- 
erable discussion followed, result- 
ing in the presentation of a 
number of ideas which will be co- 
ordinated and presented to all 
members of the division at an 
early date. 

Another interesting and helpful 
discussion was concerned with 
plans to increase the number of 
field memberships. Out of the 
comments offered by nearly every- 
one at the session will be evolved 
a plan that should prove effective. 


The nominating committee pre- 
sented its report, which was in the 
form of a recommendation that 
Jack Johnstone be unanimously 
elected to fill the office of vice- 
president and chairman of the 
Field Division of the National Sta- 
tioners Association for 1938-39. 
The report was accepted and Mr. 
Johnstone named to succeed him- 
self. 

With his usual sense of the ap- 
propriate, Merrill Hasty of the 
Sengbusch Self-Closing Inkstand 
Company, called upon the assem- 
bly to give a rising expression of 
appreciation for the fine work 
Jack Johnstone has done since he 
took over the duties of head of 
the Field Division. On that note 
the meeting adjourned. 

At noon a fellowship luncheon 
was held for the men of the con- 
vention in the Red Lacquer room. 
Approximately 600 participated. 


Tuesday Afternoon 


Tuesday afternoon’s general ses- 
sion was a veritable school on 
business management. Never have 
we heard a series of talks on man- 
agement in any industry meeting 
that surpassed those given by the 
stationers themselves at this ses- 
sion. There were so many useful 
ideas presented that it was impos- 
sible for one to absorb them all. 








(We present them in complete 
form on other pages.) President 
Hampton presided. 

The first speaker was W. C. Jac- 
quin, of Jacquin & Company, Pe- 
oria, Ill. who discussed “The 
Stationer as a Professional Man”. 
Mr. Jacquin, although recognizing 
the sales training being carried on 
by most dealers, advocated that 
the stationery industry adopt an 
educational program which would 
result in uniform effort to guide 
its members in raising themselves 
to a professional status. He sug- 
gested that any stationer qualify- 
ing under such a program might 
be designated as a “Certified Sta- 
tioner”’. 

Under the heading, “The Sta- 
tioner as a Sales Manager”, C. A. 
Netzhammer of Northwestern 
Furniture Company, Milwaukee, 
Wis., directed attention in an il- 
lustrated talk to the functions of 
the sales manager and various 
methods of carrying them out. 
His address would serve well as 
the basis of a sales managers’ 
manual. 

A. J. Kerin, of the Tower-Cross- 
man Corporation, New York, N. Y., 
gave an equally impressive exposi- 
tion on “The Stationer as a Man- 
ager”. He discussed principally 
keeping the profit objective in the 
forefront; using common sense and 
intelligence in making decision; 
and setting up accounting prac- 
tices to tell the true story on the 
condition of the business. 

The problems and opportunities 
of “The Stationer as an Advertis- 
ing Man” were covered expertly by 
R. G. Montgomery of J. K. Gill 
Company, Portland, Ore. He gave 
some very practical suggestions 
and opinions on the use of such 
mediums as newspapers, radio, di- 
rect-by-mail, street car advertis- 
ing, novelties, scratch pads and 

lotters, material supplied bv 
manufacturers, and display win- 
dows. Mr. Montgomery also in- 
cluded outside salesmen as adver- 
tisers, advising dealers to properly 
equip them to sell the store as well 
as goods. 

The concluding talk of the af- 
ternoon was delivered by Howard 
Sanders, on “The Survival of the 
Fittest in Industry”. A vigorous 
speaker, Mr. Sanders dwelt upon 
a number of factors to which 
dealers’ financial difficulties may 
be attributed. He talked from the 
point of view of the suppliers’ 
credit men. He said “Business 
preservation lies in self-help”. The 
audience regarded his advice at- 


tentively, aware of his intimate 
knowledge of the subject obtained 
from his position with the Sta- 
tioners & Publishers Board of 
Trade. 


Tuesday Evening—N.S.A. Sales 
Institute 


The Sales Institute, which has 
become an outstanding feature of 
recent conventions, was held this 
year in the evening. The grand 
ballroom was arranged with rows 
of tables converging at the speak- 
ers’ platform. General Manager 
Charles P. Garvin conducted the 
meeting in his inimitable style, 
and welcomed the many salesmen 
who were present from a number 
of the stationery concerns in the 
Chicago area. 

Otto Eisenlohr, of The Dorsey 
Company, Dallas, Tex., headed the 
program with a talk that admir- 
ably measured up to its title—‘A 
Challenge to the Salesman’. His 
discussion was both inspirational 
and instructive. Mr. Eisenlohr 
enumerated many of the elements 
requisite to successful selling. 


er 
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Rhys Llewllyn, of R. H. Llewel- 
lyn Company, Manchester, N. H., 
then talked on “Originating a 
Sale”. Animating his talk with a 
seemingly inexhaustible supply of 
humorous stories, Mr. Llewellyn 
kept his audience in gales of 
laughter much of the time. “To 
originate a sale, you must work 
from your customer’s angle, and 
not your own,” he said. Mr. Llew- 
ellyn stressed sincerity and hon- 
esty of purpose, and advised sales- 
men to be an authority on their 
lines. He cited several instances 
in his own experience of making 
sizable sales by putting into prac- 
tice these and other points. His 
crowning evidence was the sur- 
prising revelation that he had put 
himself to the test in the conven- 
tion hotel and had actually sold a 
Work-Organizer to the Palmer 
House—in order to demonstrate 
that “if you apply a knowledge of 
your business with the sincere de- 
sire to serve a customer, you can 
make a sale”’. 

Following Mr. Llewellyn’s talk, 
Andy Maish put on one of his 





THE LADIES SIDE OF THE CONVENTION ACTIVITIES.—Upper and lower photographs 
picture the fine array of prizes which were carried home by triumphant winners from 
every part of the country. (Center) The ladies entertainment committee hard at work 
planning the splendid program staged at the convention: Left to right, Mrs. W. L. 


Schuster. Mrs. George Cormack, Mrs. 


Harry L. Short, chairlady: Mrs. Harry Balch. 
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1. Charlie Consodine, former vice-president, N. S. A., con- 
gratulating Mrs. Harold Hampton on her husband's re- 3 
election as president while Jack Johnstone expresses his : 


UNUSUAL SHOTS SNAPPED AT THE CONVENTION 


H. Wittstein, 


approval to Charlie Garvin, with Bill Clegg echoing more pany. 


of the same sentiment in the background. 


2. Mr. and Mrs. K. L. Boyer admiring the Hansell trophy 


facetious sketches, with an unre- 
hearsed cast of characters who 
depicted a stationery store being 
operated in accordance with the 
advice of all manufacturers. 


The next speaker was Charles 
G. Consodine, of the J. C. Conso- 
dine Company, Indianapolis, Ind., 
who had spent many years in the 
business until his recent departure 
to another line of endeavor. A 
warm welcome from his many 
friends was given Mr. Consodine, 
when he spoke on “Better Sales 
Better Business’. Mr. Consodine 
combined with this subject his 
personal remarks on “Once A Sta- 
tioner, Always A Stationer”’. The 
major point of his talk, however, 
was directed toward making every 
Sale a better sale, and one that 
carries a better profit. 

The evening’s final talk was 
given by Harold Hampton, who, 
despite the shortness of time, 
came through with some valuable 
ideas. He dwelt chiefly on the im- 


portance of keeping case histories 
of customers. 


Wednesday 

Wednesday morning was given 
over to a continuation of Tues- 
day’s executive session for dealers 
only. This was in the nature of a 
Fair Trade Rally. E. H. Wobber, 
of Wobber’s, Inc., San Francisco, 
reviewed the remarkable results 
obtained under Fair Trade in Cali- 
fornia and the West Coast. 

At noon another fellowship 
luncheon was held; this time, in 
the foyer of the grand ballroom. 

The closing joint session of the 
great convention was held Wed- 
nesday afternoon, with the presi- 
dent in the chair. J. S. Sprott, 
president of The Globe-Wernicke 
Co., presented a convincing ad- 
dress on “Prison Competition’. Mr. 
Sprott dwelt upon the injustice 
this is imposing upon the unem- 
ployed. He urged that the indus- 
try organize in every state to curb 
appropriations made to equip pri- 


awarded to Mr. Boyer for outstanding increase in mem- 
bership in the fifth district. : 
H. manufacturers’ representative: Harold 


Hampton; George Ruck, Columbia Steel Equipment Com- 


4. Fifth Regional Governor Kenneth Boyer presenting pipe 
set to President Harold Hampton while Charlie Garvin and 
Harry Tehan look on. 


sons for the manufacture of com- 
petitive merchandise. 

Then followed an informative 
discussion on “The Monthly Fin- 
ancial Statement and What It 
Means to the Stationer”. This was 
presented by the three members 
of recently appointed committee 
to study accounting methods for 
dealers. W. F. Block, president, 
Victor Safe & Equipment Com- 
pany, chairman of the group, led 
the discussion. A sample balance 
sheet and a profit and loss state- 
ment, both fictitious, were passed 
around for reference during the 
talks. 

R. B. Maneval of A. W. Faber, 
Inc., discussed five usual causes 
of business failure, which if pres- 
ent can be detected by analyzing 
the monthly balance sheet and 
profit and loss statement. 

J. J. Kerns of Stationers Loose 
Leaf Company followed _ with 
pointed remarks on the import- 
ance of credits and collections. He 
advised checking credits carefully, 
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watching accounts closely, and 
putting “real effort into collec- 
tions” if they start to slip. 

Mr. Block then took up the 
necessity of an “intelligent 
monthly balance’ sheet”, and 
knowing how to read it. He also 
stressed keeping adequate stock 
records so that inventory invest- 
ment may be kept to the lowest 
point and still have a balanced 
stock. 

“Wood Office Furniture” was the 
next subject, which was admirably 
presented by Carl Leopold, presi- 
dent of The Leopold Company. 
Mr. Leopold engrossed the audi- 
ence in his presentation of the 
beauties and natural advantages, 
as well as reasons for popularity, 
of wood furniture. In conjunction, 
he exhibited handsome veneers 
and demonstrated points in his 
talk. He spoke particularly of the 
modern developments in wood 
desks and in the progress in de- 
sign and fabrication of office fur- 
niture. He alluded to the profit- 
able opportunities in the future 
and said that selling will require 
more emphasis upon the intangi- 
ble qualities of design, color and 
comfort. 

Following Mr. Leopold’s talk, Mr. 
Garvin announced that word had 
been received that Rowland Walz 
of John W. Graham & Company, 
Spokane, Wash., who had been 
seriously ill, was greatly improved 
—welcome news to his many 
friends. 


Plans for National Letter Writ- 
ing Week were then described by 
Paul E. Burbank, vice-president 
of Eaton Paper Corporation. Mr. 
Burbank most interestingly pic- 
tured the possibilities of this new 
promotional event and showed 
how letter writing is by no means 
declining. He also revealed the 
extensive support of National Let- 
ter Writing Week given by the 
United States Post Office depart- 
ment. 

The last address of the conven- 
tion, which really was a fine 
climax to all that had gone before, 
was next delivered by General 
Manager Charles P. Garvin. Al- 
though entitled, “The Year 
Ahead”, Mr. Garvin embarked 
upon a cogent recital of the bless- 
ings and opportunities enjoyed 
by the people of America. He 
brought to the members’ notice a 
most engaging array of facts and 
figures upon our national re- 
sources. He combined encourage- 
ment with a challenge to the busi- 
ness men, appealing to all to man- 
ifest the type of courage that will 
enable overcoming present prob- 
lems, thus justifying themselves to 
the past and future. 

In the concluding period of the 
session, the president called for 
committee reports. In presenting 
the report of the Budget Commit- 
tee, Harry Morgan said, “We 
should be particularly grateful 
that we are members of an asso- 
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ciation whose budget is entirely in 
balance.” 

Mr. Garvin summarized the 
treasurer’s report, which Mr. 
Stockett had given at one of the 
dealers’ sessions. The cash bal- 
ance at the first of the year hav- 
ing been $17,367.03, the sum on 
hand the day of the_ report 
amounted to $18,655.58. The en- 
thusiasm with which the state- 
ments were received -was a fine 
compliment to the administration. 

The resolutions, presented on 
page 19, were then introduced by 
Chairman W. Neill Stewart. To 
these an additional one was rec- 
ommended by the Nominating 
Committee. All were quickly 
passed. 

The report of the Necrology 
Committee was then made by 
Chairman Carl M. Schutz. The as- 
sembly stood with bowed heads in 
memory of those who had passed 
on during the year. 

The final order of the day, was 
the report of the Nominating 
Committee, presented by Chair- 
man Arthur J. Walker. The of- 
ficers and governors presented 
elsewhere in this number compose 
the committee’s report, which was 
unanimously adopted. 

President Hampton accepted his 
re-election with a few words of 
appreciation, which drew rounds 
of applause, as General Manager 
Garvin declared the thirty-third 
annual convention of The National 
Stationers Association adjourned. 


Convention Entertainment Activities 


N.S.A. conventions are noted for 
their delightful entertainment ac- 
tivities as well as for the high 
merit of their business sessions. 
Merrymaking and entertainment 
in varied forms or: numerous occa- 
sions make the stationers’ play 
programs long to be remembered. 
This year’s program was especially 
inspiriting. 

The ladies were kept busy with 
a round of social and entertain- 
ment functions from the very 
opening day. The well planned 
arrangements were carried out 
smoothly under the capable lead- 
ership of Mrs. H. L. Short, chair- 
lady, with the assistance of her 
fine committee and the codpera- 
tion of the Ladies Reception Com- 
mittee. There were 125 ladies reg- 
istered and participating in the 
pleasurable affairs. 

Their opening function was a 


luncheon Monday noon in the Pal- 
mer House. This was designated 
to be in honor of the wives of past 
presidents, officers, and governors. 
The honor guests received beauti- 
ful corsages, and Mrs. Hampton 
was presented with a lovely neg- 
ligee. All the ladies participated 
in the distribution of prizes, 
thirty-eight attractive prizes of 
numerous’ descriptions being 
awarded. 

Following the luncheon, the 
ladies enjoyed an interesting re- 
view of recent books and their 
authors, given by Mrs. Alice Shel- 
don Clock. Afterwards the ladies 
went up to the committee head- 
quarters’ suite to view the exten- 
sive display of approximately a 
hundred prizes, ranging from gold 
watches to stationery utilities, 
which had been donated by the 
manufacturers. 


On Monday evening the gentle- 
men joined their ladies in the fes- 
tivities of a dance and entertain- 
ment, held in the grand ballroom. 
Dancing to Jack Chapman’s well- 
known band began at 9:00 o’clock, 
with the ballroom crowded to the 
doors. At 9:50 the center was 
cleared for the marvellous floor 
show of eleven numbers that en- 
tertained the party for over an 
hour. The acts appealed to all 
tastes, and the audience after- 
wards expressed high praise over 
the arrangements of the Enter- 
taiuament Committee, headed by 
Chairman Charles P. Schoen of 
The Wahl Company. The evening 
was concluded with more dancing. 

On Tuesday, the ladies jour- 
neyed by bus to the Edgewater 
Beach Hotel, on the shores of 
beautiful Lake Michigan, for a 
luncheon and bridge party. At- 
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tractive decorations included flow- 
ers at each table in the Marine 
Dining Room. Dainty vials of per- 
fume were awarded to the bridge 
winners, and many prizes were 
again awarded. 

Tuesday evening the ladies vis- 
ited the gift room, at which time 
the prizes won on Monday and 
Tuesday were distributed. 

Wednesday, Jacques’ French 
Restaurant was the scene of an- 
other luncheon. In the charming 
surroundings of this place, 125 
ladies partook of the Epicurean’s 
delights. 

A matinee performance of the 
“Golden Boy,” starring Francis 
Farmer, at the Harris Theater, 
was the treat of Wednesday after- 
noon. Door prizes were also given 
on Wednesday. 

The following are the names of 
the manufacturers that generously 


donated prizes for the ladies’ 
functions: 

Smead Manufacturing Co., Columbia 
Ribbon & Carbon Mfg. Co., Roaring 
Springs Blank Book Co., Art Steel Com- 
pany, Inec., Noesting Pin Ticket Co 
Ine., The C. L. Downey Co., Rockwell 
Barnes Co., C. Howard Hunt Pen Co., 
Chas. M. Higgins & Co. Inc., Seneca 
Falls Rule & Block Co., A. E. Boyce 
Co., Columbian Art Works, Inc, San- 
ford Manufacturing Co., The Hotch- 
kiss Sales Co., G. J. Aigner Co., Moore 
Push-Pin Co., Vail Manufacturing Co, 
Sidney J. Burgoyne & Sons, Stationers 
Loose Leaf Co., Ace Fastener Corp., 
The Heyer Corp., Service Steel Prod- 
ucts Corp., Autopoint Company, Rey- 
burn Manufacturing Co., Frank Mas- 
hek & Co., Binney & Smith Co., Ever 
Ready Calendar Mfg. Co., Southworth 
Company, McMillan Book Co., Polar 
Manufacturing Co., Hall Brothers, 
Inc., American Crayon Co., Oxford 
Filing Supply Co. 

Dennison Mfg. Co., Russia Cement 
Co., P. F. Volland Co., Rust Craft Pub- 
lishers, Inc., Finch & McCullouch, Oak- 
ville Co., H. C. Cook Co., Terry Pen- 
filler Co., Quality Park Envelope Co., 
Yawman and Erbe Mfg. Co., Stationers 
Specialty Corp., S. S. Stafford, Ine., 
The Wahl Co., Gregory Ink Co., Ester- 


brook Steel Pen Mfg. Co., Carter's Ink 
Co., W. A. Sheaffer Pen Co., Art Metal 
Construction Co., Associated Station- 
ers Supply Co., Defiance Sales Corp., 
Bates Manufacturing Co., Sainberg & 
Company, Inc., Automatic Pencil 
Sharpener Div. Company, J. C. Blair Co., 
Stein Bros. Mfg. Co., Boorum & Pease 
Co., C. R. Gibson & Co., National Blank 
Book Co., Nagel-Chase Mfg. Co, 
Markwell Manufacturing Co., Ince., 
Parker Pen Co., Eaton Paper Corp., 


Spencerian Pen Co., Eberhard Faber 
Pencil Co., Victor Safe & Equipment 
Co., Hampden Manufacturing Co., Inc., 
Standard Diary Co., Niagara Duplica- 


tor Co., Josephson Mfg. Corp., H. A 
Ink Eradicator Co., Whiting-Plover 
Paper Co., Trussell Mfg. Co., Robert 
Caro Kem Card Sales Corp., Sengbusch 
Self Closing Inkstand Co. 


The Banquet 


The peak of the convention en- 
tertainment program was the gala 
Annual Banquet and Gridiron held 
in the Palmer House grand ball- 
room, on Wednesday evening. The 
colorful occasion to which every 
conventionite looks forward with 
elation more than measured up to 
expectations. Approximately a 
thousand gay banqueters encircled 
the innumerable tables in the 
great room. 

Seated at the speakers’ table on 
the dais were President and Mrs. 
Hampton and Toastmaster Garvin, 
flanked by other officers, governors, 
and convention committee chair- 
men and their wives. 

The dinner began soon after the 
appointed hour. While the courses 
were enjoyed a peppy instru- 
mental quartet entertained. Their 
selections led to group singing, 
and the crowd entered into the 
festivity with song after song. 

Then came the first Gridiron 
sketch, featuring “Baby Snooks’”’ 
and her Daddy, who was packing 
his grip to leave for the stationers 
convention. Charlie Garvin as 
“Baby Snooks” and Andy Maish as 
Daddy, brought down the house! 

Following this clever stunt, Mr. 
Garvin opened the formal part of 
the pliogram. He expressed a wel- 
come to the thirty-third annual 
banquet, in his usual wholehearted 
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manner. Introductions of those at 
the head table followed. 


Another Gridiron production en- 
sued as a travesty under imagined 
conditions when great rolls of strip 
titkets took the place of money for 
shopping. The scene was a sta- 
tionery store. 

Next, General Manager Garvin 
introduced Harold Hampton as 
both the retiring and the new 
president. Harold declared, in a 
short talk, that the past year was 
the shortest one of his life. He 
thanked the officers and field men 
for their help, and also praised 
those who accompanied him on 
the country-wide trip. 

At this time Mr. Garvin inter- 
vened and after jokes and quips, 
told Mr. Hampton that his many 
friends were presenting him and 
Mrs. Hampton with a suite of wal- 
nut dining room furniture, which 
would be delivered to their new 
home. Then Mr. Hampton was 
presented with a beautiful set of 
pipes, in behalf of his friends in 
District 5. 

Following words of deep appre- 
ciation, the program continued 
with presentation of the Morris 
Hansell Cup to Ken Boyer, Gov- 
ernor of District 5, for the district 
making the largest membership 
gain. The Chas. M. Higgins Cup 
was awarded to Jerry Manning, 
Governor of District 8, for the 
governor rendering the most dis- 
tinguished service. 

Another theatrical sketch, on 
the early life of Harold Hampton, 
was then given by the clever cast, 
including Harold himself. All the 
Gridiron acts were under the 
guiding genius of Andy Maish. His 
cast included the following Thes- 
pian artists: Charlie Garvin, Har- 
old Hampton, Harry Tehan, Bill 
Block, Rhys Llewellyn, Art Frey, 
Earl Kochheiser, Harry Balch, and 
Miss Sally Balaban. 

Mr. Garvin brought the success- 
ful occasion to a close with appro- 
priate remarks. Then the floor 
was cleared for dancing. 


Five Centuries of Progress Exposition 


Variety of Products, Beauty of Booths, Wide Interest of Dealers 
Characterized the Third Successive Chicago Show 


= third presentation of the 
Five Centuries of Progress Exposi- 
tion proved to be a _ brilliant 
spectacle of products of the indus- 
try. It was truly another feather 
in the cap of “Ye Olde Stacy- 
onere”. And a becoming feather 
it was, enthusiastically approved 
by the delegates to the thirty- 
third annual convention of The 
National Stationers Association. 
An early visitor to the exhibit 
hall on Friday preceding the con- 
vention paused to wonder how the 
confused disarray could be un- 


tangled in time for the formal 
opening the following Monday. 
But out of the confusion came 
order and beauty under the skill- 
ful hand of Harry Tehan, exposi- 
tion chairman. He _ cheerfully 
pointed out on Saturday that 
everything was in exceptionally 
good condition. “In fact”, he 
commented, “we’re a day ahead of 
last year in getting the booths in 
shape.” 

Advance publicity developed a 
widespread interest. Even business 


men not in the industry heard 
good things of the show and in- 
dicated a desire to visit the vari- 
ous exhibits. They were gently 
but firmly refused admittance on 
the premise that the exposition 
was organized for the exclusive 
benefit of office equipment and 
commercial stationery dealers. 
Sunday afternoon found a sur- 
prising number of early registrants 
wandering around the exhibition 
hall and stopping frequently to 
inspect items on display. The 
magnitude of the exhibition nat- 








Five Centuries of Progress Exposition 


urally required more than one 
visit to assure even partial cover- 
age. The early birds were taking 
advantage of a little free time on 
Sunday to “catch up” on their 
inspection calls. 


The formal opening occurred 
ceremoniously at four o’clock 
Monday afternoon. Immediately 


after adjournment of the business 
session in the grand ballroom, a 
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band of “farmers” 


equipped with 
musical instruments mostly of the 


percussion type, rhythmically 
wended their way up an aisle to 
the speakers’ rostrum in the con- 
vention hall. One stalwart sup- 
ported a sign carrying the words 
“Hampton’s Hoosier Hot Shots’. 
President Hampton and General 
Manager Garvin fell in line be- 
hind the band and led the entire 





Bankers Box Co. 
Yawman and Erbe Mfg. Co. 
F. S. Webster Co. 

G. J. Aigner Co. 

Boorum & Pease Co. 
Bates Mfg. Co. 

Finch & McCullouch. 
Diebold Safe & Lock Co. 
Polar Mfg. Co. 

Gregory Fount-O-Ink Co. 
Eagle Pencil Co. 
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convention delegates into the ex- 
hibit hall. 

The exposition was open for 
several hours on each day of the 
convention. On Monday, visitors 
thronged the display room from 
four in the afternoon until ten 
thirty at night. On Tuesday, the 
gates were open from five thirty 
until eleven thirty P. M. Two 
hours, from four to six P. M., were 
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Office Equipment and Supplies on Parade 
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Art Metal Construction Co. 

Royal Typewriter Co. 

Carter's Ink Co. 

C. L. Downey Co. 

Heyer Corp. 

Kisco Co., Inc. 

Art Steel Co. 

Autopoint Co. 

Chas. M. Higgins & Co. 

Cramer Safe & Office Equip. 
Co. 

Spencerian Pen Co. 
Photos by Kaufman & Fabry 

allotted for exposition visits on 


Wednesday. On Thursday, visitors 
were welcomed from nine in the 
morning until five in the after- 
noon. 

Among the special features were 
a number of contests conducted 
by the various exhibitors. The 
contest sponsors included the fol- 
lowing: All-Steel-Equip Company; 
The Diebold Safe & Lock Com- 


CHAIR 


pany; Esterbrook Steel Pen Com- 
pany; Gregory-Fount-O-Ink Com- 
pany; Royal Typewriter Company, 
Inc.; Southworth Company and 
Weis Manufacturing Company. 


Among those who presented 
souvenirs during exposition hours 
were the following: Autopoint 


Company; The Carter’s Ink Com- 
pany; Corry-Jamestown Manufac- 
turing Corporation; Dennison 
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Cy de 
Eaton Paper 
B. Graff 
Charles M. Higgins & 


Manufacturing Company; 
Downey Company; 
Corporation; George 
Company; 
Company, Inc.; Markwell Man- 
ufacturing Company; G. & C. 
Merriam Company; Quality Park 
Envelope Company; Sun Rubber 
Company and Trussell Manufac- 
turing Company. 

And unusual and somewhat dis- 
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concerting activity in one section 
of the exhibit hall was concerned 
with apples. An unuspecting visi- 
tor would suddenly find himself 
the object of a luscious, ripe apple 
thrown from somewhere. By the 
exercise of considerable skill, he 
managed to catch the fruit and 
prevent it from being bruised on 
the hard floor. A glance in the 
direction from which the apple 
had come revealed the Sanford 
Ink display and the widely smiling 
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countenances of members of the 
Sanford sales staff. The apples, 
which came from the orchard of 
W. W. S. Carpenter, Sanford’s 
president, were appetizing morsels, 
on which the visitors apprecia- 
tively munched. 

Apples from the farm of Andy 
Maish were on display at the Den- 
nison booth. Any visitor who in- 
dicated a desire was presented 
with one of the attractive pieces 
of fruit. 
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Globe-Wemnicke Co. 
Quality Park Envelope Co. 
Sengbusch S-C Inkstand Co. 
Wilson-Jones Co. 

Miami Systems Corp. 
Geo. B. Graff Co. 
McDonald Products Corp. 
Wallace Pencil Co. 

Mittag & Volger, Inc. 
Jasper Chair Co. 

C. Howard Hunt Pen Co. 


Photos by Kaufman & Fabry 
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DUPLICATOR PROCESS 
THE PRSTEST OFFICE PRINTING METHOD 


Victor Safe & Equip. Co. 
Weis Mfg. Co. 

Moore Push-Pin Co. 
Corry-Jamestown Mfg. Corp. 
Ace Fastener Corp. 

Niagara Duplicator Co. 
Eaton Paper Corp. 

Artility Metal Products, Inc. 
Harter Corp. 
All-Steel-Equip. Co. 
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DESCRIPTIONS OF EXHIBITS Ben S. Grayson, eastern representative, and J. L. Abbott, 
western representative. 
. P P AIGNER COMPANY, G. J., Chicago, lll., exhibited indexes, 
Following are detailed references to the equipment tabs and desk pads in various models. Elmer Krumwiede was 
; ; : in charge, assisted by Bob Beekman and Clint Martin. Also 
on display in the various booths and the names of the in attendance were G. J. Aigner and W. D. Comstock. 
salesmen and home office executives who were present ALL-STEEL-EQUIP COMPANY, Aurora, IIL, displayed sev- 
P . . eral steel filing cabinets, storage cabinets and desks, as well as 
at some time during the convention and when the lockers. Present during “visiting hours were B. G. Wiley, 
iti soit! : assistant general sales manager; H. P. Frederick, field repre- 
exposition was open to visiting dealers: sentative, and L. G. Taylor, Chicago manager. 
ALLEN CALCULATORS, INC., New York, N. Y., demon- 
ACCO PRODUCTS, 1C., Long Island City, N. Y ad é strated the R. C. Allen adding machines, cash registering ma- 
interesting display of -coway blue print equipment , as chines and ten-key calculators. Those in charge were Gordon 
Acco binders, folders, punches, etc. Secretary G. . Laurance, assistant to the president; F. H. Staat of Chicago 
I y was in charge, assisted by William E. Wintrich and and R. J. Smith. 
William J. Boyd. AMERICAN LEAD PENCIL COMPANY, Hoboken, N. J., 
ACE FASTENER CORPORATION, Chicago, Ill., showed their showed their several lines of pencils. Sales Manager Charles 
complete line of stapling machines. In attendance were W. F. Wadsworth and H. M. Kendrick, in charge of the Chicago 
Weber, W. E. ‘‘Bill’’ Smith, Hy Linden, C. A. Hofstetter, H. A. ottice, were present 


Sturdevant and S. V. Dahlin of the home office, as well as (Turn to page 201, please) 
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The General Fireproofing Company’s 
dinner to its dealers and other friends 
Tuesday evening was a delightful event. 
President George Brainard of GF wel- 
comed the guests to “Bill Hoge’s 
party”. William Clegg and B. J. Bris- 
toll, ex-presidents of N. S. A., made 
the “glad we’re here” responses for the 
guests. After which Bill Hoge shook 
a cocoanut tree and before each guest 
fell a full-sized cocoanut adorned 
around center with fringe made of 
cocoanut fibre. Lifting the cap out 
from the top of the cocoanut disclosed 
a delectable refreshment—“Lanikai”— 
made of the milk and other ingredients. 
Could the “other ingredients” be made 
native to the cocoanut palm culture of 
that tree would become widespread and 
a race of skilled tree climbers be devel- 
oped. Envelopes with handles were pro- 
vided to carry away the cocoanuts as 
souvenirs. “Bill Hoge’s party” is al- 
ways a folksy gathering around the 
festive board, with conversational en- 
tertainment uninterrupted by snare 
drum, saxaphone or torch singer. And 
always some friend brings a key hole 
through which “the little green soldiers” 
pass. 

« » 


On Thursday when convention dele- 
gates were dividing their time between 
golf tournament and inspection of the 
booths in the products exposition, the 
following telegram was received from 
Ivan Allen, Jr., of Atlanta, Ga.: “My 
heartiest wishes for a successful con- 
vention. I am staying here because of 
the arrival of a new stationer.” Sub- 
sequent correspondence revealed that 
the “new stationer” arrived during the 
evening of October 4 and is being in- 
troduced to the world as Ivan Allen 


III. 


AT THE GF DINNER FOR ITS 
DtALERS.—Pictured here is the 
group trom the head table: Left 
to nght seated are, Alfred Mayer 
of Gregory, Mayer & Thom Com- 
pany, Vetroit; William Hoge, GF 
sales manager, and William H. 
Diehl of the Diehl Office Equip- 
ment Company, Columbus, Ohio. 
Stand.ng are Zac Smith of Zac 
Smith Stationery Company, Bir- 
mingham, Ala.; William Clegg of 
The Clegg Company, San Anto- 
nio, Texas, past president N.S.A.; 
George Brainard. GF president; 
B. J. Bristoll, Koch Brothers Com- 
pany, Des Moines, Iowa, past 
president N.S.A., and James Wal- 
lace, Carithers-Wallace-Courte- 
nay. Inc., Atlanta, Ga. 


Convention 


Roundabouts 
< » 


Senator O’Mahoney expressed sat- 
isfaction over General Manager Gar- 
vin’s pronounciation of his name in his 
introduction. The accent is on the 
second syllable. 

The Senator said that he had been 
fighting a losing battle all of his life 
against people calling him O’Mahoney. 
The Senator said there were never any 
O’Mahoneys in Ireland until the Eng- 
lish came. They couldn’t twist their 
tongues around the good old Gaelic 
pronounciation, so they insisted upon 


calling this wonderful family of 
O’Mahoneys O’Mahoney. ‘‘The 
O’Mahoneys surrendered”, declared 


the Senator, “but the O’Mahoneys 
never did.” 

Of course, with reflection one recalls 
the familiar pronounciation of other 
good old Irish names, such as O’Dono- 
van, and many others—all accented on 
the second syllable. 


« » 


A. William Lauw Zecha of Soeka- 
boemi, Java, was the guest from the 
greatest distance. Elsewhere in this 
number is stated Mr. Zecha’s connec- 
tion with the stationery business. And 
mention made of his being a graduate 
of the University of Iowa. Which 
latter accounts for his joining heartily 
in the songs “My Country” and “Out 
in Iowa Where the Tall Corn Grows” 
When Mr. 


at the closing dinner. 


Zecha’s father brought him to the 








United States some years ago to at- 
tend college, they considered the Uni- 
versity of California, but there the 
young man learned he would experi- 
ence no winter with snow. Having lived 
“under the equator”, he thought it 
would be interesting to experience a 
winter in the northern temperate zone. 
A friend of his father’s in Iowa sug- 
gested the university in that state. So 
young William went to Iowa City. He 
was not disappointed in the tempera- 
tures. In that first winter the enter- 
prising weather man “gave him the 
works”. Mercury reached twenty-five 
degrees below zero part of the time 
and an occasional snow storm covered 
the rail fences. Nevertheless, Iowa 
City is a place of pilgrimage for the 
Zechas. Six years ago Mr. Zecha 
brought his wife over for her first trip 
and Iowa City was the place of greatest 
attraction. Mr. Zecha revisited it last 
month. 
« » 


The House of Friendship had a 
pleasant and rushing business during 
certain hours when convention sessions 
were not in process. Under the chair- 
manship of Herb Walsh, the House 
of Friendship committee did what is 
known colloquially as “a swell job.” 


« » 


When Ted Caswell of the F. S. 
Webster Company met George Harris 
of the G. & C. Merriam Company in 
the foyer, surprise and joy battled for 





A. W. L. ZECHA 


of 
Soekaboemi, Java 
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LADIES WHO GRACED THE CONVENTION AND ITS ACTIVITIES WITH THEIR PRESENCE 


1. Gathering of the ladies outside the Edgewater Beach hotel 3. Mrs. Fred Tracht, Mrs. Harold Hampton, Mrs. Harry Short, 
where they enjoyed a luncheon and card party in the Marine Mrs. Jack Johnstone, Mrs. Harry Balch. 
dining room on Tuesday, September 27. 4. Mrs. Mary Wittstein, Mrs. Andrew Geyer. Mrs. James Neary. 


Mrs. Jack Gram. 


2. Grouped for a photograph before Monday's luncheon at the 5. Mrs. Hy Linden. Mrs. Bill Weber, Mrs. Charles Schoen, Mrs. 


Palmer House. 


primary attention. In their college days 
at Dartmouth they played on the same 
ball team. 

« » 


Ed Little says that next year he'll 
try to have only one table at the ban- 
quet so that he can take care of all 
requests for a table in the center. Con- 
sidering the size of the undertaking, 
Ed keeps more people happy in the 
matter of banquet seating than any 
other three men could. Maybe there is 
something to this magician stuff after 
all. 


« » 


Appreciation for the furniture and 
the typewriters with which the NSA 
headquarters offices were equipped is 
here expressed to the Globe Furniture 
& Stationery Company for the Globe- 
Wernicke steel desks and to the Royal 
Typewriter Company for the several 
Royal machines supplied by the Chi- 
cago office. 

« » 


Before the convention was many 
hours old, representatives of Boston 
were distributing large buttons carrying 


Charles Hofstetter. 


the legend “Ask Me About Boston” 
and advocating that city as a place to 
convene the 1939 gathering. Ere long 
Cincinnati adherents were afhxing to 
delegates circular tags carrying the 
query, “Vas you Effer in Zinzinnati?” 
Not to be outdone, Chicagoans rallied 
their forces and scattered “Chicago 
Next” buttons freely. No decision has 
yet been reached concerning the place 
for the 1939 conclave, but at least the 
executive committee have something to 
work on. 
« » 


Representatives of Frank A. Weeks 
Mfg. Company distributed tags on 
which was provided space for the name 
of the individual and his company, and 
carrying the words, “If lost, strayed, 
stolen or mislead, please ship me 
home.” No report has been received 
as to the efficacy of the tagging plan. 


« » 


Even a private golf course in the 
“yard” of his Southern home in Ala- 
bama couldn’t keep E. Y. Horder 
from returning to Chicago for the con- 
vention. Accompanied by Mrs. Horder 


and wearing his usual pleasant smile, 
“E. Y.” moved happily about the lob- 


bies greeting friends, old and new. 


« » 


The twenty members of the Sta- 
tioners Guild of America who were in 
attendance at the NSA convention, met 
at dinner Tuesday evening to inspect 
and discuss new lines added to the 
Guild group. Al Williams, General 
Manager of the Guild, welcomed the 
members, among whom were three past 
presidents of the National Stationers 
Association—J. Ogden Pierson, Dame- 
ron-Pierson Co. Ltd., New Orleans, 
La.; A. J. Walker, Farnham Stationery 
& School Supply Co., Minneapolis, 
Minn.; and Woodson P. Waddy, 
Everett Waddey Co., Richmond, Va. 
Also present were the following re- 
gional governors—R. H. Llewellyn, R. 
H. Llewellyn Co., Manchester, N. H., 
District No. 1; R. L. Thomas, Lucas 
Brothers, Inc., Baltimore, Md., District 
No. 3; W. P. Kelly, Office Equipment 
Co., Louisville, Ky., District No. 8; 
also the genial National Treasurer— 
W. E. Stockett, The Stockett-Fiske 
Co., Washington, D. C. 





ad 
No 





N.S. A. Golfers Try Skill at Olympia Fields 


Eastern Team Regains Possession of Eberhard Faber Cup 
ON OPPOSITE PAGE ARE SOME RANDOM 


P errect weather and excellent The more genuine of the golf 
playing conditions prevented the addicts found their way out to 
use of certain types of excuses but Olympia Fields early in the morn- 
alibis for high scores were pre- ing and indulged in _ practice 
valent nevertheless at the annual rounds. The majority arrived a 
golf tournament of the National little before noon, partook of 
Association held at Olympia Fields luncheon and then sallied out on 
on Thursday, September 29. course No. 1. Last year course 
Despite the early pessimism of No. 3 tried the patience of NSA 
Gordon Kickels, chairman of the golfers and in 1936 No. 4 was the 
golf committee, 126 registered to scene of the battle. 
participate in the tournament. On the return to the clubhouse, 
Every player received a_ prize, the highest man in each foursome 
awarded on the basis of net score was agreeably surprised with a lit- 
figured on the Peoria System. This tle consolation token in the form 
system involves the selection of of a handy tee and pencil clip, 
nine holes by the golf professional which can be attached to the 
who adds up the total score for player’s belt. In the locker room 
them, substracts thirty-six and of the clubhouse itself, the Three 
takes eighty per cent of the result Niblicks furnished informal music 
as the handicap. Everybody as an entertainment feature. 
seemed to be “happy about the Just before dinner was called at 
whole thing.” six-thirty, President Harold 





SNAPSHOTS FROM THE CONVENTION GOLF GAME 


1. Guy D. Hills, Seneca Falls Rule & Block Company; Dick Gingland, Esterbrook Pen Company; 
Charles Underwood, Fulton Specialty Company: Homer Weber, Johann Faber, Inc. 


2. Bill Durchslag, Stevens Maloney & Company, Chicago. 

3. John Rushmore and R. J. Russell, Reyburn Manufacturing Company. 

4. Joe Moosen and A. V. Skolaski, Blied, Inc., Madison, Wis. 

5. Harry Levy. Silver Stationery Company, New York; C. C. Shee, Oakville Company; W. C. 
Clegg. The Clegg Company. San Antonio; Harold C. McPike, Weis Manufacturing Company. 

6. Folger Fellowes, Bankers Box Company: Ebenezer Wallace, Southern California Stationers, 
Los Angeles; Art Frey. The Globe-Wernicke Co.; A. J. Walker, Farnham Stationery & School 
Suppiy Company. Minneapolis. 

7. Stanley Griebel, Yawman and, Erbe Manufacturing Company; Frank Palmer, Eaton Paper 
Corporation. 

8. Ben Powell, A. W. Faber. Inc. 

9. Harry Morgan. Just & Son, Chicago. 

10. Clark Roland, Marshall-Jackson Company, Chicago; Peyton Barkley, C. L. Barkley & Com- 


any. captain of West team; Lou Tavernier, Fulton Specialty Company, captain of East team: 
ulius Kahn, David Kahn. Inc. t 
ll. Tom MacCorkindale, Just & Son, Chicago; Harry Short, Oakville Company and Columbian 
Art Works; Ralph Maneval,. A. W. Faber, Inc.; Bill Lipner, Koh-I-Noor Pencil Company. 


17. 


SHOTS TAKEN AT THE CONVENTION 
GAME. 


GOLF 
. Front: W. W. Lenz, Codo Manufacturing 


Company: T. W. Bussing, Bussing’s. De- 
troit; W. E. Wintrich. Acco Products, Inc. 
Rear: Jerry McEvoy. Acco Products, Inc.; 
E. F. Dooley. ilson-Jones Company; 
Frank Cooper, Codo Manufacturing Com- 
pany; George Cormack, Wilson-Jones Com- 
pany; Erle Steinbeck, S. K. Smith Com- 
pany; P. J. Gilbert. Sears, Roebuck & 
ompany. 


. Harold Hampton buying a golf ticket from 


Gordon Kickels. Left to right: Mr. Hamp- 
ton, Ray Eichenlaub, Gordon Kickels, Lou 
Wingert; Harry Shockley, Bramwood Press, 
— William Morley. also Bram- 
wood’s. 


. Gordon Kickels, The Globe-Wernicke Co.; 


John Fellowes, Bankers Box Company; 
George Morgan, manufacturers’ represent- 
ative; Ernie Lund, Englewood Blue Print 
Company; W. S. Lennartson, Office Appli- 
ances; Hy Linden, Ace Fastener Corpora- 
tion. 


. Hy Linden and Ben S. Grayson, Ace 


Fastener Corporation; R. E. Horter, Sher- 
man-Manson Manufacturing Company; G. J. 
Aigner. G. J. Aigner Company; E. J. Les- 
sard, Lessard Printing & Stationery Com- 
pany, St. Louis; T. A. Heyer, The Heyer 
Corporation; Ed. Schapiro, Horder’s, Inc., 
Chicago; Lou Wingert. General Pencil Com- 


pany. 
. Bill Block, Victor Safe & Equipment Com- 


pany; Harry Nichols, Weis Manufacturing 
Company; Russell Carpenter. Sanford 
Manufacturing Company; Bill Cole. Gen- 
eral Pencil Company. 


. Karl King, Office Engineers, South Bend. 


Ind.; Bob Sainberg, Sainberg & Company; 
A. G. Frost, Esterbrook Steel Pen Manu- 
facturing Company;, J. L. Abbott, Ace 
Fastener Corporation. 


. William Diehl, Jr., Diehl Office Equip- 


ment Company. Columbus, Ohio. 


. A. W. Jackson, Diebold Safe & Lock Com- 
any. 
5 p. H. Griffith, Art Metal Construction Com- 


pany. 
. The East team—victors in tournament be- 


tween East and West: Ray Urmston, J. S. 
Staedtler, Inc.; Harry Levy, Silver Sta- 
tionery Company. New York; A. G. Frost, 
Esterbrook Steel Pen Manufacturing Com- 
any; Julius Kahn, David Kahn, Inc.; Lou 
avernier, Fulton Specialty Company, cap- 
tain of the team; C. C. Shee, Oakville 
Company; Ray Weissenborn, General Pen- 
cil Company; Harry Yager, David Kahn, 
Inc.; Tom Rudel, Eberhard Faber. 


. Ray Cooper, Art Metal Construction Com- 


any. 

red Cook, Just & Son, Chicago; Richard 
Jonas, Oxford Filing Supply Company; E. 
Ufferman, Just & Son; Len Rose, National 
Blank Book Company; Eldon Just. Just & 
Son; R. B. Vail. Vail Manufacturing Com- 
pany. 


. Fred Jones, Horder’s, Inc.; George Herr- 


mann, The Heyer Corporation: Tom Val- 
leau, George E. Fox & Company; Eric 
Behmer, Marshall-Jackson Company, Chi- 
cago; G. O. Stevens, Stevens Maloney & 
Company, Chicago. 


g 
. E. R. Jenkins, New Method Book Bindery; 


Joe Pritchard, Pritchard Stationery Com- 
pany, Chicago; Bill Weber and Jack Ab- 
bott, Ace Fastener Corporation; E. R. 
Lund, Englewood Blue Print Company. 

W. L. Schuster, Graver-Dearborn Cor- 
oration, Chicago; C. D. Brewer, H. K. 
rewer Company. New York; Joseph 
Towne and Dick Towne, National Blank 
Book Company. 


. Harold Hawkins, Stationers Loose Leaf 


Company; Jack Crow, Hall Stationery 
Company. Topeka, Kans.; Jim Pryor, Wil- 
son-Jones Company; Lionel Colomb. Weis 
Manufacturing Company; A. Okerberg, 
Corry-Jamestown Manufacturing Company; 
M. Sargent, Heyer Corporation; Ed. 
Conlon and W. D. Meister, Rockwell- 
Barnes Company: Ted Caswell, F. S. 
Webster Company; Tracy Higgins, Charles 
M. Higgins and Company; Lee Hausam, 
Hutchinson Office Supply & Printing Com- 
any, Hutchinson, Kans. 
ront: J. W. Montgomery, The Heyer Cor- 
poration; R. A. Weissenborn, General Pen- 
cil Company; Frank Ryan, Sanford Manu- 
facturing Company. ear: Lou Wingert, 
General Pencil Company; Elmer E. Bates, 
Quality Park Envelope Company: E. J. 
Lessard, Lessard Printing & Stationery 
Company, St. Louis; Harry Balch, Quality 
Park Envelope Company; Thomas R. 
Rudel, Eberhard Faber. 
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Hampton appeared on the scene. M. Ryan, Jack Frost and R. A. Pencil Co.; Eaton Paper Corp.; Ester- 
e brook Stee e y\ a. es Bie # “a- 
He had stayed over a day just to Jonas, Jr. tie ee Bis Me a = Sipaaee = dred nh 
er, | ae ybernar¢ “aber ene : 
be present at the golf party even The Chicago golf committee, to Finch & McCullouch; George E. Fox 
though he does not play golf him- whom must go the credit for the & Co.; General Fireproofing Co.; Gen- 
self. This fine gesture was deeply fine way in which the tournament ee ee ee 
x % : George B. Graff Co.; Gregory Fount- 
appreciated by the golfers. was handled, was as follows: Gor- Citas Xa: Xk th, take idiented Ge 
Immediately after dinner, the don Kickels, The Globe-Wernicke J. L. Hanson Co.; The Heyer Corp.; 
golf committee went into action Co., chairman; R. P. Carpenter, Chas. M. Higgins & Co.; Hotchkiss 
again. The first announcement Sanford Ink company; W. L. — a <n hee ony 
Jasper lair o.; Jasper Seating O., 
was to the effect that the Eastern Schuster, The Graver-Dearborn inn: Sie Resi Ge... tesa Mekn 
team, captained by L. H. Tavernier Corporation; Ray _ Eichenlaub, Inc.; Markwell Mfg. Co.; Frank Mas- 
of the Fulton Specialty company, Service Steel Products Corpora- hek @& Co.; Moore Push-Fin Co.; 
$ Nagel-Chase Mfg. Co.; Nation: ank 
had a lower aggregate score than tion; Clark Roland, Marshall sats gi ess 2 : hes sane - 100% 
SOOK a> awe ne Ce Ze ‘ re 
the Western team, headed by P. H. Jackson company; Tom Valleau, Co.; Neva Clog Products, Inc.; Noest- 
Barkley of Barkley & company, George E. Fox & company; Harry ing Pin Ticket Co.; Oakville Co.; 
and therefore had regained pos- Balch, Quality Park Envelope ngage 7 Supply ot peti Ag 
: € Co.; Polar Mfg. Co.; Quality Park En- 
session of the Eberhard Faber cup. company, and Jack Johnstone, velope Co.; Reyburn Mfg. Co.; Rock- 
The Buffalo Stationers cup, Wallace Pencil company. well-Barnes Co.; Royal Typewriter 
awarded to the retailer with the CO; Ae, OSS ew eee eee See 
The following firms contributed Sengbusch Self-Closing Inkstand Co.; 
lowest net score, went to E. R. prizes: Acco Products, Inc.; Ace Fast- Service Steel Products Co.; W. A. 
Lund of Englewood Blue Station- ener Corp.; Acme Card System Co.; Sheaffer Pen Co.; Sherman-Manson 
ers, Chicago. G. J. Aigner Co.; American Pencil Co.: Smead Mfg. Co.; S. K. Smith Co.: 
a ; Co.; Art Metal Construction Co.; Art Southworth Co.; Spencerian Pen Co.; 
Past President W. C. Clegg of Specialty Co.; Art Steel Co.; Auto J. S. Staedtler, Inc.; S. S. Stafford 
the Clegg company, San Antonio, matic Pencil Sharpener Co.; Autopoint Co.; Stationers Loose Leaf Co.; Sta- 
Texas. won the Wis-II1 Trophy o.; 3ankers Box Co.; Bates Mfg tioners Specialty Corp.; Stein Bros. 
shi a : Co.; Binney & Smith Co.: Blaisdell Mfg. Co.; Vail Mfg. Co.; Victor Safe 
which 1S awarded each year to Pencil Co.: Boorum & Pease Co.; Car- «& Equipment Co.; The Wahl Co.; Wal- 
the stationer with the lowest gross ter’s Ink Co.; Columbian Art Works lace Pencil Co.; F. S. Webster Co.; 
score. H. C. Cook Co.; Defiance Sales Corp Weis Mfg. Co.; Whiting-Plover Paper 
: Dennison Mfg Joseph Dixon Co.; Wilson-Jones Co.; Yawman and 

Gate prizes were won by Frank Crucible Co.: C. L. Downey Co ; Eagle Erbe Mfg. Co. 





MORE CONVENTIONITES SNAPPED BETWEEN SESSIONS IN THE PALMER HOUSE 


1. Jack Laws, Wallace Pencil Company; Roy Clark, F. S. Web- 
ster Company; Dick Steding, Wallace Pencil Company. 


. Richard Montgomery, J. K. Gill Company. Portland, Ore. 


. Seated: Jack Hallam, manufacturers’ representative; Rube 
Baxter, manufacturers’ representative; Ed Perry, Trussell Man- 
ufacturing Company. Standing: Jack Kuresman, Pounsford 
Stationery Company. Cincinnati; Royal Ryan, Netherlands 


o w 


. Carl M. Schutz, Eagle Pencil Company; 


Plaza hotel, Cincinnati; Will Winnes, Will Winnes Company, 
Cincinnati. 


. R. A. (Andy) Maish, Dennison Manufacturing Company; Dick 


Healy, Santa Fe Book & Stationery a , a M. 
. Gallup, Gallup’s, 


Inc., Kansas City; Bob Fleming, The Leopold Company. 


. Sidney J. Burgoyne, Philadelphia; Albert B. Abrams, Modern 


Stationer. 





e CONVENTION ADDRESSES e 


PresentedintheSequenceof TheirOrder on the N.S.A.Convention Program 


| Am Glad | Am in The Stationery Business 


Requisites of the Successful Stationer and His Potentialities 


| WILL try to assume the posi- 
tion of every man in the station- 
ery business today. What I have 
to tell you will be nothing new, 
for many of you have been in the 
business longer than I. I have al- 
ways lived in the stationery busi- 
ness. (We are celebrating our 
sixtieth anniversary this year.) I 
am in it because my father was, 
and I have always lived with him. 
For that reason I couldn’t say 
anything else but that I am glad 
I am in the stationery business. 

I presume many of you have 
asked yourselves the question, 
“Why am I in the stationery busi- 
ness?” Haven’t you? Well, it isa 
privilege. It is an opportunity. 
Are we making the best of that 
privilege? I am in the stationery 
business because I like it. I 
haven’t been in anything else, so 
I don’t know whether I would like 
that or not. I understand some 
stationers have tried other lines, 
and have gone back into the sta- 
tionery trade. I like it because it 
has many interesting angles that 
you do not find in any other busi- 
ness. No single successive day re- 
peats itself. You will never find 
this to be a monotonous business, 
because every day presents a dif- 
ferent problem. 

The stationery business offers us 
an opportunity to make a living, 
and that is about all. You laugh 
at that, but we know that with 
sincere effort and a lot of work 
we can make a living. I know of 
no one in the stationery business 
who has made an exceedingly 
large fortune. I have known many 
comfortably situated, who live 
their lives and enjoy them, and I 
believe that is typically true of 
the average stationer. It does 
offer an opportunity to make a 
living. 

Now who is a stationer? Have 
you tried to analyze that? Is the 
druggist a stationer? Is he quali- 
fied to be a stationer? Should he 
be sold the products that legiti- 
mately belong to the stationery 
trade? Is the general store mer- 
chant a stationer? Do you think 
he can be a successful stationer? 
I do not, and I am not afraid of 
him so far as his competition is 
concerned. Is the household furni- 
ture man a stationer? Have you 
had the experience of losing a big 
job to a household furniture man 
on about a ten per cent basis? I 
have and I know many of you 
have. I have even had him steal 
my plans and lay-out. Should he 
be in the office furniture business? 
The manufacturers — should they 
be in the stationery business? I 
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am not here to say, Yes or No, to 
that, but I simply ask the ques- 
tion. There are those manufac- 
turers who sell direct, and those 
who sell through the stationer. 
It is for you to determine whom 
you will represent and support. 


Requisites of Successful Stationer 


What are a few of the requisites 
of the successful stationer? He 
should have a knowledge of busi- 
ness principles above everything 
else. Do you know of any single 
group of salesmen, or any single 
business organization, that is 
called upon to do the same tasks 
you and I do daily, that should 
be better equipped to answer the 
questions put to us? And our an- 
swers to these individuals have a 
great deal to do with the success 
of their businesses. In other 
words, we sell a man the records, 
plans, and systems which help 
him to make money. It is therefore 
obvious that a _ successful sta- 
tioner should at least know some- 
thing of good fundamental busi- 
ness principles. I could not hope 
to sell a man if I didn’t know 
something about his business. 

The stationer should have a 
representative stock. Do I hear 
any of the manufacturers com- 
menting on that? Yes. They 
naturally feel the dealer should 
have a representative stock, and 
I heartily agree with them. I 
have little respect for that man 
who passes as a Stationer and does 


not carry a stock; because, after 
all, out of 34,000 to 36,000 items 
that comprise the line, how could 
he do business without a fairly 
representative stock? 

Many stationers fail to apply 
the principles of accounting in 
their own business. It is most im- 
portant that he have a knowledge 
of the costs in his own business. 
Nothing gives me more pleasure 
than to, by mistake, have some 
of our cost-estimating sheets, on 
any type of work, get out. In fact, 
I have purposely let them drop 
here and there in order that our 
competitors might be able to pick 
them up, thinking they might 
learn that it was necessary to 
build the price to the point we 
suggested. In other words, has the 
stationer incorporated all the 
costs that go to make up the sale? 

Another requisite of the sta- 
tioner is simple for us; he must 
have initiative and creative abil- 
ity. He dare not be a laggard, 
and he will be fairly successful if 
he follows these two principles: 
use initiative and possess creative 
ability. 


What Is Expected? 


What is expected of him? What 
is expected of you, as a stationer 
or aS a manufacturer? We meet 
a very interesting public. A great 
deal is expected of you. The sta- 
tioner is asked a thousand ques- 
tions regarding business manage- 
ment. I doubt whether there is 
any single profession asked more 
questions than our _ stationers’ 
group. I can think of the rami- 
fications of the hardware business, 
and of the technicalities that go 
with many other types of busi- 
ness, but as yet I have not been 
able to understand why it is that 
the stationer is expected to know 
all he is expected to know. 

Experience is a short word, but 
it means much. I see Mr. Horder 
sitting in front of me here, and I 
know he has been a prominent 
figure in our business for many 
years. If he were asked what one 
attribute is more important in our 
business than anything else, he 
would probably answer, “experi- 
ence.” Each day we have to add 
to our knowledge. We must have 
a reservoir of information. We 
are a small institution, but we 
have many files filled with in- 
formation, and each task that is 
completed is recorded and the files 
maintained, and that becomes the 
foundation upon which we build 
for the next job. 

You have an organization to 
support your claim as a stationer. 
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Are you capable of meeting all 
these problems? If not, then your 
organization is not complete. 
There is no monopoly cn new 
ideas. When we come back to the 
question, what is expected of the 
stationer, let us not overlook one 
thing. There is no monopoly on 
new ideas. 


Potentialities in the Business 


What are the potentialities in 
the stationery business? They are 
unlimited as to resources. The 
possibilities in our business lie en- 
tirely with our own resourceful- 
ness. There has been a change 
in methods of selling. You older 
men realize that more than we 
younger men. You have seen 
many changes, and we will see 
many more. Some time ago the 
stationery business was pretty 
well established, and the cusomer 
came to our doors. Today we have 
to take our business to the cus- 
tomer, and that increases our 
costs, for we must maintain both 
organizations, outside and in. 

What are the possibilities or 
potentialities of the stationery 
business? I believe they are 
limited to a certain area of pop- 
ulation. There are certain types 
and elements in the stationery 
business that have limited pos- 
sibilities, and they are limited 
only by population and the terri- 
tory about them. 

I was glad to notice, and I be- 
lieve you will agree with me, that 
the theme of this convention was 
based upon an entirely different 
plan than heretofore. In other 
words, we are putting the sta- 
tioner in his rightful field. He 
really is an office engineer, if he 
is a successful stationer. He must 
have a knowledge of many things 
associated with, directly and in- 
directly, the office of today. 


Manufacturer-Dealer Relation- 
ships 


What should be the stationer’s 
relation to the manufacturer? Or 
I might turn that around, and 
ask, What should be the manu- 
facturer’s relationship to the sta- 
tioner. That touches a policy that 
belongs to each, and each handles 
it in his own respective way. 
There are, however, some things 
common to both. Let’s not forget 
that the manufacturer has his 
problems as well as the dealer. 
When you have trouble, do not 
forget the manufacturer has his, 
also. 

I mention a subject now that 
naturally creates some furore at 
times. I mention specifically the 
item of discounts. I said in Cleve- 
land that there was a tremendous 
danger in long discounts, and I 
haven’t been paid by any manu- 
facturer to make the statements 
I make. I make them from ob- 
servation over a period of years. 
That observation taught me to 
make the commitment I make at 
this time — there is a serious dan- 
ger in long discounts. They are 
vicious, they are hazardous, and 
they lead to carelessness; and, 
whether we believe it or not, the 
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principle established by some 
manufacturers a few years ago of 
definitely establishing a _ resale 
price is the best thing ever done 
for the stationery business. I hope 
the time will come when, through 
a cooperative plan, the same thing 
can be done with almost every 
item in the industry, with a few 
exceptions. You will remember 
the time when on filing supplies 
we had 50 and 10 or 60. No one 
knew where the bottom was. Was 
it vicious? It was. Did it lead to 
carelessness? It certainly did. 


Whom are you going to do busi- 
ness with? You have the right 
to choose the manufacturers you 
are going to represent. Are you 
going to do business with the man 
who gives you labeled products, 
whose standards of manufacture 
are of the very highest? Or are 
you going to that individual who 
does not care what he puts on the 
market, or at what price? 


How many of you have realized 
that selling since 1930 has been 
entirely different than prior to 
that? Almost everything we have 
sold since 1930 has been on a dif- 
ferent basis. We have sold prod- 
ucts based almost entirely on 
what the consumer can pay. A 
few years ago a certain manufac- 
turer discovered he could not sell 
radios at the price he was selling 
them for, but must sell them for 
less money; so he’ decided what 
the price would be and how many 
radios he would sell. He went to 
the respective manufacturers and 
asked for a price. The result was 
$10.95 for a five-tube radio, auto- 
matic tuning. Did he sell radios? 
I'll say he did. That same prin- 
ciple has been creeping into this 
industry. It is a question of what 
the consumer can pay, and it is 
becoming a problem for the man- 
ufacturer to develop a _ product 
that the consumer can buy. I re- 
member when we sold files for 
$47.50 and for nothing else. It is 
rare today to sell one for $47.50. 


The progressive manufacturer 
tries to give the buyer more for 
his money. Isn’t that the com- 
petitive way? 


Changes Necessary 


Looking forward in the indus- 
try, there are new frontiers every 


CAUGHT BY THE CAMERA AT THE PALMER 
HOUSE, CHICAGO. 


1. W. L. Snelling, C. H. Carlson and Eddie 
Schapiro, Horder’s, Inc. 

2. Jim Wallace, Jasper Office Furniture Com- 
pany; R. N. Thomas, B. L. Marble Chair 
Company; Ray Castleberry, Palace Office 
Supply Company, Tulsa, Okla. 

. Ralph Maneval, A. W. Faber, Inc.; J. L. 
Abbott, Ace Fastener Corporation; John 
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Burgess, Zion Industries, Inc. 

4. B. L. Henderson, Art Metal Construction 
Company; H. H. Morse, Morris Sanford 
Company, Cedar Rapids, Iowa; C. J. Peti- 
thory, Postindex Company. 

5. Pat O’Connor, Office Equipment Company, 
Louisville; Grenville Davis, Manufacturers’ 
representative; Norman Watt, Office Equip- 
ment Company. 

6. R. B. Vail, Vail Manufacturing Company; 
C. H. Carlson, Horder’s, Inc.; George 
Ruck, Columbia Steel Equipment Com- 
pany. 

7. Paul Barrett and W. F. Gigliotti, Johnson 
Chair Company. 
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day. I believe we have come to 
the time when we shall see a 
smaller margin of profit on a 
greater volume of business, 
whether we like it or not. We 
must have a greater margin of 
profit on the slower moving items. 
We must have a service profit on 
items involving a special service 
—safes, filing equipment, shelving. 
Perhaps we might incorporate 
other items. 

I should like to see the time 
come soon when there will be a 
correction of the policy on the 
part of the manufacturer arbitrar- 
ily giving away the dealer’s profit 
on volume or national accounts. 
I have not found the solution for 
that. I cannot see why the dealer 


should assume the loss on the 
arbitrarily established discount 
given away by the manufacturer 
to the consumer. I believe with a 
little codperation that could be 
changed. 

This business is no Utopia. I 
wish it were. We are all inter- 
ested in the Fair Trade Act, and 
you will hear many phases of 
them discussed here. In brief, the 
Fair Trade Acts simply provide 
for a legal shelter for the fair 
and profitable conduct of busi- 
ness. How can they be put into 
effect? This is what we shall have 
to discuss. 

What can be expected in this 
business? Hard work, much think- 
ing, and planning. This business 
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is no different than any other 
business, and we cannot escape 
change. For convenience and 
comfort, for time-saving economy, 
business makes new products. 

It has not been my plan to pic- 
ture for you a business that is 
economically perfect, but I have 
simply tried to present to you a 
picture of a business that cannot 
escape change. If I say nothing 
else, and do nothing else than im- 
press upon your minds the im- 
portance of keeping in step with 
the changes necessary, I shall be 
content. For, if we expect to re- 
main stationers, and make prog- 
ress, we must change with the 
business. Can you do it? Can I 
do it? I believe we can. 


Trade Associations a New Phase of Business 
Declares N. S. A. and General Manager Garvin Make Good Showing 


= Department of Commerce 
is the one office in which informa- 
tion is kept on all business organ- 
izations in the country. The De- 
partment of Agriculture, on the 
other hand, has an office keeping 
in touch with farm groups — some 
ten thousand farm organizations, 
cooperative, buying and _ selling 
bodies. Business organizations, 
however, are found in various 
types — trade associations, cham- 
bers of commerce, boards of trade, 
traffic associations, credit bureaus, 
and so on. 

As to trade associations, there is 
great interest in that field at pres- 
ent. Because Senator O’Mahoney’s 
committee, in its study of the 
phases of American business, is 
making a special study of these 
associations, national or inter- 
state. That, of course, takes in 
your National Stationers Associa- 
tion. The Senator’s plan, I be- 
lieve, is to have the first historic 
study made of trade associations. 
The reason there hasn’t been one 
in the past is primarily due to 
the fact that it is a new phase 
of business. 


Growth of Trade Associations 


Until the time of the World War 
there weren’t very many trade 
associations, and they were not 
very active. Then, during the 
World War, numerous manufac- 
turers, wholesalers, and others 
came to Washington wanting to 
have the chance to buy materials 
and to get cars for shipping. The 
government more or less said, “We 
can’t deal with all of you; there 
are some two hundred thousand 
manufacturers in the country. 
You wili have to get together.” 
So, at the time of the World War, 
we had the first great growth in 
trade associations. Under Chair- 
man Bernard Baruch, of the War 
Industries Board, a great deal of 
most practical work was carried 
on by the government through 
trade associations directly; and 
they believed that was the proper 
thing to do. 
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Later, of course, we had the 
NRA, which helped the _ trade 
association movement further. It 
was an experiment, and it had 
its good and its bad points, but 
it did bring many trade associa- 
tions. 

Now nearly every trade has its 
association. For instance, there 
is a mop stick dealers association, 
there is a shoe heel association. 
In other words, it seems that 
there is almost no industry in 
the United States that doesn’t 
have a national trade association. 
The total number of trade asso- 
ciations in this country, consider- 
ing all types-—-and we have just 
finished a survey on this subject, 
prepared for the Temporary Na- 
tional Economic Committee study 
—is more than 8,000, a much 
larger number than we expected. 
That includes about 4,500 local 
groups, more than 1,500 state 
groups, 1,500 or so national bodies, 
and 600 or 700 interstate groups. 


The present plan is to survey 
those 2,300 that are national or 
interstate. 

The trade association movement 
in other countries is an interest- 
ing one to watch. Your general 
manager was in England recently, 
and met people there whose busi- 
nesses went back through the 
ages. I am sure it was true, be- 
cause Mr. Garvin said so. Some 
concerns over there have been in 
the same families for hundreds of 
years. Trade associations have 
had a head start in England, 
compared to those in the United 
States. They are officially recog- 
nized by the government in many 
ways. The trade association is the 
spokesman for its particular 
branch of business. 

In this country the situation is 
still somewhat mixed up. The 
NRA experiment showed that. You 
will remember the work you went 
through, with Mr. Garvin, as to 
the code in your industry. There 
was much overlapping at times; 
sometimes it seemed all right; at 
other times it was hard to Say 
what it was. 


Survey to Be Made 


We believe our study will be 
helpful to the trade associations. 
We may find that some go into 
the field of price-fixing or pro- 
duction-control, but the Senator 
wishes us to present the broad 
picture and not survey any one 
particular association. This sub- 
ject, then. will be taken up for 
the first time. 

In this association you have an 
interesting group. It is composed 
of manufacturers, wholesalers, and 
retailers; and I believe you also 
have some affiliation with sales- 
men’s organizations. You have a 
great association in size, with two 
thousand or so members. 

Some associations have only a 
few. The automobile industry is 
a great branch of American in- 
dustry, and yet it so happens that 
there are only a few large firms. 
So, they vary in these national 
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associations, from those that have 
only a few members —as in the 
case of the automobile industry, 
where they have a staff of 50 or 
75 people —to associations that 
have a vast number. Probably the 
largest association in the country 
at the present time is that of the 
grocers. The National Associa- 
tion of Retail Grocers, with head- 
quarters in this city, claims to 
have some 74,000 members. The 
dues are very small. They have a 
monthly magazine, and cannot 
carry on much more than that. 
They have many state and local 
groups. 


N.S.A. and Mr. Garvin Make 
Excellent Showing 


It has always amazed me how 
much work is turned out by the 
National Stationers Association. 
I have known Mr. Garvin for some 
years, but better in the last few 
years, and especially this past 
year, as chairman of a committee 
composed of trade association 
executives of the country and the 
Department of Commerce. Mr. 
Garvin and his office carries on 
as much work as many with 30 
or 40 employes on their staffs. 
One time I said to him, “How do 
you do it? You have something 
like ten.” He replied, “You have 
forgotten my army!” I did not 
understand for quite a while; but 
it seems that he has colonels 
throughout the country, and I 
presume each one has a regiment 
with him, and so this great 
amount of work is done. I refer 
not only to the monthly and 
weekly publications, but this work 


in cost accounting, and so on. 
You make an excellent showing, 
and I say this in sincerity, from 
having the responsibility of watch- 
ing over the work of these asso- 
ciations. Perhaps it is due to the 
colonels and captains. He tells 
me that they send in new ideas 
constantly, and that he brings 
them together, and out they go. 

I also happen to know that in 
Charles Garvin you have a very 
unique character. It astounds me, 
what he can accomplish! He has 
a way of planning ahead, of writ- 
ing very well, he can speak very 
well; he knows everybody. 

I know a few men in the trade 
association field, and it is an 
interesting branch. I have had 
some ten years’ law experience, 
and ten years in trade association 
work. I wish we might get men 
of his type interested in the work 
of our department, but when I 
explain the money part of it, it 
does not appeal very much. I 
know many cases where the heads 
of the trade associations get 
$25,000 or $30,000 a year. I don’t 
know what Garvin gets. He is 
probably working for nothing. He 
is, as I say, a unique character! 
But the point is that he turns out 
this enormous amount of work, 
and I do not know of any other 
of the acknowledged leaders of 
this profession of trade associa- 
tion executives who accomplishes 
so much without taking himself 
very seriously. This man doesn’t 
do that. I have never known a 
time in connection with our gov- 
ernment business dealings when 
he wasn’t just himself. These 
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other men who are oustanding 
—their accomplishments have 
been great, they are excellent, 
every one of them; but they take 
themselves much more seriously. 
In meeting Charley, I found the 
first one in his group that is just 
himself. 


A New Phase of Business 


In closing, I repeat that the 
growth of trade associations has 
been tremendous, and it started 
to a large extent at the time of 
the World War, twenty years ago. 
I transferred out of the army 
after the War, stayed in Europe 
about a year, and had a chance 
to study groups there. They are 
called cartels or syndicals on the 
Continent; in England they are 
called trade associations. But it 
is a new phase of American busi- 
ness, growing fast, becoming tre- 
mendously helpful, and yet there 
is no profit in it. It is a remark- 
able way of enabling business 
competitors to work together in 
cooperative work. 

I believe this survey being made 
under Senator O’Mahoney and 
under Leon Hansen, the capable 
Chief of Staff, and Doctor Thorpe, 
at the head of the work in the 
Department of Commerce, will re- 
sult in several reports giving you 
a vast amount of information on 
trade associations, and that they 
will help the movement. This is 
a new phase of business that is 
going very strong, because it has 
the soundest foundations and rea- 
sons for it. I hope to find more 
going into this work like this gen- 
tleman here. 


Government and Business Together 


Temporary National Economic Committee Seeks Basis for Permanent Prosperity 


| AM happy to have this oppor- 
tunity of talking to you infor- 
mally this afternoon, because I am 
talking about the most important 
subject before the people of the 
United States; if not, indeed, be- 
fore the people of the world, except 
for this terrible crisis of war and 
peace that is now impending in 
Europe. I ask you to consider the 
name of your Association, The Na- 
tional Stationers Association. Why 
National? Because the problems 
of your industry have become so 
great that you have banded to- 
gether in one great national or- 
ganization for the purpose of 
gaining the information, advice, 
and cooperation which you deem 
necessary for carrying on your in- 
dividual businesses. 


Mr. Judkins tells us that you are 
one of several thousand similar as- 
sociations, dealing with other busi- 
nesses throughout these United 
States. It is significant that this 
development has come chiefly since 
the World War. How does it hap- 
pen? The answer is that the de- 
velopment of the means of trans- 
portation and communication has 
come so rapidly during the past 
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thirty years that we are today 
living in an entirely different 
world from that in which our 
fathers lived, from that in which 
we lived as children ... 


We have seen the abolition of 
time and space. We have also seen 
the abolition of all sorts of geo- 
graphical and racial divisions in 
the world of business. Is it any 
wonder that in a physical world of 
this kind it becomes necessary for 
you stationers to join in a na- 
tional association, because the cir- 
cumstances under which you live 
and do your business are affected 
by conditions that are national, if 
not world-wide, in their scope? 
And that is our problem. 

You are interested in business 
and its promotion, interested in 


the promotion of free private en- 
terprise among the people of the 
United States. I am interested in 
that. Your government is inter- 
ested in that. 


Seeks Basis for National Rule to 
Foster Permanent Prosperity 


I know there are many reports 
which have come out of Washing- 
ton to the effect that the purpose 
of the Temporary National Eco- 
nomic Committee was to punish 
somebody, or to set up some new 
political association or argument. 
Not at all. The purpose of this 
committee is to seek the coopera- 
tion of business men in every line 
of business endeavor, in order to 
find the basis upon which to build 
a national rule for this national 
commerce in which you are en- 
gaged. 

We realize that we do not under- 
stand all of the facts, but there 
are some which are clear and 
which should be understood, if we 
are to make a beginning of build- 
ing the new prosperity for the 
future. And let me say this in 
mentioning the future. So far as 
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I am _ personally concerned, I 
should be altogether willing to for- 
get every single violation of the 
Anti-Trust Law that has been 
made to this date, if by so doing it 
were possible to secure an agree- 
ment that abuses would thereby 
be abandoned, and that we could 
lay the basis for this new national 
rule. 


We know that business has been 
bad. We know that we have been 
going through a depression which 
has lasted now altogether too long. 
We know that great efforts have 
been made to solve that depres- 
sion by priming the pump, by tak- 
ing care of those who, through the 
emergency, have been deprived of 
employment, and all of that; but 
we also know that we haven’t yet 
laid the basis for the future, upon 
which permanent prosperity can 
be constructed. That is eminently 
the job of every business man and 
of every politician in the United 
States. And so I hope that through 
the activities of the Temporary 
National Economic Committee we 
may see in the next six months 
such cooperation between business 
and government that we may with 
sanity and good will lay the basis 
for our future permanent prosper- 
ity. 


Growth of the Corporate 
Enterprise 


Let us consider how this na- 
tional system grew. When the 
Constitution of the United States 
was adopted in 1787, there were 
exactly twenty-two corporations 
doing business in the entire terri- 
tories brought together in the 
United States of America. Five of 
those corporations were financial 
institutions; fourteen of them 
were transportation companies, 
canal companies, and highway 





companies, charging toll for those 
who cared to use the roads. Only 
three business corporations existed 
in the whole United States when 
the Constitution was ratified! 


Today, practically all of our 
business is conducted by corpora- 
tions. The whole economic life of 
this nation is almost completely 
dependent upon the activity of 
corporations, as such. You may be 
interested to know that, according 
to statistics of the Department of 
the Census, 92 per cent of the out- 
put of all manufacturing enter- 
prises in the United States is the 
output of corporations. Consider 
the significance of that, when you 
remember that at the time of the 
foundation of our country there 
were only three business corpora- 
tions in the United States! 


Their number grew so rapidly 
that in 1904, the corporations com- 
prised one-fourth of all the manu- 
facturing establishments in the 
United States, turning out 70 per 
cent, in value, of all the products. 
In fifteen years they had increased 
in number to 31 per cent of all the 
manufacturing establishments, 
and their output had increased to 
87.7 per cent. Today, of all enter- 
prises of all kinds producing na- 
tional income, 57 per cent of that 
national income is produced by 
corporations. 


A corporation is a creature of 
the state, a creature of govern- 
ment. A corporation could not 
exist for five minutes without the 
grant of some state. The corpora- 
tion has been the basis upon which 
and through which, and the in- 
strumentality by which, we have 
achieved most of the tremendous 
physical development of which we 
boast: the telephone and radio, 
the airplane and motion picture, 
and all of those things that make 


MORE CONVENTIONITES WHO VISITED 
CHICAGO LAST MONTH 


1. Betty Seymour: Charlie Mitchell. Crane 
& Company. Topeka, Kans., past-president 
N. S. A.; Mrs. Ivy Seymour. 


2. Bill Cole, Ray Weissenborn, Lou Wingert. 
Marshall Wiley, all of General Pencil Com- 
pany. 

3. The C. L. Downey Company group. Seated: 
Mrs. Lucille Jackson, Marcia McQuaig. 
Mrs. Geneva McQuaig. Mrs. Nellie Miller. 
Standing: George F. Lueking, C. Lee Dow- 
ney. Mrs. Raleigh Pate, L. E. Miller. 


4. Seated: G. L. Ortega. Blaisdell Pencil 
Company; Mrs. Edith Ober; Merritt Ober, 
Stationers, Inc., Indianapolis. Standing: 
Joe Moore, Jack Haage. John Pydlek. Blais- 
dell Pencil Company. 


5. Mrs. F. P. Seymour, Chicago; W. E. (Bill) 
Smith, Ace Fastener Corporation. 
6. Murray Vernon. S. E. & M. Vernon, Inc. 


7. R. J. Eichenlaub, Service Steel Products 
Company; Cliff Cody, C. F. ae Com- 
pany. Dubuque; Father R. P. Duggan; 
Mrs. H. H. Wittstein; Gordon Kickels, The 
Globe-Wernicke Co.; Herbert Wittstein, 
manufacturers’ representative. 


our modern life so vastly more 
comfortable than life was fifty 
years ago. They have been devel- 
oped because of corporate enter- 
prise. There can be no doubt about 
that. The corporation has been 
the instrumentality by which men 
nave been able to gather together, 
and exert under one leadership, 
the resources of many men. 

The corporation is essentially a 
cooperative enterprise. It becomes 
clear, when we consider it from 
this point of view, that the cor- 
poration has been one of the in- 
strumentalities by which this na- 
tional business has been created. 

There are two kinds of corpora- 
tions: (1) There is the corporation 
which is owned and managed by 
the same persons. (2) But there 
is another type in which owner- 
ship has been divorced from man- 
agement, because of the great 
numbers of persons who have con- 
tributed their capital to the con- 
struction of the corporation .. . 

There are scores of large corpo- 
rations that are not managed by 
the great many persons who own 
them. In fact, there are about 200 
of them, which control more than 
50 per cent of all the corporate 
assets in the United States. And 
this has all been the development 
of the last half of a generation. 

So we have seen develop a new 
sort of a public organization which 
is, as Woodrow Wilson once quite 
correctly called it, an economic 
state. The great trouble, economi- 
cally, in the United States has been 
that we have insisted upon dealing 
with the new entities of economics 
as individuals as natural flesh and 
blood people, whereas they are not. 

The people of the United States 
want to be free. The people of the 
United States want to run their 
own business. 

I am reminded of the statement 
of a cowboy in Wyoming when an 
agent of the grazing service came 
to a meeting there. They were 
discussing the distribution of the 
grazing lands. Because this cow- 
boy had been kicking up a lot of 
fuss, the representative of the In- 
terior asked him in particular 
what he wanted. The cowboy said, 
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“We want to be let alone, and a 
lot of it.” That is the natural in- 
stinct of men. They want to run 
their own business. 

But because we haven’t realized 
the difference between a giant cor- 
poration upon the one hand, and a 
natural flesh and blood person 
upon the other, we have been 
building up in the United States a 
bureaucratic form of government 
which interferes with the indi- 
vidual as well as with the corpora- 
tion. And that is nothing new. 
This sort of thing began over fifty 
years ago, when the ICC was cre- 
ated in 1887. Why was it created? 
Because the railroads had grown 
so large that they were no longer 
susceptible of regulation in behalf 
of all the people by the several 
states, and so the people turned 
to Washington. From that time 
to this, we have been building up 
in Washington commissions and 
boards and bureaus which have 
exercised discretionary control 
over business, and without a great 
deal of success... 

There is no body of men, much 
less any single man, who has the 
ability, the wisdom, the perspicac- 
ity to sit in judgment on the busi- 
ness of the United States. It can- 
not be done. But, naturally, at 
the same time, when natural flesh 
and blood persons want to engage 
in business, and find themselves 
under the obligation of competing 
with these huge corporations, huge 
aggregations artificially induced, 
they find themselves tied hand 
and foot also. A man cannot com- 
pete successfully with a large cor- 
poration, any more than a large 
corporation can compete with the 
government. How often have you 
heard the public utility experts, 
the representatives of those com- 
panies protest against the TVA, 
because, they say, the government 
should not compete with its own 
citizens. Now, they think of their 
great utility corporations as citi- 
zens, which of course they are not, 
in the sense in which I speak, be- 
cause they also are organizations, 
social instrumentalities. 


Growth of Big Business 


So, we have witnessed this tre- 
mendous growth of big business 
spreading itself across the country, 
if, indeed, not across the world... 

When the Constitution of the 
United States was drawn, business 
was essentially and completely 
local. It was bound and limited 
just by the ability and longevity 
of the man who was conducting it. 
When he died, often the business 
died, because there was no such 
thing as the corporation. It was 
limited by his capital, or by what- 
ever capital he could secure by 
getting a partner or two, and 
when one of them died, the part- 
nership in many cases also van- 
ished. It was limited by geogra- 
phy, and so was tied up by the lit- 
tle county. But you and I see 
business carried on throughout the 
world by the corporate agencies, 
which represent a permanent suc- 
cession in substitution for the 
limited human life of the indi- 
vidual, combining the capital of 
tens of thousands of people, as in 


the case of the Standard Oil of 
New Jersey—which can be oper- 
ated around the globe. 

While this was going on, this 
change in the manner in which 
our business life was conducted, 
there was also going on a tremen- 
dous change in the character of 
our population. In 1880, before 
most of those in this room were 
born, only about 17.2 per cent of 
all the people of the United States 
lived in communities of 25,000 or 
more. In 1930 that had grown to 
exceed 40 per cent, and it is even 
greater today. In 1880, rural pop- 
ulation, according to the Bureau 
of the Census, constituted 71.4 per 
cent of all the people of the United 
States. 

Today, rural population is only 
43 per cent, and the number of 
rural workers gainfully employed 
is only 22.5 per cent of all those 
gainfully employed in the United 
States of America. Our population 
has moved from the country to 
the city. And this was the amaz- 
ing thing that I recently discov- 
ered in going over some of the 
figures of the National Resources 
Committee, which has been study- 
ing the facts with respect to the 
census: There are 3000 counties 
in the United States, roundly 
speaking. In 185 out of those 3000- 
odd counties are concentrated 74 
per cent of all the wage workers 
in the United States, and 81 per 
cent of all salaried employees. 


Increase in Consuming Power 
of the Masses Needed 


So you see we have been develop- 
ing a concentration of economic 
power upon one hand, through 
newly created artificial organiza- 
tions, and a concentration of pop- 
ulation upon the other. The result 
has been that the Brookings Insti- 
tute—which is an organization of 
economists privately sponsored 
and privately managed, an organ- 
ization which operates independ- 
ent of the government—reported 
that there were more than six mil- 
lion families in the United States 
in 1929, before the crash, who 
were living upon a salary of less 
than a thousand dollars a year. 
More than one-third of all the 
families in the United States were 
living upon a Salary of less than 
one thousand dollars a year. The 
condition has become even worse. 
A study which has pursued the 
figures a little bit further now 
shows that one-third of all fami- 
lies in 1935 or 1936, off of relief, 
were making less than $500 a year; 
two-thirds less than $1500, and 
nine-tenths less than $2500 a year. 


What are we interested in? 
Business? What are we interested 
in? Jobs? What are we interested 
in? Markets? Where? Abroad or 
at home? You stationers, when 
you go home from your 33rd An- 
nual Convention in Chicago, when 
you have made a success of this 
movement, which Charley Garvin 
tells me you have started, of buy- 
ing a million dollars worth of mer- 
chandise before the end of this 
Convention, where are you going 
to sell it when you have bought 
it? Isn’t it perfectly obvious that 
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the greatest opportunity for busi- 
ness in the United States is to 
build up the consuming power of 
the masses of the people of the 
United States? 

Now I say to you, nobody can do 
that but you yourselves. The gov- 
ernment cannot do it for us. We 
cannot build permanent prosper- 
ity in the United States on WPA 
wages. But we have got to be real- 
istic about it. The report last week 
from the head of the relief organ- 
ization showed that more than 
3,100,000 citizens of the United 
States are receiving the miserable 
WPA payments, which are not to 
exceed $64 or $65 a month. Are 
we going to build prosperity by a 
continuation of that? It is per- 
fectly obvious that it cannot be 
done. We must find a way to stim- 
ulate private business. We must 
find a way to enable private busi- 


ness, your business, to employ 


these people. I do not care whether 
it is corporate business or unin- 
corporated business, but we must 
find a way to stimulate private 
business to employ these people 
and take them off the government 
payroll. 

That is the job for all of the 
people of the United States to per- 
form, through coordination which 
we are endeavoring to work out by 
this Temporary National Economic 
Committee. 


A Study of the System 


We approach this study in a 
spirit of helpfulness toward busi- 
ness, not in a spirit of hostility. 
We are seeking to find out upon 
what basis and in which manner 
we can stimulate private business. 
In order that there may be no 
misunderstanding of exactly what 
was meant when the work was 
started, I want to read three sen- 
tences from the message of the 
President, in which he recom- 
mended the appropriation by 
which this study is carried on. 

He said, “The second truth is 
that the liberty of a democracy is 
not safe, if its business system 
does not provide employment, and 
produce and distribute goods in 
such a way as to sustain an ac- 
ceptable standard of living.” And 
then, referring to the character of 
the study he said this: “To meet 
the situation I have described, 
there should be a thorough study” 
(observe, he did not say investiga- 
tion; he did not say that there 
should be any punishment or any 
prosecutions, but a _ thorough 
study) “of the concentration of 
economic power in American in- 
dustry, and the effect of that con- 
centration upon the decline of 
competition. There should be an 
examination of the existing price 
system and the price policies of 
industry, to determine their effect 
upon the general life of trade, 
upon employment, upon long-term 
methods, and upon consumption. 
This study should not be confined 
to the anti-trust field.” Observe 
this: “The effect of tax, patent 
and other government policies 
cannot be ignored.” 

When I drew the resolution un- 
der which this committee has been 
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set up, having in mind that state- 
ment of the President, I wrote 
this: “That, among other things, 
it should be the duty of this com- 
mittee to study the effect of ex- 
isting tax, patent and other gov- 
ernment policies upon competi- 
tion, price levels, unemployment, 
profits and consumption.” 

So, bear in mind that the duty 
of this committee is not only to 
study the effect of private busi- 
ness and the practices of private 
business, but it is also to study 
government policies, and the ef- 
fect of government policies upon 
this fundamental central thing 
that we are trying to build up—a 
stimulated, revived, strong, active 
private enterprise. 

The President, in concluding his 
message, said: “This program 
should appeal to the honest com- 
mon sense of every independent 
business man interested primarily 
in running his own business at a 
profit, rather than in controlling 
the business of other men. It is 
not intended as the beginning of 
any ill-considered trust-busting 
activity, which lacks proper con- 
sideration for economic results. It 
is a program to preserve private 
enterprise for profit, by keeping it 
free enough to be able to utilize 
all our resources of capital and 
labor at a profit.” 


Committee From the Government 


To accomplish that purpose, we 
have set up this committee, which 


consists of three members of the 
Senate, three members of the 
House, and the representatives of 
six government departments or 
agencies. They are the Depart- 
ment of Justice, the Department 
of the Treasury, the Department 
of Commerce, the Department of 
Labor, the Federal Trade Commis- 
sion, and the Securities Exchange 
Commission ... 

These six agencies of the gov- 
ernment have been instructed to 
examine their files, to coordinate 
their information, and to gather 
it together in such a manner that 
we may have the information pre- 
sented to the committee, and 
through the committee to the peo- 
ple of the United States, includ- 
ing the business men; so that we 
may know what the facts are. 
Then, having learned the facts, 
we hope to find the way to draw 
the rule by which we may restore 
prosperity. 

The committee needs your help 
and will welcome your help. I say 
to every member of this organiza- 
tion that we shall be happy to re- 
ceive any suggestion which any of 
you may care to make, with re- 
spect to the nature of the rule 
which should be adopted. 


Stop Spending-Lending Program 


Let me briefly summarize the 
situation which confronts us as I 
see it. The government, for years, 
ever since the beginning of this 
depression, has been operating 
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upon a deficit. It has been spend- 
ing money in the hope of reviving 
prosperity. But it is clear that 
with a national debt of $37,000,- 
000,000 we cannot possibly go on. 
If the government stops spending, 
that minute a depression begins 
again. 

When Congress went into special 
session last November, it had be- 
fore it the budget recommenda- 
tion of the Administration, and 
every single recommendation that 
was sent to us was for a reduced 
appropriation, because the policy 
of the Budget Committee and the 
policy of the Administration last 
November was to stop the spend- 
ing, to cut it down. But in the 
middle of the year, before all of 
the bills had been passed, it be- 
came necessary to revert to the 
spending-lending program, of 
which we hear so much, and when 
that was started, business again 
revived. But it is perfectly clear 
to us that we must find something 
to substitute for this, because if 
we continue spending, the govern- 
ment goes broke; if we stop the 
spending, the depression comes. 

Clearly, there is only one pos- 
sible policy for us, and that is to 
do what this committee is en- 
deavoring to do: to find a com- 
mon ground upon which all the 
people of America, workers and 
employers, private individuals and 
corporations, may stand together 
to rebuild the prosperity of Amer- 
ica. Let’s do it! 


The President's Address 


A Commentary on Practices of Successful Stationers 


| AM going to use part of my 
assigned time to make a few 
remarks on impressions gained 
during the past year from my 
contacts all over the country. 


Let me say at the beginning 
that I had never realized what a 
tremendous and comprehensive 
business we are in. Of course, I 
knew there were stationers every- 
where. I Knew the names of that 
large group of men who have 
served the association so nobly 
and who have made such fine con- 
tributions to the business over a 
period of years, but when I began 
to visit them in their home towns 
—“when I tasted the wonderful 
hospitality these men accorded to 
us on the trip, when I saw them 
working in their own workshops 
surrounded by their own people 
and in innumerable cases serving 
their community as well in a large 
way —I gained a new pride in 
this business of ours. And I want 
to tell you fellows that you can 
search far and wide but you will 
never find a finer, more outstand- 
ing group of people than we have 
in this commercial stationery 
business. 


I came into this job just as busi- 
ness was beginning to feel the 
result of too much meddling by 
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people in power. Things did not 
look too bright, and in addition to 
the ordinary competition which 
makes business enterprise an in- 
teresting struggle we were faced 
with many other things which 


were anything but interesting. In 
other words, we were finding that 
our skid chains were slipping. 
Business was beginning to go 
down, and naturally when we 
started out on the regional trip 
we expected to find a smaller at- 
tendance than the year before 
and much wailing and complaint, 
but we were due for a surprise. 
As a whole, the attendance broke 
all previous records. 


Tribute to Lecture Troupe 


Right at this point I want to 
pay a very definite tribute to the 
fine men who made up the lecture 
troupe this year, who traveled on 
their own expense all over the 
country, who brought a construc- 
tive message that was received 
enthusiastically everywhere they 
went and, incidentally, they were 
a fine bunch to travel with. Every- 
one willing to do his part of the 
job and even to do more than his 
part of the job. 

I remember in California one 
day we worked sixteen hours solid, 
and it was worth it because we got 
into the meetings and found peo- 
ple eager to hear about the things 
that could be done to lick the re- 
cession. (Incidentally, my good 
pal, Charlie Garvin, says a reces- 
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Hooks, Moore Push Pin Company. 


AMONG THE CONVENTION DELEGATES 
1. Sol Obstfeld. Markwell Manufacturing Company: H. C. 8. R. R. Hengge, Columbia Ribbon & Carbon Manufacturing 


Company; 


2. Gordon Laurence, F. H. Staat, Allen Calculators, Inc. Louisville. 


3. C. E. Reynell, R. A. Jonas, Sr., Oxford Filing Supply Com- 


pany. 


4. Frank Lynch, The Johnson Press, Wichita, Kans.; C. W. 
(Neal) Leonard, Leonard & Company. Detroit. 

5. Bert G. Cobb and Lee B. Hausam, The Hutchinson Office 
Supply & Printing Company, Hutchinson, Kans. 

6. Norman Cunningham, Arch Cunningham & Company, Boise, 
Idaho; Jimmy Montgomery, Charles M. Higgins & Company. 

7. E. J. Bradley and Harry Tehan, Charles M. Higgins & Com- 


pany. 


sion is just a pause in the climb 
from a period of depression into a 
period of profitless prosperity.) 


Everybody was there to find out 
how they could lick uneconomic 
conditions, and it was especially 
pleasing to find in those audiences 
hundreds of boys from the stores 
who not only were present and 
participated in the meetings, but 
who asked intelligent questions 
and showed that they were there 
to assimilate the spirit of the 
N. S. A. lecture troupe, and to 
carry that message out to their 
own customers 


I honestly believe that the rea- 
son why our business has not 
fallen off nearly as much as other 
businesses during the present year 
has been due to the fact that our 
fellows were on the job, that they 
had courage and initiative and 
foresight and strength to work. 
There was a little complaint, due 
to one commodity only, and that 


pany. 


was especially aggravating be- 
cause dealers were rather amazed 
to find that, while it was impos- 
sible to secure a forty per cent 
discount instead of thirty-six per 
cent for dealers who carried stock 
and spend time to push a line, a 
fifty-two per cent was common 
when the government came into 
the market—deciding that while 
dealers paid taxes like everybody 
else, only manufacturers were en- 
titled to a profit on goods bought 
by the government with tax 
money. And that sixteen per cent 
differential caused many ques- 
tions in regional meetings. 


So much for that. 


Successful Dealer Trains Own 
Men to Sell Most Profitable 
Lines. 


We found dealers not simply 
trying to meet conditions, but we 
found that they had made up 
their minds to make conditions 


H. O. Praetorius, John P. Morton & Company, 


9. Carl Land and Hal Roarty, Columbia Ribbon & Carbon Manu- 
facturing Company. 

Center. Front: Ben Powell, A. W. Faber, Inc.; George Hayes, 
Thomas Groom & Company, Boston, and Boston Stationers 
Association; Harry Short. Columbian Art Works and Oakville 
Company; Bob Overend, Eagle Pencil Company. Standing: 
John Krueger, F. S. Webster Company; Harry Balch, Quality 
Park Envelope Company; Joe Pritchard, Pritchard Stationery 
Company, Chicago; E. J. Lessard, Lessard Printing & Sta- 
tionery Company, St. Louis; Bill Salm, Eagle Pencil Com- 


such that they could do a good 
job, pay their employees well, and 
have a profit above taxes—which 
would enable them to continue as 
a member of an industry that has 
progressed from year to year. 

We found the successful dealer 
was one who was training his own 
men to do a good job on profitable 
items. We found few successful 
dealers who had turned their sales 
training job over to some high 
pressure factory line, with the 
final result always being that this 
dealer was passing up the profit 
on many other lines. The success- 
ful dealer is training his own men, 
to sell the lines that prove most 
profitable to him and his men. 


While this has meant much to 
dealers, it has also helped the 
manufacturing members of our 
organization as a whole, because 
it means more dealers doing a 
better all-around job, on more 
lines, with substantial distribution 
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to more manufacturers. The suc- 
cessful dealer is running his own 
business, and selling the lines of 
those manufacturers who give 
equal thought to the dealers’ wel- 
fare as well as their own distribu- 
tion. 


Healthier Conditions for the 
Industry 


This has meant healthier condi- 
tions for our industry as a whole. 

Stationers who have spent time, 
thought, and their own money to 
build a sales organization that 
knows the possibilities of the ter- 
ritory, and who are looked upon 
as the best source of supply for 
office and factory needs, are find- 
ing that their services and the ef- 
forts of their sales organizations 
are in demand by many manufac- 
turers. 

The manufacturers who have 
come to realize the value of these 
trained sources of distribution, 
and are building their policies to 
secure them, are finding cheaper 
and better sources of distribution 
than they have had in the past. 

In dealer meetings, we have 
heard this subject discussed 
frankly many times, and doubt 
raised as to whether certain lines 
we are now stocking were worth 
the effort. Regardless of the size 


of their organization, many deal- 
ers expressed the opinion that 
while it was necessary to handle 
a good variety of items so as to 
sell most of the possibilities with 
each customer, there were only so 
many lines on which we could do 
a real sales job, and the quicker 
we shifted our efforts from those 
which through poor industry pol- 
icy had proved unprofitable to 
lines that assured us the profit to 
which we were entitled, the better 
off we would be. 


Trend of the Stationer 


Gentlemen, at the close of the 
regional meetings, I, in my own 
limited mind, came to this con- 
clusion. 

What is happening to the com- 
mercial stationer is something 
that is happening for the best in- 
terests of all concerned. 

He is ceasing to consider him- 
self as just a distributor for every- 
body’s merchandise, whether it 
means profits to him and his men 
or not. 

He is beginning to realize that 
he is the only economical medium 
of continuous distribution for any 
line of merchandise used in the 
office or in the factory, and that 
his importance in this field will 
grow as he spends more time do- 
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ing the proper sales training job. 

He finds his services more in de- 
mand, and that the increasing 
cost of doing business means that 
he shall only select those lines 
which give him the proper mark- 
up, and proper protection from 
the manufacturer after he has 
built up the demand. 

The manufacturer who is fair, 
should be happy about this thing 
that is happening to the commer- 
cial stationer because he is the 
one that is going to benefit. Un- 
fair advantages that have been 
taken by his fellow manufacturer, 
who is not quite so fair or dealer 
minded, are going to react to his 
benefit. 

The commercial stationer, as a 
group, is in better condition today 
than for many years, because he 
is doing a better job, and is an 
independent merchant instead of 
simply a factory outlet. 

And all of this has come about 
because over a period of years we 
have been willing to follow those 
leaders who had vision, and be- 
cause we have been willing to get 
together in meetings of this kind 
to talk over our problems and 
solve them for ourselves. 


We are and will continue to go 
places. 


Your Stake in Industry 


Speaker Acclaims America's Debt to Business and High Principles 


| AM an American. I love Amer- 
ica. America has given me my 
opportunity, and I have certain 
conceptions of certain funda- 
mental things concerning America 
which I want to see preserved and 
perfected, because I believe they 
are essential contributions to the 
life and the experience of the 
world... 

I am very much interested in a 
particular phase of the subject 
this afternoon, which comes under 
the heading, “Your Stake in In- 
dustry.” I believe the industrial 
life of this country, as has been 
suggested by the Senator, is the 
very foundation of the life of this 
country. As I am trying to think 
of this country as it is, I must 
remember, if I am true to the 
facts, that the great institutions, 
the great colleges and universities, 
the hospitals and orphan asylums, 
the marvellous things that have 
been created and produced to 
help and bless humanity here in 
this country, are really contribu- 
tions from the profits of industry. 
I do not know how we might have 
had some of the advantages and 
great things that are particularly 
true of American life if it had 
not been for the profits of in- 
dustry. 

Now, how to preserve that gen- 
uine incentive spirit, that spirit 
which seems to me just and true 
and right. When men work and 
think and plan and organize, and 
when they bring that organization 
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into efficient management, and 
into the creation of something 
that is a blessing and a good to 
humanity —it seems that under 
all the rules of the game there 
should be a fair and legitimate 
profit to men for the doing of 
that thing. Out of the profits of 
industry, during the years of 
America’s progress, have come 


these great institutions that we 
love and revere and use. 

Not very long ago a scientific 
questioning was held of a certain 
group of workmen coming out of 
a factory. They took a cross- 
section of those men and asked 
them this question: “What part 
of the industrial dollar goes to the 
worker?” One hundred and 
thirty-five replied less than three 
cents. About 378. including, of 
course, the 135, said, “We receive 
less than five cents out of the in- 
dustrial dollar.” And only four 
said that they received as high as 
ten cents from the industrial dol- 
lar. The facts are, as we look 
at them and understand them in 
realitv, that in 1929 the workmen 
received 83 cents of the industrial 
dollar. In 1934 he received 84 
cents. and the ratio of 1935, 1936, 
and 1937 has been maintained on 
the 84-cent basis. 

There is no country in the world 
where the conditions of living, and 
where the wages, where the op- 
portunities for self-expression, 
and where the health and the 
happiness, and the peace and the 
prosperity of the people are as 
great and as high as in the United 
States of America—and that is 
true even under this depression 
that we have been going through. 


America’s Debt to Business 

Something must be due the 
American business man who has 
produced that situation over 150 
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years in our experiment with con- 
stitutional government. If the 
Good Old Book is true that, “By 
thy fruits they shall know thee,” 
then your stake—meaning the 
people of the United States — your 
stake in industry is a country that 
has produced health and happi- 
ness, and convenience and com- 
fort, and the health-giving things; 
that has established institutions 
for research; that has freed and 
stimulated and produced the fin- 
est and truest civilization that you 
can find in the world today. 
Yesterday I crawled up to the 
second gallery of the Chicago 
Stadium, and sat among people 
who can hardly speak the Eng- 
lish language without accent. 
They were there protesting against 
war. I was glad to be with them, 
and to note the response of their 
very souls when a band started up 
“The Stars and Stripes Forever.” 
The Stadium went electric with 
appreciation, and with love and 
feeling for the people in the other 
parts of the world that do not 
have a stake in what is repre- 
sented in the United States of 
America. The people in that as- 
sembly have a _ stake in their 
homes and happiness, and in 
education for their children. 
We have taken these people 
from all the world, have taken 
their fine qualities and put them 
together in a situation that is 
absolutely supreme. We _ have 
taken the sober piety of the 
Scotchman, the bulldog tenacity 
of the Englishman, the wit and 
courage of the Irishman, the fine 
manners of the Frenchman, the 
hot blood of the men from the 
southern countries, and the slow- 
moving characteristics of the men 
of the North. And all these have 
been welded into something we 
call Americanism. I want to tell 
you that these people who share 
in the profits and pleasures and 
in the social life of our country 
have a stake in the thing that 
has been made here, with the help 
of our honest, industrious, cour- 
ageous, energetic business men... 


Our Heritage of Principles 


I am thinking what a challenge 
this great land was to the people 
with courage and love of freedom 
that first came here. They were 
tucked away in that little wooden 
ship, the Mayflower, uncomfort- 
able, sickened with uncertainty, 
ahead of them a long and tedious 
journey. But they sailed away. 
And the waves and the wind drove 
them over the uncharted sea that 
seemed almost endless to them. 
After a long time they touched 
the sands of Cape Cod, and then 
on until they touched the shore at 
the sacred Rock. Then they under- 
went the rigors of a New Eng- 
land winter. If you know any- 
thing of a Boston winter, you can 
imagine their suffering and dis- 
tress. Their numbers were so ter- 
ribly decimated that they had to 
bury their dead in the night so 
that their savage enemies might 
not know their losses. The next 
spring when the boat was going 
back to England, they were in- 


vited to return to their homes and 
friends, if they so desired, and 
give up their hopes and their new 
homes in this new land. Did they 
go, those sturdy old Puritanical 
forefathers? No! They stayed 
there on the shores of old Cape 
Cod and Boston Bay, and watched 
that little boat until it dis- 
appeared, just a speck on the 
horizon. They stayed there with 
their dreams and their hopes and 
ambitions, and with their free re- 
ligion and free education, and 
their social conception of free 
enterprise; stayed there with their 
seeds of democracy which they 
had sown. Now you and I reap 
the benefits in a country where 
we do not even have to consider 
a change of the philosophy of our 
government, or the altering of the 
color of our American Flag. That 
is the foundation we have to build 
upon. 

What we need today is to elim- 
inate abuse, and to realize the 
thing that is the fundamental 
characteristic and spirit of Amer- 
ican business life. Consider the 
thought that has to go ahead of 
so many jobs; think of the ven- 
tured personality as well as the 
ventured money (remember it 
took Ford nineteen years to make 
his first automobile. Some of the 
foundations upon which we build 
are those laid in dreams, laid in 
hopes, laid in the very life and 
blood and suvreme efforts of our 
citizens. Under no consideration 
should America lose that intang- 
ible something which is a peculiar 
part of our free country. 

You cannot estimate a country’s 
value or its principles by the 
things you can tie up in packages, 
or pack in freight cars, or ship 
on the railroad trains. Some of 
the things that have made this 
country what it is, and will still 
keev making it ever better — that 
have stimulated its growth and 
develooment—are the things that 
have been penalized and cuffed 
and kicked about until they can 
scarcely survive. They are of the 
very spirit that is in the indus- 
try of America, which is admirable 
in character. You can get some- 
thing other than that when it 
comes to the creation of things, 
but if vou kill that, or put it in 
a corner. or subject it in such 
fashion that it cannot function. 
then vou have lost your most 
valuable asset... 


Sport Spirit and the Luxury of 
Struggle 


The sport spirit is the thing 
that is characteristic of this coun- 
try, and if we ever lose that, or 
ever put it into a corner, or ever 
kill it, or try to substitute some- 
thing for it, our great America 
is gone. In the winning of our 
stake in industry that sport spirit 
is a part of it, and the men of 
dreams and the men of hope, and 
the men who have tried and 
dared, and who have undergone 
almost any sufferings for their 
cause, have had that spirit, and 
it is a part of our Nation. 

We need some of that good old 
sport spirit that takes the thing 
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in its teeth and goes somewhere. 
We can’t stand around, as George 
Ade says, “Living on the luxuries 
of abundance, and listening to the 
hardening of our arteries.” That 
won’t redeem us. That doesn’t ap- 
peal to anybody with red blood. 
What we should be striving for 
and anxious for is the spirit that 
creates. 

There is absolutely no way to 
create the thing that will save us 
except by the genuine luxury of 
struggle. If the time comes when 
people do not like to work—it is 
not a question of not being able to 
work—but when they do not like 
to work, or want to substitute 
something else for work, or have 
some sustenance handed to them 
without their having to work for 
it, then we have killed this some- 
thing which is essential to the in- 
dustry of our country. 

There is nothing great that has 
come to pass in the world that 
was not at first impossible. Thomas 
Carlyle said, “The great things are 
at first impossible.” But the men 
who have created the things, and 
have done away with the impossi- 
bility of those things they 
achieved, had the secret of sus- 
tained energy in their minds and 
brains and characters, and they 
found their joy in work. Not only 
in the salary and wages that come 
from work. What a great pity it 
is when a fellow can enjoy nothing 
but what he gets paid for. Noth- 
ing beautiful or great has been 
created that way. 


I like the story of the Scotch- 
man who wanted to build a bridge 
over the Firth of Forth. They 
said it could not be done. He 
knew there was a mile and a quar- 
ter of distance to be bridged, that 
there was a channel, and only one 
little island to help sustain his 
bridge. But he said, “If you will 
give me 54,000 tons of masonry 
and the necessary thousands of 
tons of iron and steel, and eight 
million rivets and eight thousand 
workmen and seven years, I'll puta 
bridge across there. Try to wrestle 
with that. He knew the tremen- 
dous force of the wind and water, 
and he knew of the wrangling of 
the workmen, but he was dream- 
ing of a bridge that could only be 
produced by something you might 
call the luxury of struggle. There 
she stands today, that bridge, dia- 
mond-shaped, 360 feet from top 
to bottom, 300 feet wide, each 
great truss stretching out a gigan- 
tic arm, and holding that bridge 
a mile and a half long. It takes 
thirty men three years just to 
paint it, and when they get 
through at one end they go back 
to the other and start all over 
again. And are they proud of it! 
An old Scotchman said to an 
American lady he was showing 
about, “You haven’t anything in 
your country like that.” And she 
said, “What do you think of the 
Brooklyn Bridge?” He with a 
scornful sniff replied, “Ah, an old 
fiddle tied up with strings!” And 
so it is about that something 
which I call the luxury of strug- 
gle. There isn’t anything that can 
take the place of that. 
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IN THE CAMERA’S EYE AT CHICAGO. 


1. W. A. Kornemann, W. S. Burns, L. R. 
Hanra, all of Miami Systems Corporation. 

2. A. R. Boerner, Gilson-Bolens Manufactur- 
ing Company; Leo Warren, Stow-Davs 
Furniture Company; Howard Pfau, Central 
Desk Manufacturing Company. 

3. Homer F. Sheets, Victor Safe & Equip- 
ment Company: Fred Fenne. Associated 
Stationers Supply Company; Lee B. Hau- 
sam, Hutchinson Office Supply & Printing 
Company. Hutchinson, Kans. 

. Edwin I. Baer, Baer’s, Canton, Ohio; Tony 

Markelz, The Book Shop, Joliet, Ill., presi- 

dent Illinois Booksellers & Stationers Asso- 

ciation; Carl Kaufman, Parrot Speed Fast- 
ener Corporation. 

B. G. Wiley. M. H. Snyder, O. A. Meyers. 

All-Steel-Equip Company. 

. Evan Harter, Harter Corporation; O. A. 
Wilkerson, Security Steel Equipment Cor- 
poration; Adrian Davis, Harter Corpora- 
tion. 

. Herbert S. Riley, Out West Printing & 
Stationery Company, Colorado Springs. 
Colo.; Jack Johnstone. Wallace Pencil 
Company. 
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There is no way to ease citizens 
into any kind of Utopia. Anything 
that is worth while, anything that 
has ever been accomplished that 
has lived in the history of the 
world has been born of struggle. 
And when we have realized that, 
and have realized that the busi- 
ness of the Nation must be left in 
the hands of the men who think 
and who are capable of creating, 
and stop this ungodly speculation 
on where sustenance is to come 
from, and stop expecting it to 
come out of some mythical source; 
when we begin to put callouses on 
our hands instead of shiny places 
on the seats of our breeches, some- 
thing will happen in this country. 
There is no other way. When a 
man can’t get a job, that is pa- 
thetic. But when he won’t get a 
job, the Bible suggests some treat- 
ment of that fellow, and, being a 
minister, I believe it. 


Now what is bad about the foun- 
dations of this thing we have? 
Right now we have a country that 
has six per cent of the acreage of 
the world, and that has seven per 
cent of the population. We have 
50 per cent of the railroads 
and about 50 per cent of the tele- 
phones, and almost 50 per cent of 
the development of electrical en- 
ergy. We use two-thirds of the 
silk, and about two-thirds of the 
crude oil, and we make 92 per 
cent of the automobiles. There 
must be something like 28,000,000 
automobiles in the world, and 24,- 
000,000 of them are in the United 
States. Even under depression and 
hard times, and broken hearts and 
broken incomes, the United States 
is the only place in the world 
where you can see the privately 
owned automobiles of the working 
men parked outside the factories 
in which they work. The United 
States of America is the only place 
that you can see that. 


There must be something about 
this thing that gives us good heart 
and good courage. I know of an 
old fellow in the northeastern part 
of the State of Indiana, who al- 
ways felt bad when he felt good, 
because he Knew he was going to 
feel worse when he felt better. He 
never had a good day. He went to 
Angola one time to serve on the 
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jury, and he said there he met the 
worst people he ever had seen,—all 
eleven of them were agin him... 


Reverence for Religion 


If the industry of the United 
States is menaced because of the 
economics of communism, I want 
to tell you that the religion of the 
United States is menaced because 
of the atheism of communism. And 
if there is a chance for the manu- 
facturer to lose his factory, there 
is a mighty good chance for the 
preacher to lose his church. 

These things have been a part 
of American life, the very founda- 
tions of it. Reverence for our reli- 
gious institutions has been a defi- 
nite part of the life of the United 
States. Down in New England they 
wouldn’t even grant a charter for 
a town unless there was an edu- 
cated resident minister in the 
town. We poor parsons have had 
a little part in the education of 
the country. When you come to 
lay the burden of the whole thing 
upon the finite mind of man, it is 
a job too big. 

It is true we have exhausted our 
geographical frontiers, as the Sen- 
ator has suggested, but we are be- 
ginning to find the frontiers of 
the laboratory, of the scientist. We 
are beginning to use the things 
that are going to be beautiful and 
useful, to make the new jobs for 
people. When you have all the 
$200,000.000 spent in this country 
that has been turned over to labo- 
ratory research in industry this 
year, you will see that the people 
of the country, the men and 
women, are going to benefit by 
that, and it is their stake in in- 
dustry. 

These frontiers I speak of are 
new. But listen! These scientists 
are only discovering the laws of 
God. They are not creating them. 
Tucked away in the universe, all 
these powers and things are al- 
most too wonderful for compre- 
hension. 


Not long ago a comet was seen 
90,000,000 miles away from the 
earth, going 3,000 miles a minute, 
and it stayed in sight for a month, 
and it will not be seen again until 
eighty years have rolled around. 
Any force that can keep a hea- 
venly body of that size, going 
three thousand miles a minute, in 
place so that it will be back within 
range of vision from the earth 
eighty years from now, without 
hitting a red light, or throwing 
out of line the celestial traffic— 
any power that can take care of 
that can certainly take care of 
your picayune problems and mine. 
It is a fool that says, “There is no 
God.” When you take this funda- 
mental belief of the people of 
America away from them, you 
proceed upon sand and stubble. It 
cannot last. It has not the eternal 
foundations. 


I am not talking about creeds 
or denominations or tenets of reli- 
gion, nor about Protestant or 
Catholic or Jewish. I am talking 
about that fundamental principle 
at the bottom of American life, 
which, reverenced and respected 
and codperated with, gives the 
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glories and the wonders about us. 

We have the scientist that can 
make possible the application of 
these laws, but it was God that 
gave the very ether waves that 
made the voice of the reporter 
audible from Germany the other 
night. We are just His servants. 
He has just tantalized us with the 
raw materials, and he gave us op- 
portunity in the creation of these 
wonderful things. It would not be 
best for the world if it had all 
been finished. 

The lazy man is a useless chap. 
You remember the old fellow who 
went to sleep down there in the 
hills of the South, and the toes 
were out of his shoes, and a big 
bottle fly alighted on him, and the 
ants crawled over him, and a cou- 
ple of crickets, and then finally a 
bee came along and stung him on 
his toe. That was too much for 
him, and so he raised up and 
looked himself over, and then said, 
“Now, by Gosh, all of you get 
off!” 

Somehow or other, God’s plan is 
right. He did not build the fac- 
tories, or put the machines to- 
gether. He left that for man, 
searching and digging and experi- 
menting. He let the inventors 
break their hearts and their brains. 
He left the furniture in the tree, 
and the oil in the Trenton rock, 
the aluminum in the clay, the elec- 


tricity in the cloud. He left the 
tunnels unbored, the canals un- 
dug, the mountains unsurveyed, 
the great tracts of land unirri- 
gated. But He left in mankind the 
appreciation of poetry, and the 
ability to dream, in order that you 
and I, His sensitive and immortal 
children, might be tantalized and 
urged on by those laws that God 
gave us. He gave us little pieces 
of things, until the time when we 
could take those little pieces and 
put them together, just as with 
a picture puzzle. That is the secret 
of joy. When we discover those 
laws, and goods are manufactured, 
then comes the salesmen’s propo- 
Sition ... 

Secret in Stimulated Personality 

What’s the use of letting a de- 
pression get you down? Why 
should we here in America let a 
depression scare us? We have a 
government where the people tell 
the government what to do, and 
not one where the government 
tells the people what to do. 

Have you heard of the experi- 
ence of Knute Rockne in one game 
where his team played the rotten- 
est first half they had ever played? 
They were in the dressing room, 
waiting for Knute to give them 
the scolding they knew they de- 
served, but he didn’t come. Finally, 
just before the fellow came in to 
blow the whistie for the second 
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half, Knute stuck his head in the 
door and said, “Oh, excuse me, 
girls!” and out he shot. He left 
them so hot that they went out 
and knocked the blocks off the 
other team. 

Gentlemen, I am talking to you 
about the essential spirit of our 
life. This is the thing that is 
really at stake. If we lose this, we 
are gone. When you come down 
to the ultimate solution of it, it is 
just those inspired and educated 
and stimulated men, with a real 
personality, coOperating with other 
men who are inspired and edu- 
cated and stimulated,—ever with 
the desire to get out of our group 
the man who would do things in 
an un-American way, or take un- 
fair advantage of his brother, or 
make it unhappy for anybody,— 
just putting their shoulders and 
their hearts and minds together, 
that make this the aggregation of 
the greatest nation on earth. That 
is the thing. It is inspired and 
stimulated personality that is the 
answer after all. 

I don’t care what your ambitions 
are, or what your plans are, or 
what the ways of proceeding are, 
if for any reason and by any 
method, and from any philosophy, 
America loses this free, stimulated, 
trustworthy, courageous, public- 
spirited personality, then we are 
gone. 


The Stationer as a Professional Man 


Proposes Registration of Stationers as Evidence of Merit 


|, — are probably some men 
present here who have been in 
the stationery business since the 
1890’s and even more men since 
the turn of the century. You men 
know our industry as it was in 
its more formative and funda- 
mental beginnings as compared to 
today. Most important of all, you 
have seen the developments and 
changes which have taken place. 
Even the larger number of you 
who date your association with 
our type of business from 1910 to 
1920 have seen many changes 
since the war. The effect of these 
changes has been varied and ques- 
tioned but all agree that the 
changes, temporary or permanent, 
have left their imprint upon our 
industry. 

The ideas which were the driv- 
ing forces in our industry in the 
beginning are not those which 
dominate it today, nor are those 
today the ones which will char- 
acterize the truly successful sta- 
tioner of the future. 


Experience and Education 


Salesmanship which sold our 
merchandise in those past years 
is not that which is selling it to- 
day. And now, today, there are 
stationers who realize and foresee 
that today’s mental equipment 
will not suffice for the future. 


By W. C. JACQUIN 


Jacquin & Company, 
Peoria, [1]. 
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Men in all industries are realizing 
this and as a result are not being 
content to wait for man power to 
come to them. They are develop- 
ing that needed man power by 
offering opportunity in a definite 
way to any, ready and willing to 


take advantage of it. As a result, 
adult education is sweeping 
through industry. Taking place is 
the constant polishing of man 
power through the simultaneous 
process of experience and educa- 
tion. 

Many other industries are de- 
veloping a high technical status 
of operation and knowledge which 
is analogous to professional stand- 
ing. Our industry, which cross- 
sections through all industries and 
businesses in our efforts to prop- 
erly service them with the tools of 
business management, must keep 
pace. We must not let other seem- 
ingly closely related businesses 
steal our potential sales by ren- 
dering service in our field as satis- 
factory or more satisfactory than 
that we are giving. We must keep 
a pace ahead of those we would 
serve. Or what have we to offer 
other than a price tag? In short, 
we must not allow ourselves to be 
the “stationery trade” but, by the 
effort of combining education and 
experience, attain for ourselves 
the professional status. 


Meaning of Trade and Profession 


One of the definitions of “trade”’ 
is: “The business which a person 
has learned, and, which he en- 
gages in, for procuring sustenance, 
or for profit; esp., as distinguished 
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from the... the professions, .. .” 

According to the above, our sta- 
tionery dealers could certainly be 
said to be in the stationery trade. 

The prime definition of “profes- 
sion” is: “A calling in which one 
professes to have acquired some 
special knowledge used by the way 
either of instructing, guiding, or 
advising others, or of serving 
them.” 

Can we as a collective body of 
dealers engaged in the same call- 
ing qualify under the above defi- 
nition as a profession? 

You will note that in the defini- 
tion of “trade” there is no men- 
tion of the two basic requirements 
of a profession; namely, special 
knowledge and service. Very defi- 
nitely, those of any calling or 
trade to achieve professional sta- 
tus must possess this special 
knowledge within their field, and 
be ready to give service on the 
basis of a very definite set of 
standards. 

As we know professions better, 
we become aware of a very dis- 
tinct personal attitude of its mem- 
bers toward their calling. 

1. They look to their calling as 
a life work, and to the results to 
be accomplished in the process, 
rather than sole immediate profit 
or gain. 

2. They seek to advance in 
every legitimate way the more 
complete education of those en- 
gaged in their profession and 
those desirous of entering it. 

3. They are ever seeking new 
knowledge and ways ef applica- 
tion of it through increased serv- 
ice to their clientele. 

4. They seek to bring about 
friendly and social relationships 
within their profession for the 
interchange of knowledge for the 
good of all its members. 

5. They take as their basic atti- 
tude that of serving with the idea 
that profit always follows true 
service. 

6. Because of these attitudes, 
unconsciously at first, then ob- 
viously, they bring into being a 
definite code of ethics or stand- 
ards by which any business claim- 
ing professional status can be 
measured. 

The members in any endeavor 
of real professional status are very 
jealous of their personal and busi- 
ness dignity and integrity, in ac- 
cordance with the ethics of their 
profession. Ethics breeds charac- 
ter. Character determines the 
greatness of any endeavor, be- 
cause any industry is no greater 
than the sum of its members. 

Cannot the measurement of 
professional status thus be applied 
to any endeavor? Could it not be 
applied to our industry? Why 
should not the stationery industry 
insist that it be applied? 


Need for Mental Guidance 


Are there many industries in 
this country whose business life 
delves into and mingles with that 
of all forms of business more than 
does the stationery industry? If 
this is true, should not the char- 
acter, the knowledge, the ethics, 
and the ability of our industry be 


the equivalent or better than 
those whom we serve? How can 
members of an industry hope to 
service other industries if they are 
not on a par with or superior to 
these qualities of man power? 

Can we claim this? 

Are we recognized by all indus- 
tries or professions as the actual 
source of knowledge and service 
on business systems, equipment, 
and supplies, to say nothing of 
procedures and research? Does 
the average purchasing agent or 
individual go into the nearest sta- 
tioner admitting that he is confi- 
dent that he is going to find the 
solution to his problem? Is our 
basic knowledge, both theoretical 
and practical, however supple- 
mented by experience, sufficient 
to meet whatever problems are 
placed before us by our custom- 
ers? There are many times when 
it has seemed not. If it were not 
so tragic, and for the resultant 
effect on others in our industry, 
some of the errors and customer 
mishandling would indeed be 
funny. Obviously, there seems to 
be a great need for mental gui- 
dance, which, if correctly applied 
to the man power we have, should 
make great difference in our ratio 
of results. Other industries have 
recognized the need and are do- 
ing it. Wherein are or should we 
be different? 

Where does the new man power, 
which enters our industry, come 
from? Why does it choose our in- 
dustry? Is there something about 
our industry that creates a desire 
in outsiders to enter our field of 
work? What is our reputation to 
those who are looking for fields of 
endeavor to enter, and who are 
not influenced by any specific rea- 
son? What have we to offer as 
inducement to a life work? What 
are we doing to attract high char- 
actered young men into our fields? 
What can we do? After such type 
of personnel does enter the sta- 
tionery business, what do we do to 
keep them with us? One can’t 
merely give them a couple of 
weeks to learn stocks and then 
hand them a catalogue and point 
out their sales “beat” to them. It 
is not enough to expect that they 
will learn as they go along. It is 
true that a certain type of man 
will do just that, but at what cost 
to himself and his firm. How 
many others get discouraged and 
drop out under such conditions. 

It is true that there is a certain 
amount of constant sales school- 
ing going on among most dealers, 
to a more or less degree. But 
where is there any uniform effort 
going on with a definite set of 
standards to guide the individual 
toward a certified result recog- 
nized by the industry at large as 
a mark of qualified mental ca- 
pacity? 


Public Recognition 


Lastly, but perhaps most impor- 
tant, what attitude have we built 
up in the minds of our general 
public? Do they respect and have 
confidence in us within our busi- 
ness scope, the same as they do 
the doctor in his? There is no 
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reason why they shouldn’t. The 
public knows that the doctor has 
to prepare himself many years 
under a very rigid set of stand- 
ards before he is even permitted 
to work. As a result, the public 
knows, today, that such men who 
survive this kind of training are 
qualified for service. It is true 
that a doctor could have been a 
druggist much easier, and perhaps 
made money, but there was some- 
thing else that drove him on until 
he did attain his mark of distinc- 
tion. And so the stationer can still 
remain in the stationery trade, 
but isn’t there something in our 
life work that will drive us on un- 
til most of us as individuals—and 
consequently our industry—will be 
proud to be a member of the sta- 
tionery profession? 

I think there is! 

And if this isn’t reason enough 
among ourselves, isn’t the public 
entitled to it? It is, and if we do 
not measure up to our responsi- 
bilities, other related businesses 
may make further inroads upon 
us because of our failure to make 
the most of our opportunities to 
serve. 

The public today knows only too 
little about our business and the 
services which we should be able 
to offer. In recent years there has 
been proven without doubt the 
public’s response to business nrod- 
ucts and services about which 
they have been told and of which 
they approve. Our customers in 
the broad sense merely want their 
needs to be correctly interpreted. 
Our manufacturers spend more 
money for public education. 

The answer lies within ourselves 
to become fit for the tompetitive 
struggle to come. With increasing 
costs of doing business, many have 
seen the handwriting on the wall, 
and realize that the solution lies 
in improved mental equipment for 
better service and not in the price 
structure. If we could solve the 
problem of ourselves we would 
have no need for Fair Trade or 
Robinson-Patman Acts. 


Educational Programs in Many 
Industries 

Adult education is here to stay. 
The desired result is a _ specific 
goal, regardless of whether ob- 
tained by experience or study, or— 
best—by both. 

We see other industries today 
that have such adult programs in 
full swing, with definite aims and 
results achieved. These programs 
are successful, beyond doubt, and 
the measurement of results is con- 
crete. Life insurance has the 
Chartered Life Underwriters, and 
the American bankers have a full 
grown course that is recognized as 
a standard in its field of adult 
education. Likewise have the traf- 
fic and transportation associations, 
the building and loan associations, 
and many more. 

Do we as an industry, which 
claims to service all industries, 
want to be in the fore or the rear 
of this movement which is proving 
itself so worthwhile? 

Many of you present, through 
years of experience, have gained 
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an adult education which cannot 
be duplicated, but there are as 
many more which adult education 
can only benefit. 

Isn’t it better that the stationer 
should be solidly grounded in such 
subjects as economics, accounting, 
drawing, business law, salesman- 
ship, psychology, and other sub- 
jects—all of which bear on our re- 
lationship with the customer? 
Then there is that vast field of 
practical knowledge with which 
we work every day. I refer to 
those things which we sell as our 
stock in trade. Without going fur- 
ther into those things about which 
our knowledge is supposed to be 
complete, how about those items 
which are specialties? I refer to 
more complete knowledge on such 
subjects as paper, printing, ma- 
chine specialties and _ technical 
machines, steel and wood furni- 
ture, and the like. Certainly we 


know all about furniture, but how 
much do we really know about 
wood or steel construction prin- 
ciples, office layouts, interior fur- 
nishings, color harmony, and 
such? 

Many manufacturing industries 
with which we do business spend 
considerable time and money 
training the man power upon 
whom they are dependent. Why 
should not one’s educational re- 
sources be asked for, and make a 
part of the necessary requirements 
a stationer should have, if he is 
to attain a distinctive status? 

If any of what I have said here 
makes good sense, then why 
shouldn’t the stationers offer some 
such program, based on a definite 
goal and arrived at only by a 
practical examination under the 
supervision of this association? 
To pass such a test would require 
theory, practice, and experience. 
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Any stationer qualifying under 
such a program might be desig- 
nated as a “Certified Stationer”. 
If this might come to pass, then 
certainly the industrial and busi- 
ness public should be made aware 
of such a status achieved, and be- 
cause of this status just what they 
could expect and require from the 
stationer as a professional man. 
The stationer’s customers should 
know that their requirements can 
be filled in a professional way. 

Would it not be a good thing for 
this association to appoint a spe- 
cial committee to go into this sub- 
ject and study it with the deter- 
mination of seeing whether it 
might not accomplish practical 
results toward raising our indus- 
try to a professional status? 

As the doctor diagnoses, pre- 
scribes, treats, and inspires confi- 
dence, let it be known that so can 
the stationer do likewise. 


The Stationer as a Sales Manager 
Many Suggestions on Functions and Methods 


a management means hir- 
ing, training, supervising. And the 
greatest of these is supervision. 
Many men who enter the sales 
field with every qualification for 
success and receive an adequate 
amount of training, fall down and 
join the cemetery of failures, sim- 
ply because they have not been 
managed properly. 

Organization of the Selling Force 

There never have been more 
difficult and trying times in which 
salesmen must carry on, than the 
present. Without a well organized 
and trained selling force it is next 
to impossible for any store to meet 
expenses. As Elmer Wheeler has 
put it, “The clerks and the field 
men are the store.’”’ 

It is the sales manager’s task to 
supervise the selling at a profit of 
the merchandise that has been 
purchased. After all success or 
failure in storekeeping, depends 
on selling the goods. 

Superb merchandising may be 
handicapped, if prospective cus- 
tomers are met at the counters 
and in offices by careless or in- 
efficient sales-people. 

For this reason, there is nothing 
more important in promoting your 
whole business than teaching your 
sales people, and imvressing upon 
them their responsibility in repre- 
senting YOU to customers. No 
store is stronger or more efficient 
than its weakest sales people. 

A great many stationers keep 
their eyes fixed on a few of their 
cleverest sales people and con- 
gratulate themselves on their 
splendid organizations. They may 
scold and fret a little about the 
careless sales people, but very few 
seem to take them very seriously. 
They do not ston to think, how 
many hundreds of their customers 
get no better service than these 
poor sales people give them. Noth- 
ing is more necessary than a con- 
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stant effort to educate and stimu- 
late the sales force. 


Store Routine 


New sales people for store work, 
at the very outset of their service, 
should be trained to some definite 
routine. For instance: 

8:30 A. M.—Stock to be opened, 
dusted and arranged. Advertised 
specials displayed. 

9:30 A. M—Stock requirements 
supplied from the stock room. 

10:00 A. M.—All routine stock 
work to be completed. 

5:00 P. M.—List of stock require- 
ments to be sent to stock room. 

5:15 P. M.—Covers to be placed 
on boxes, stock re-arranged. Goods 
marked for following day’s busi- 
ness. 


This outline is only suggestive 
and general. 


Competition 

In every worthwhile business 
there is competition. The trouble 
is that many people fear competi- 
tion instead of facing it. Knowl- 
edge of competitors should in- 
clude: 

(a) Names and location. 

(b) Strong and weak points. 

(c) Competitive lines handled. 

(d) Selling methods and busi- 
ness practices. 

Character and size of per- 
sonnel. 

(f) Sales promotional activities. 

(g) Service rendered to users. 

(h) What is their present finan- 

cial standing. 

Competition can only be met bv 
better products, better service, and 
by the use of advantages gained 
by farsighted economies made 
possible by improved management. 

Hiring 

Many salesmen carry lots of 
catalogues, but they don’t know 
what’s in them—don’t know how 
to use them. That’s much like the 
golfer who said to his caddie: 
“Listen, kid. I’ll swat you with a 
club if you don’t stop wisecrack- 
ing me about my game!” “Yeah,” 
replied the caddie, “but you 
wouldn’t know which club to use!” 

The untrained man can be eas- 
ily recognized. He just talks and 
talks, but doesn’t know what he is 
talking about. He says, “Isn’t that 
a fine piece of walnut?” when it’s 
gumwood. He reminds me of the 
Englishman and the American in 
a poker game. The Englishman 
says: “Well, Ill wager a bally 
pound on this,” and the American 
replies: “I dunno much about your 
darned English money, but I'll 
raise you a couple of tons.” 

The most difficult problem 
seems to be to find men who are 
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- Henry Block, General Pencil Company; Carl W. Draper and 


W. J. Dalton, Noesting Pin Ticket Company. 


. William R. Diehl, Diehl Office Equipment Company, Columbus, 


Ohio. 


Los Angeles, former 


president, NSA. 


- Parle Cooley. H. C. Lyles, S. M. Babson, all Bates Manufac- 


turing Company. 
C. C. Penske, E. M. Vaughn, Ed. Sayles, J. B. O’Brien, Meilink 
Steel Safe Company. 

Sanford Manufacturing Company; G. R. Hoff- 
man, Biddle Purchasing Company; Marion Follin. manufactur- 
ers’ representative; Gene Donahue, Yawman and Erbe Manu- 
facturing Company; W. J. Gosman, Jasper Seating Company; 
Cliff Cody, C. F. Cody Company, Dubuque, Iowa: Ed. M. 
Hansen, Miller-Davis Company, Minneapolis. 

E. J. Kuch and W. P. Corbett, Hotchkiss Sales Company; Eric 
Behmer and Oscar F. Modene, Marshall-Jackson Company. 


. J. C. Dawson, Jr., and E. C. Vevier, Loose Leaf Metals Com- 


pany; Fred Downs, Downs-Randolph Company, Tulsa, Okla.; 


. Fred Christensen, S. E. 
9 Walter Ruedy,. S. G. Fas Company, St. Louis. 


Harry Sylvester, Sylvester & Nielsen Company, Appleton, Wis. 


. Charles P. Garvin, general manager, N. S. A. 
. Jim Campbell, 


J. M. Towne, A. E. Farr, National Blank Book 


Company. 


- Mrs. Warnock; Ham Warnock, The Globe-Wernicke Co.; Mrs. 


J. S. Sprott. 


. A Bankers Box group. W. J. Nickel, Mrs. Nickel, Ed Dinnsen, 


Mrs. H. L. Fellowes, Mr. Fellowes. 


. E. J. Kuch and Bob Nimmy, Hotchkiss Sales Company; Ben 


Terkel and A. G. Buchholz, H. Niedecken Company, Milwaukee; 
W. P. Corbett. Hotchkiss Sales Company. 


- Lou Tavernier, Fulton Specialty Company; Herbert Held, Black- 


well-Wielandy Company, St. Louis; Ben Josephson, Josephson 

Manufacturing ag ya & Bag J wong Art Steel Company. 
Vernon 

Jim Anderson, Wilson-Jones Company; Mrs. W. C. Thorbus, 

Thorbus Stationery Company, Huntington Park, Calif. 


18. H. D. Leach and Charlie Lipman, George B. Graff Company. 
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actually as anxious for success, 
and as capable of succeeding, as 
they pretend to be. Many men 
enter the field of salesmanship 
because to them it presents a field 
of ease and leisure. When they 
finally embark on the rough sea 
of competition, they fail. 

There are many standard forms 
of application blanks. These ques- 
tionnaires reveal the age, number 
of dependents, marital state, 
schooling, experience since leaving 
school, previous selling experience, 
membership in organizations, of- 
ficership in organizations, life in- 
surance carried, etc. 

They afford a picture from 
which to judge the applicant. Be 
sure to check up on past perform- 
ances with previous employers. 
There are also some very fine 
blanks available for securing from 
past employers definite informa- 
tion regarding a salesman’s ability. 


Compensation 


The trouble with most sales 
compensation systems is that they 
are not devised from the stand- 
point of the salesman. As a rule 
they are laid out by bookkeepers 
or auditors or treasurers, entirely 
from the standpoint of inside men. 


Usually the system is gotten up 
so as to save work in the acount- 
ing department. The ideal com- 
pensation system should aim to- 
ward these objectives: 

1. It should increase volume. 

2. It should reduce selling cost. 

3. It should stimulate salesmen 
to do their very best and give 
them the same incentive as 
though they were in business for 
themselves. 

4. It should develop salesmen 
and make bigger men of them. 

5. It should make it necessary 
that each salesman pull his own 
weight in the boat. 

6. It should eliminate guesswork 
from the payment of salesmen, 
and provide a yardstick for giving 
them their true desserts. 

7. It should provide a graceful 
means of removing a salesman 
who is not earning his way. He 
removes himself by not being able 
re support himself under the sys- 
em. 


DELEGATES AND THEIR LADIES AT 
CHICAGO. 

1. W. F. Gigliotti, Johnson Chair Company 
and All-Steel-Equip Company; O. F. Per- 
kins, Associated Stationers. Tallahassee. 
Fla.; H. P. Fredericks, All-Steel-Equip 
Company; Alex Patterson, All-Steel-Equip 
Company and Leopold Company. 

2. Ham Warnock, The Globe-Wernicke Co.; 
Miss E. Mulliken. The Fritz-Cross Com- 
pany, St. Paul; Donald C. Miller, Office 
Appliances. 

3. W.N. Boardman and W. B. Ellsworth, Cor- 
ry-Jamestown Manufacturing Corporation. 

4. William Block, Victor Safe & Equipment 
Company; Jim Cooper, manufacturers’ rep- 
resentative; Mrs. Block; R. C. Strafford. 
manufacturers’ representative; Mrs. James 
Wallace; H. F. Sheets, Victor Safe & Eauin- 
ment Company; Mr. Wallace, Carithers- 
Wallace-Courtenay, Inc., Atlanta. 

5. Van Holt Hall: Walter Dickinson, Walter 
Dickinson & Company, Ltd., Toronto; Glenn 
Chambers, P. S. Hauton, Larry Wood, Ray 
Davis, Walter Doerr, all except Mr. Dick- 
inson with the Scripto Pencil Company. 
The Dickinson company is Scripto’s Cana- 
dian representative. 

6. Roy A. Edgren and David A. Hillstrom. 
Corry-Jamestown Manufacturing Corpora- 
tion, 


8. It should provide an auto- 
matic means of solving some sales 
problems. 

9. It should eliminate sentimen- 
tality and personal feeling from 
the handling of salesmen, and 
give the sales manager a sort of 
mathematical means of judging 
the values of his men. 

10. It shoula provide a compar- 
atively simple method of putting 
selling pressure where it is needed 
most at a particular time. 

A system need not have all of 
these objectives, to be a good plan. 
But it must accomplish some of 
them. It will, if it contains 
enough incentive. As a rule, the 
best payment plan is composed of 
these two parts: (a) regular com- 
pensation; (b) special compensa- 
tion. 

It is from their regular compen- 
sation that the salesmen must 
live. It is that part of their com- 
pensation that the salesmen are 
sure of getting, if they make good 
at all. The amount of regular 
compensation that the salesmen 
get depends, of course, on their 
sales. 

Special compensation consists 
of special payments for special 
performances. Not all salesmen 
will be able to qualify for special 
compensation. All of them must 
qualify, however, for at least some 
regular compensation. 


Quota Boards 


These boards form an important 
factor in keeping before the sales 
people their comparative stand- 
ings, in charting regularly the 
daily progress of each man. It is 
generally agreed that the simpler 
the graph, the easier it is to un- 
derstand. For this reason, charts 
that require mental effort to fig- 
ure out are not recommended. 
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(Editor’s Note: At this point, Mr. 
Netzhammer displayed a chart to 
the audience.) The red line on 
this chart denotes the progress of 
time. Approximately 25 working 
days to the month, equals four 
points per day. The blue line de- 
notes the sales points earned over 
the given time. Thus you can at 
any time see if sales (the blue 
line) are keeping pace with 
elapsed time (the red line), in 
order to reach 100 per cent at the 
end of the month. There are many 
types of boards being used with 
unusual success. 


Training 


Sending out a salesman with 
only a brief case and a conviction 
is not only wasteful in these 
highly competitive days, it is cruel. 
Doctors, lawyers, musicians, even 
clerks, require training. Why not 
salesmen? Even a_ bricklayer 
spends three years learning his 
trade. 

Too many of us seem to work 
on the 4-F method of handling 
salesmen: “Find ’em” — “Force 
’em”’—“Fire ’em’”—“Forget ’em.” 
In consequence the cost of selling 
is sky-high. 

Sometimes we find too late that 
the man we hired expects us to 
pour the knowledge into him 
through a funnel, refusing to do 
any thinking of his own. Perhaps 
you have heard of the woman 
who, in a letter to the editor of a 
poultry journal, asked, “How long 
should a hen remain on the eggs?”’ 
“Three weeks for chickens, four 
for ducks,” replied the editor. 
Three weeks later the woman 
wrote: “Thank you very much for 
your kind advice. The hen re- 
mained on the eggs for three 
weeks, but there were no chickens 
hatched. As I did not care for 
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ducks, I took her off the nest and 
sold the eggs.” 

The loss to the dealer resulting 
from the ignorance of the sales- 
man will easily pay for liberal cost 
of instruction. 

As to what subjects you should 
cover in the training course de- 
pends upon your business, and the 
difficulties of the job. Here is a 
list of subjects from which such 
a program can be drawn. 

1. Outline of History and 

Growth of Company 
2. Selling Plans and Policies 
3. The Products 

Names of lines 

Where made 

Selling arguments 

Prices 

Methods of use 

Why worth the price 

Competitive lines 

4. The Approach. The Demon- 

stration. The Close. 

5. Accounts 

Terms 
Discounts 
Credit 
Collections 

6. Territory 

Boundaries 
Possibilities 
How to organize 

7. Reports 

8. Standards of Work 

In any sales organization there 
are three types of men. 

(a) Those who are succeeding 

(b) Those that are stationary 

(c) Those that are slipping 

The men in the first group can 
be left alone. They are making 
money. Their spirit and _ their 
morale are good. An occasional 
chat will keep them going. The 
men who are stationary require 
study and analysis to discover the 
whys and wherefores. They are 
groping in the dark and losing 
interest. 

But the man who is slipving— 
he needs you at his side. Or you 
will lose him. You cannot get loyal- 
ty for the asking. The only way to 
get the lasting loyalty of anyone, 
is to earn it. The quickest way of 
earning the loyalty of a sales force 
is to give that help and informa- 
tion which can be quickly turned 
into bread and butter. 

All of us like to feel that others 
are interested in us. You do. I do. 
So do our salesman. Lack of in- 
terest on the part of the man 
higher up has caused more fail- 
ures than he will ever know. 

Most men are far too conscious 
of their weaknesses. When a 
man’s weaknesses are continually 
brought to his notice by a nag- 
ging manager, the more bewil- 
dered he becomes. He is like the 
factory girl that said, “Nobody 
can’t drive me nowhere, but they 
can shame me into anything.” 

Give praise where praise is due. 
Criticize a man when he deserves 
it. That is the best method. For- 
get likes and dislikes when judg- 
ing a man’s work. Let a standard 
of performance be the guide. 

Few employers praise their 
workers nearly enough. Some of 
them never do at all. They seem 
to be afraid their employes will 
get swell-headed and ask for an 
Increase next pay-day. 


They don’t forget, however, to 
lash out with criticisms and 
threats when things go wrong and 
sales are down. They remind me 
of the portly man who was trying 
to get his seat at the circus. “Par- 
don me,” he said to a woman, “did 
I step on your foot?” “I imagine 
so,” she said, “all the elephants 
are still in the ring!” Follow de- 
structive criticism with construc- 
tive sugestions. 


Bulletin Boards 


Here is another type of bulletin 
board. (Referring to another 
chart.) The purpose is to place 
emphasis on the many important 
factors which will help make a 
salesmen more successful, through 
an educational course in brief 
form. This board provides a handy 
reminder of leading fundamentals 
which the salesman is apt to over- 
look. 

Sales Meetings 


Good sales management imme- 
diately brings to my mind sales 
meetings. I wonder why they 
aren’t used more frequently. Even 
where the organization is a small 
one, aS a means of developing 
spirit and competition among 
men, the sales meeting can not be 
beaten. 

It is the thing that brings men 
together, and makes for unity of 
purpose. Sales meetings should be 
real events. They must be inter- 
esting and instructive. THEY 
MUST BE PLANNED. 

To start a sales meeting without 
a plan or a program, is like swim- 
ming the channel in a dress suit. 
Sales meetings accomplish com- 
pany spirit and viewpoint, and 
competition among the men. They 
act as a clearing house of new 
ideas and methods. They are a 
direct method of training and 
educating salesmen. 

There is many an A-1 salesman 
lurking underneath the coat of an 
ordinary plugger. He needs the 
impetus sales meetings will give 
him. They enable salesmen to ex- 
press their views, get the poison 
out of their systems, give men 
vision and inspiration. 

Sales meetings should be de- 
signed to achieve definite objec- 
tives. A sales meeting that does 
not achieve something is worse 
than no sales meeting at all. 


Sales Contests 


Do contests pay? It all depends 
on the contest. Some do. Some 
don’t. If they are well planned 
—they do. 

The contest should pay for it- 
self. That is to say there should 
be a return on the money spent 
on prizes, charts, dinners, etc. But 
even if no money is made, the 
contest can be called a success if 
it helps a few men in the organi- 
zation to stretch themselves and 
show you what they are made of. 


Call Reports 


Most well organized sales de- 
partments require daily call re- 
ports. They provide for the num- 
ber of interviews, and number of 
sales for the number of hours 
worked. Such a record may show 
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ten interviews and one sale, or 10 
per cent; whereas 25 per cent is 
expected. It is an essential re- 
quirement for the protection of 
the house. Supervision is based on 
facts. Important facts can be pro- 
cured but from three sources: 

1. From the salesman himself 

2. From the customers he serves 

3. From the daily call reports 

The daily call report, if properly 
handled, is the best source of in- 
formation. It is the only way you 
can have an adequate idea of 
what is going on in the field. But 
it has no more value than waste 
paper, unless it is carefully scruti- 
nized by the sales manager and 
used to inform himself of the best 
way to help his men. Call reports 
help you to set standards for your 
people by giving you: 

1. Actual calls per day 
. Calls per sale 
Number of calls per year 
Average amount per sale 
Average amount per call 
. Expense per call 
. Cost per salesman 

When it is realized that the 
average salesman only SELLS 
about three or four hours per day, 
the need of educating him and 
planning his work, and time, is 
readily seen to be of vital impor- 
tance. 

Fred M. Farwell, sales manager 
of the International Business Ma- 
chines Company, told me _ last 
week that they consider call re- 
ports so important that upon oc- 
casions they have written to sales- 
men, “Send in your call reports or 
your resignation.” Some com- 
panies resort to withholding ex- 
pense money or even salary of 
recalcitrant salesmen who neglect 
making out call reports regularly 
and promptly. Call reports may 
be “an instrument of the devil” to 
the salesman, but they are a God- 
send to the sales manager who 
plans to give intelligent supervi- 
sion and intelligent leadership. 

Not one in ten salesmen who 
call on me seem to have any sort 
of plan and sales story. The small- 
est objection, which is usually a 
request to know more, crumples 
them up. Who is to blame? Not 
the salesman. 


Quotation Blanks 


Often we find salesmen making 
pencil notes on the backs of their 
business cards, confirming items 
and prices quoted to prospects in 
the store and in the field. A better 
method, and one that affords con- 
trol, is a quotation blank like this. 
(Referring to chart display.) 

There is the prospect’s name, 
address, the salesman’s name, 
date, terms and the buyer’s name. 
Then is listed the article or arti- 
cles with prices quoted. Below is a 
space for a pencil sketch to illus- 
trate the article and indicate di- 
mensions. The original is left with 
the prospect. A copy goes to the 
sales manager. Another copy to 
the floor man for his file. A fourth 
copy is kept by the salesman for 
his final report. 

Thus, store prospects can be in- 
telligently followed up by field 
men. Likewise field prospects de- 
veloped by field men can be effi- 
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ciently served when they come to 
the store. The floorman will know 
exactly what article to show the 
prospect, and the sale is consum- 
mated easier and quicker. 


Five Ways to Increase the 
Average Sale 
Selling by suggestion is one of 
the higher forms of salesmanship. 
Teach your people how to do it: 
1. Sell larger quantity 
2. Sell better quality 
3. Sell associated articles— 
things that are used together 
4. Call attention to new goods 
5. Suggest whatever specials 
may be on sale 
Sell more to each customer by 
increasing the average sale. When 
properly done, this is a service. 
The customer leaves the_ store 
feeling that you have done him a 
favor. 
Looking Ahead 
There are very few articles that 
fail to lend themselves to new uses 
or new markets. Most of us are 
like children standing under a 
tree that is full of fruit. We have 
not the initiative, or perhaps the 
energy, to climb the tree to find 


its choicest products. We reach 
out and pick the fruit that is easy 
to reach. 

The present so-called “reme- 
dies” for reducing unemployment 
are only sending us deeper into 
the mire. The burden of relief 
goes on to the tax payer, and he 
has less money for his business 
and cannot launch out. This 
means fewer people are employed. 

The only way to reduce the un- 
employment figures is to find new 
outlets and create more trade. 

The best way to develop new 
ideas is by reading the experiences 
of others. By mixing with success- 
ful men. The sales manager who 
thinks he knows it all, is in for a 
bump. 

Many successful sales managers 
subscribe to their own and other 
trade publications. They are 
members of the local sales man- 
agers’ association. If there isn’t 
one in their own town, they start 
one. The sales manager must keep 
himself everlastingly on his toes. 

There has been a revolution at 
the production end, in the last 
twenty-five years. The factory 
folk have learned the trick of har- 
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nessing power to their needs. They 
have substituted machines for 
men in back-breaking, soul-de- 
stroying operations. They under- 
stand fatigue. They have made 
close study into time and motion. 
Above all, they know now that it 
pays to give a worker up-to-date 
tools and equipment. 

What has been the result? Qual- 
ity has improved beyond belief. 
Volume has leaped sky - high. 
Costs have nose-dived to earth. 
So much for production. 

What about distribution? Can it 
be said that the same rate of 
progress has been made at the 
selling end? I’m afraid not. There 
is still an appalling amount of 
drudgery in the life of the average 
salesman. The crying need in the 
country is for efficient salesmen. 

Our banks are bulging with 
money. We have two million more 
people than we can find work for. 
We have machines that are mir- 
acles of perfection. 

What we are short of are SALES, 
and until we brighten our ideas 
and improve our methods of sell- 
ing and managing, we are not go- 
ing to get them. 


The Stationer as a Manager 


Considers Profit Objective, Accounting Practices, Inevitableness of Change 


= entering into a discus- 
sion of the subject that has been 
assigned to me, I should like to 
take advantage of this opportunity 
to publicly congratulate Charlie 
Garvin and the officers of The 
National Stationers’ Association 
for the splendid success that they 
have had in preparing for this 
convention. It is one of the finest 
conventions that I have ever at- 
tended. The displays and booths 
in the exposition hall are a real 
credit to every manufacturer who 
has taken space for the purpose 
of showing his line of merchan- 
dise. Personally, I get a great 
thrill out of being a part of this 
splendid organization of stationers. 
I am confident that it will move 
forward to greater successes under 
Charlie’s able and inspiring leader- 
ship. 

Seven years ago this month, my 
old friend, Peter Tower, who was 
the owner of Tower Bros. Station- 
ery Company, invited me to be- 
come associated with him as his 
partner. He said, “Tony, I have 
known you for years and I have 
confidence in you. I need to asso- 
ciate some one with me who will 
lift from my shoulders some of the 
responsibilities of operation. I love 
best the selling side of business, 
and I find that I cannot do justice 
to myself or to my business look- 
ing after sales and management. 
You have had a most interesting 
experience in organization man- 
agement and financial work, and 
I feel certain that we will make a 
fine team, and that we both will 
get out of life all the joy and hap- 
piness that we are entitled to.” 
Well, gentlemen, Peter and I dis- 
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cussed the matter pro and con for 
a great deal, and before a month 
had elapsed we worked out a mu- 
tually satisfactory agreement of 
partnership. These past seven 
years have been pleasant ones for 
me. Peter and I have worked to- 
gether in a very happy fashion. 
He has done a truly remarkable 
job in sales, and with me looking 
after operations we made splendid 
progress together. Within the past 
month Peter and I took another 
interesting step by getting to- 
gether with Dave Crossman, owner 
of D. T. Crossman, Inc., and merg- 
ing the operations of both com- 
panies we made the Tower- 
Crossman Corporation. Again, 
confidence was the keynote of this 
consolidation. Pete, Dave, and I 
believed in one another to the 
point that we were willing to form 
our interest together into a single 
company. We recognize one an- 
other’s capacities and abilities, and 
are working together in a thor- 
oughly harmonious way, with one 
thought in mind and that is—the 
complete success of our company. 

I hope that these few personal 
remarks have not wearied you and 
have not made you wonder if I 
were ever going to get into my 
subject, “The Stationer as a Man- 
ager.” I am sure that you will 
bear with me, because I feel that 


by giving you this personal angle, 
you will better understand the 
technique of my remarks concern- 
ing Management in the stationery 
business. The fundamental prin- 
ciples of management are appli- 
cable to the stationery business. 
Ordinarily, sucessful operation is 
very definitely associated with the 
right concepts of management. 


Management Means Common 
Sense 


This subject has received con- 
sideration from every individual 
that has ever been in business. 
Some men have given more 
thought to it than others. Some 
have made a real study of it, and 
a great deal has been written 
about it. But in my opinion, man- 
agement means common sense. 
This thought is not original with 
me and probably most of the 
things that I shall say to you, you 
have heard in one way or another 
in the past. But I am hopeful that 
by giving you some of my ideas on 
the subject, you will be stimulated 
to further thought regarding this 
very important factor in the oper- 
ation of a successful business. 

Emerson has said, “Thought is 
the property of him who enter- 
tains it, and of him who can ade- 
quately place it. A certain awk- 
wardness marks the use of 
borrowed thoughts, but as soon as 
we have learned what to do with 
them, they become our own. Thus, 
originality is relative.” I am 
speaking from my own experience. 
I am sure that as I have gone 
along the road of business life, I 
have had a lot of thoughts regard- 
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ing business management im- 
planted in my mind by men who 
have been associated with me, or 
with whom I have had business 
contacts. Following through with 
Emerson’s idea, these thoughts 
have been dwelt upon sufficiently 
by me, so that now I feel that they 
are my own ideas of how a busi- 
ness should be run. But I am 
frank to say that I cannot lay 
claim to originality for them. 


Keep the Profit Objective 
In the Forefront 


What is the essence of all good 
management? In my mind, it is 
associated with the profit objec- 
tive. All tools and methods avail- 
able to the manager must be used 
by him in managing for a profit. 
There are two kinds of manage- 
ment—that which is _ successful 
because the company that is man- 
aged is making a profit, and that 
which is unsuccessful because the 
managed company is failing to 
make a profit. We are only in 
business for one reason—and that 
is profit. Some of us lose sight 
of that objective, and when we do, 
our businesses are likely to get 
into an unsound condition, and 
before we realize it we are inviting 
reorganizations or bankruptcies. 

Management must relate income 
with outgo in such a way that a 
profit accrues to the company, and 
unless management does this, it is 
unsuccessful and deserves to fail. 
In our industry, I often wonder if 
the men that are running their 
own businesses appreciate and 
understand all of the problems 
that are confronting them in a 
management way. When I sit 
down with friendly competitors, I 
am often impelled to ask them 
some simple questions regarding 
the operation of their business, 
and it is amazing to find out that 
a great number of them do not 
know the answers to the simple 
questions regarding the proper 
operation of their businesses. 

Too many of them are thinking 
only in terms of sales and volume, 
and are not giving sufficient and 
proper consideration to the cost of 
doing business or to the problem 
of gross margins of profit. They 
are speculating too much on em- 
pirical percentages of gross mar- 
gins of profit and deluding them- 
Selves into thinking that their 
businesses are successful, when, 
without realizing it, their busi- 
nesses are headed for the rocks of 
bankruptcy or reorganization. And 
why is this a fact? Because men 
will not be realistic, will not face 
their problems intelligently and 
will not make the proper analysis 
of the fundamental factors that 
control their businesses, so that 
they can assure themselves of 
making a profit. 


Set Up Accounting Procedure to 
Show Status of Business 
Monthly 


Most of the companies in our 
line of activity are small, and even 
the very largest ones are relatively 
small compared to some of the 
great corporations that are func- 
tioning in this country. The aver- 


age owner has so many things to 
think about that he probably is 
overlooking, in a management 
way, the fundamentals of profit 
and operation. If realism were 
applied to the business and the 
bunkum were taken out, each man 
that owns a business should know 
at the end of each month whether 
or not he is making a profit. And 
it should not be too costly for him 
to set up the necessary account 
procedure to ascertain whether or 
not his business is on the right 
road, or if it is heading for dif- 
ficulties. 

Depending upon the size of the 
business, accounting may be done 
on a part time basis or it may be 
done by one individual, or the ac- 
counting department may contain 
half a dozen people. But whether it 
it done on a part-time basis or by 
several people, the same funda- 
mentals always apply. At the end 
of each month, it is easy enough 
for the owner of the business to 
determine what his total expense 
was. But does he know whether 
or not he is successfully operating 
the business, unless against that 
expense he can compare his actual 
gross profits? And how should he 
arrive at the gross profit figure? 
No theoretical percentage of profit 
will give him the true answer. He 
must price and cost his tickets so 
that the actual profit is deter- 
mined by the totals of all of the 
individual profits made on every 
bill that is sent out of his house. 


When I entered the stationery 
business, this problem of cost ac- 
counting confronted me, and one 
of the very first steps that I took 
was to set up a costing division. 
In a very short period of time our 
accounting department was able 
to supply us a true comparison 
between the gross profit that we 
made and the actual expense that 
we incurred. We then put into 
effect a plan for working up an 
operating statement. That operat- 
ing statement again realistically 
faced the issues that confronted 
us. We did not close our eyes to 
the real problems of operation, 
and included in our operating 
statement all the necessary re- 
serves for keeping a business on a 
sound, going basis. Shortly after 
the end of each month, our con- 
troller was able to lay before us 
an operating statement of the 
business for the preceding month, 
and with that before us, Peter and 
I were able to make an intelligent 
analysis of our business and then 
determine, from a management 
angle, what steps should be taken 
by us to make the business profit- 
able. 

Profits can be made in subnor- 
mal times by concerns not beyond 
the hope of salvaging, if their 
management will conform to a 
single and very simple require- 
ment, and that requirement is to 
become profit minded. And how 
can one become profit minded, 
unless one has the necessary data 
by which to determine if the busi- 
ness is profitable. So the impor- 
tance of operating statements 
cannot be over-emphasized. They 
will enable management to plot its 
course intelligently, and _ that 
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course can be laid out for de- 
pressed business as well as for 
advancing business. 


Keep Sales Department Informed 


We all must realize the impor- 
tance of sales to our business. We 
are merchants and are merchan- 
dising every-day commodities, and 
we are doing this in competition 
with lots of other people who have 
the same desire to sell as we have. 
Sales, therefore, are the life blood 
of the business. However, over- 
emphasis on sales and insufficient 
attention to the economic funda- 
mentals and the financial consid- 
erations of a business will in- 
evitably lead any kind of business 
into failure. Remember that sales 
are the life blood of a business, 
but they will not keep the business 
body healthy unless the various 
organs of the business are co- 
ordinated and are also functioning 
properly. 

It is our experience that we can 
help our sales organization to do 
a better job by keeping them com- 
pletely informed regarding their 
accounts and letting them know 
whether the accounts are showing 
the right margins of profit. We, 
therefore, set up an arrangement 
within our company, where every 
account is on an individual card 
and the record of all business done 
with that account is kept monthly. 
We show thereon all the actual 
sales and the cost of the merchan- 
dise sold, so that we can arrive at 
a true gross margin of profit, and 
against that gross margin of profit 
we actually charge any costs of 
entertainment that are associated 
with the particular account. The 
result of all this is that the sales- 
man, when he looks at the card, 
knows very definitely — first, 
whether his account is giving him 
the right volume of business—and 
secondly, if it is being done on the 
right profit margin. And the 
thought that we have behind this 
is not to be critical of the sales 
organization, because I want to 
reiterate—without sales a business 
fails. But our experience has been 
that when we intelligently co- 
operate with the sales department 
and give them the information 
that they rightfully should have. 
the sales department is able to do 
a more intelligent and a more 
satisfactory job for the company. 


Know Your Cost of Doing 
Business 


Another very important matter 
in the operation of the business is 
to consider the overall cost of do- 
ing business, and to remember 
that this ratio of expense to sales 
is a variable factor. It will de- 
crease with increased sales and it 
will increase when sales are falling 
off. If one knows how much it is 
costing to do business, one can eas- 
ily enough determine whether or 
not accounts are bringing forth a 
sufficient margin of profit to cover 
the actual cost of operation. The 
idea behind this is only to stop 
fooling one’s self and to face real- 
istically the problem of profit 
management. And if sufficient 
profits are not available, then ex- 
penses must be reduced. It is 








54 


generally surprising what can be 
done, if one meets the issue intel- 
ligently. 

Adequate costing and proper 
accounting, the right kind of con- 
trol over sales and merchandise 
investment, the best possible ar- 
rangement in organization and 
procedure, determinations of 
standards for gross percentages on 
sales are all factors that must be 
constantly considered by man- 
agers who are thinking of making 
profits. All of these matters are 
properly related and balanced by 
the owners of a business that are 
intelligently meeting their prob- 
lems and who always have before 
them the thought that they are in 
business to make a profit. They 
must realize that the profitable 
sale of our products is the ulti- 
mate purpose of business. 


The Human Equation in 
Management 

Now, I believe that I have said 
enough about the profit angle. Let 
us consider some of the intangible 
problems of management. The 
head of a business must realize 
that the human factor must al- 
ways be given proper considera- 
tion. Look at a successful busi- 
ness, either in our line or in any 


other line of activity, and you will 
find that the business is successful 
because of the proper combination 
of individuals into a working 
whole. A good manager must be 
a good psychologist. He must 
know how to weld the ability and 
interests of many individuals into 
a harmonious whole. He must see 
in each member of his company 
the qualities that make that indi- 
vidual a desirable part of the 
whole, and must stimulate him to 
use those qualities to the maxi- 
mum degree for the interests of 
the company. 

The manager should not over- 
look the proper relationships with 
his suppliers. They must have 
confidence in him, and the best 
way to secure confidence is to tell 
them all what they are entitled to 
know concerning your business 
when they ask such information. 


Adapt to Changing Times 

One of the evils of management 
is to become so traditionalized 
through the successes that the 
company has enjoyed, that they 
overlook the inevitableness of 
change. Many companies that I 
am acquainted with are today 
heading for difficulties because 
their managements think that 
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they know all the answers. They 
are not open to new concepts, and 
are not recognizing the changes 
in the social, political and eco- 
nomic orders that are taking place 
before their very eyes. How many 
managers recognize that a revo- 
lution in our economy has been 
taking place during the past ten 
years? 

Management should be ever 
watchful to eliminate waste, and 
should make everyone in the com- 
pany conscious of his contribution 
to the success of the organization. 
Treat the lowest employe like a 
human being, and let him main- 
tain his self respect, and manage- 
ment will get its reward in one 
fashion or another. 

All of this we can summarize 
into a few words: 

1. Keep the profit objective in 

the forefront. 

2. Use common sense and intel- 

ligence in making decisions. 

3. Set up accounting practices 

that will tell the true story of 
the condition of the business. 

4. Consider the human angle. 

5. Recognize the inevitableness 

of change and prepare for it. 

6. Build on the foundation of 

honesty, fairness and up- 
rightness. 


The Stationer as an Advertising Man 
Suggestions on Use of Newspapers, Radio, Direct Mail, and Other Advertising Media 


ar the course of this con- 
vention, we have learned some- 
thing about the various roles that 
the stationer is expected to play in 
the daily conduct of his profes- 
sion. He is, we are reminded, a 
man of many parts—a business 
man, a sales manager, a Manager, 
a professional and an advertiser. 
In speaking of the stationer as an 
advertiser, I have no panacea to 
offer and I am aware that much 
of what I am about to say you 
have heard many times. On the 
other hand, it is to be hoped that 
there may be a certain cumulative 
value in repeating, each time from 
a different point of view these old 
truisms. If we can’t always have 
a new deal, we can at least shuffle 
the old deck. 

In my opinion there is no more 
difficult role in the stationer’s en- 
tire repertoire than that of adver- 
tiser. The reason is that advertis- 
ing—as distinguished from ac- 
countancy, mathematics, and 
others of the so-called exact 
sciences—is very largely a gamble. 
In mathematics, two and two tra- 
ditionally make four, but in ad- 
vertising this sum _ occasionally 
equals ten and, not infrequently, 
zero. Our dreams don’t always 
“pan out”. The percentage of er- 
ror can be materially reduced by 
the generous application of time, 
thought, and factual study, but it 
cannot be entirely eliminated. Too 
often we are inclined to put ad- 
vertising at the very bottom of our 
list of things to be done, on the 
theory that since it is, at best, a 


By R. G. MONTGOMERY 


J. K. Gill Company 
Portland, Ore. 


guess anyway, we might as well 
use the last guess as the first. 
Some years ago we faced a serious 
traffic problem out in our town. 
One of our police captains was as- 
signed to the job of finding a solu- 
tion and, in the course of his 
intensive study, he visited many 
cities throughout the country. 
Eventually, after painstaking re- 
search, during the course of which 
he took what he considered to be 
the best features from many Ssys- 
tems in cities of comparable size, 
he submitted his findings. A storm 
ot protest greeted the publication 
of his report and, in desperation, 
the harassed police officer re- 
marked to a friend that Portland, 
with its three hundred and fifty 
thousand population, contained at 
least three hundred and fifty 
thousand traffic experts. So it is, 
I think, with advertising. We all 
know something about it but none 
of us know very much about it. 


Ultimate Objective Is to Keep 
Stationer’s Name Before Public 


It is necessary for us, therefore, 
to go back to first principles—to 
consider, once again, the nature of 


advertising; how it may best be 
applied to our particular industry; 
what media to use; how much to 
spend; and what to look for by 
way of results. 

Webster, our court of final ap- 
peal in matters of definition, 
offers us but little assistance. He 
describes advertising, in the most 
likely of several definitions, as 
follows: “To give public notice of; 
to announce publicly, as, to adver- 
tise a sale; hence, to call public 
attention to, especially by em- 
phasizing desirable qualities in or- 
der to arouse a desire to purchase, 
invest, patronize, or the like.” You 
will agree, I’m sure, Webster—for 
all his accuracy and erudition— 
offers very little by way of prac- 
tical help. Perhaps, however, he 
does point the way to a solution 
for the stationer in just five of the 
many words he employs, “to call 
public attention to.” In the lan- 
guage you and I talk, that means 
“keeping your name before the 
public.” My contention is that if 
the stationer can do that much— 
consistently, persistently and in- 
expensively—he has solved the 
problem of advertising for his 
craft. There is a virtue in nar- 
rowing the field down to a realiz- 
able objective because, all too 
often, the retail stationer becomes 
too ambitious in his advertising. 
As a result of playing a hunch of 
his own or of listening to the 
clever arguments of some sales- 
man representing a medium un- 
suited to the stationery trade, he 
undertakes too much, spends more 
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money than he should, looks for 
impossible results, becomes dis- 
couraged and quits altogether. A 
more modest program, carefully 
analyzed and weighed in advance, 
would have kept Mr. Stationer 
persistently at it—would have pre- 
vented the tragedy of complete 
silence following an advertising 
failure. 


Stationery Trade Presents 
Limitations 


Let’s be entirely honest about 
this business of advertising as it 
affects the stationer, big or little. 
Let’s recognize the obvious limita- 
tions that our craft, by its very 
nature, presents to the so-called 
science of advertising. Let’s as- 
sume that an advertising agency 
interests itself in securing the ac- 
count of Mr. X, an average sized 
stationer in an average sized 
American town. The advertising 
agent, during his preliminary con- 
versation, asks embarrassing ques- 
tions which Mr. X must answer 
truthfully. He asks and is told the 
amount of the annual sales vol- 
ume, and perhaps he lifts his eye- 
brows in astonishment when he 
mentally compares this modest 
figure with the records piled up by 
some of his other accounts in dif- 
ferent fields. Sales volume, there- 
fore, is handicap No. 1 because no 
retailer, it would seem, can safely 
spend more than four per cent of 
his gross annual volume on adver- 
tising, and four per cent of the 
average stationer’s annual volume 
will not be very much advertising. 
Indeed, if we were to cut this per- 
centage figure in two and use two 
per cent, we should probably come 
much nearer to the actual figure 
used in our trade. 

The agent then asks about Mr. 
X’s market—who buys his prod- 
ucts. Mr. X answers that the bulk 
of his accounts are business offices 
that buy from him the working 
tools to keep their own businesses 
going. True, he has a limited 
number of items for the home and 
a few of his customers are women 
—he can supply them with social 
stationery, party favors, bridge 
supplies and engraving, and per- 
haps leather goods. If he carries 
books, he throws them into the 
discussion, too. It is, at best, a 
narrow market because, in Mr. X’s 
fictitious city of Middletown, only 
a fraction of the 50,000 people who 
live there are prospects for his 
merchandise at any time. That is 
handicap No. 2. 

The advertising agent then 
wants to know something about 
Mr. X’s price structure. Does he 
conduct special sales, does he cut 
prices in order to compete with 
the chain and department stores 
of the town and does he give pre- 
miums to attract new trade? The 
stationer may blush a bit sheep- 
ishly and admit that he does some 
of these things on occasion but 
that it hurts his conscience to do 
them regularly. He explains that 
he has a fixed and hopelessly ir- 
reducible overhead, that he be- 
lieves in maintaining prices be- 
cause, somehow or other, he has 
to show a profit at the end of the 


year. Then, too, many of the lines 
he sells are now controlled by Fair 
Trade legislation in practically 
every state. At that point the 
agent may become slightly argu- 
mentative. Why not try cutting 
prices here and there—where it’s 
possible—why not stage a live, 
bang-up sale and thereby increase 
volume materially? 


Here is the climax of the drama. 
If the stationer is intrigued and 
yields to temptation, he will prob- 
ably wake up a sadder and wiser 
man within a few weeks. The only 
trouble is that he will blame his 
failure on advertising and not on 
his own lack of business judg- 
ment. If he’s smart, however, he’ll 
have a “come-back” ready for the 
agent. He'll explain that the 
great bulk of his merchandise ap- 
peals to a rather definitely fixed 
market and that if he increases 
his volume materially by cutting 
prices, he’ll only take away a 
share of the business that belongs 
to his competitiors and ultimately 
leave the stationery trade in his 
town in worse shape than it was 
before. Such tactics cannot pos- 
sibly increase the stationery con- 
sumption in Middletown perma- 
nently. And that problem—the 
problem of a relatively fixed mar- 
ket—constitutes the handicap No. 
3 faced by the retail stationer in 
his advertising. 

At that point, most advertising 
agents walk out, simply because 
they feel that, in the face of these 
major handicaps, they cannot do 
a job—a job, at least, of the type 
to which they are accustomed. By 
walking out, the agent leaves Mr. 
X to work out his own salvation 
which, to my mind, is a good 
thing, because the stationer can 
thrash out his own advertising 
problem far better than the aver- 
age agency can ever hope to do. 
Why? Merely because the sta- 
tioner’s advertising problem is just 
not “up the alley” of the run of 
the mill type of agency. There 
are exceptions, of course, but, in 
the main, this is the situation as 
it exists. 

I am not deliberately trying to 
paint a black picture. On the con- 
trary, my aim is to point out these 
obvious limitations of the sta- 
tioner’s business from an advertis- 
ing point of view, in order that 
the stationer himself may look 
upon the problem as a simple 
rather than a complex one. In 
other words, its very simplicity is 
a virtue because it relieves the 
mind of the store proprietor, who 
must, in many cases, be his own 
advertising manager, from dealing 
with a lot of irrelevant matters. 
You can recall how relieved you 
used to feel in school when you 
were suddenly informed by the 
teacher that you were required to 
answer only half of the questions 
on the examination paper. That 
is exactly the way the stationer 
ought to feel about advertising, 
because many branches of it, very 
frankly, mean only grief for him. 
He is better off if he resists the 
temptations to experiment with 
them. 

Keeping foremost in our minds 
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the idea that, after all, the ulti- 
mate objective of the stationer’s 
advertising is to keep his name 
before the public, suppose we con- 
sider a few typical media. 


Newspaper Advertising 

First of all, habit has taught us 
to think of the newspaper first. It 
is, as a matter of fact, the nation’s 
No. 1 medium although radio is 
now in second place with about 
half the annual dollar volume of 
the newspaper. I am extremely 
doubtful, however, about the ef- 
fectiveness of newspaper advertis- 
ing in the stationery trade, gen- 
erally speaking. In cities ranging 
from slightly less than average 
size on up to the large metrop- 
olitan centers, newspaper adver- 
tising rates are frankly prohibitive 
for the ordinary stationer. In 
addition to this, his wares do not 
lend themselves particularly well 
to price merchandising and it does 
seem foolish to take substantial 
space in the newspapers and fill it 
with items priced exactly as are 
the items of his competitors. 

I know stationers who claim 
satisfactory results from doing 
exactly the thing I am recom- 
mending against—but right here 
is where the matter of different 
opinions comes into play, right 
where the other fellow’s 2 and 2 
make 4 whereas mine makes only 
zero. It is far better, it seems to 
me, to employ the newspapers for 
unusual items—items not ordi- 
narily associated, in the public 
mind, with the stationery indus- 
try. If these items are designed 
primarily for gifts, the space 
should be used during the holiday 
season although the graduation 
and wedding seasons late in May 
and early in June are growing in 
popularity as gift giving periods. 
If the items are out and out office 
devices, they should not be adver- 
tised in the newspaper at all, in 
my opinion, unless they promise a 
rather substantial quantity sale or 
unless their nature is such that a 
public notice of them will bring 
new customers into the store. I 
don’t feel that newspaper adver- 
tising on regular items at list 
prices can be justified by the aver- 
age stationer. 

There is, however, ample justi- 
fication for the idea of using a 
small, consistent space either 
daily or weekly as the budget may 
allow. Often, just the name of 
the stationer and his location are 
enough although, if he has the 
funds to permit doing so, he can 
enlarge upon this program by in- 
cluding one merchandising sug- 
gestion with each advertisement. 
For example, such an advertise- 
ment might contain a _ single 
thought such as: “Try us first for 
loose leaf systems” or “A com- 
plete stock of fountain pens of 
all makes” or “High grade supplies 
for the stenographer” or some- 
thing else equally appropriate. 
The name, naturally, should be 
prominently featured at the bot- 
tom of each advertisement, as 
well as the location of the store, 
and there should also be a stand- 
ard set-up for the advertisement 
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each time it appears—either a 
distinctive type face, an unusual 
border or a preferred position in 
the paper. Although many in our 
trade will disagree, I honestly be- 
lieve that in the face of con- 
stantly increasing newspaper rates, 
in the face of growing competition 
for space among chain and de- 
partment stores, and in the face 
of a continually more hurried 
reading of the newspapers on the 
part of the public, the larger por- 
tion of the stationer’s advertising 
dollar can be better expended in 
other channels. 


Radio Advertising 


I have already spoken of radio 
as a medium growing so rapidly 
in popularity that it is now sec- 
ond only to the newspaper in 
point of annual dollar volume. 
Radio is still so new, however, that 
its judicious use by the stationer 
presents a problem upon which 
there is very little information. I 
recall a most interesting talk at 
the last national convention 
which I attended, three years ago, 
by Mr. Erle Kistler, of Kistler Sta- 
tionery Company, of Denver. Mr. 
Kistler, at that time, described his 
firm’s program of daily announce- 
ments most interestingly and 
spoke glowingly of the results ob- 
tained. Kistler’s have  discon- 
tinued this program, but it is in- 
teresting to note that they did so 
not on account of lack of results 
but because the favorable time 
they once enjoyed was no longer 
available. The right hour, of 
course, is a prime factor in the 
use of radio. 


Our own firm has used radio, in 
one form or another, for several 
years. We began our last venture 
a little more than a year ago, in 
the form of a fifteen-minute late 
afternoon program three times a 
week, over one of the larger local 
stations. A young lady connected 
with our organization acted as 
commentator and, between piano 
selections played by the head of 
our music department, spoke in- 
terestingly about merchandise of 
various kinds in our store. I real- 
ize that most stationers do not 
have music departments and that 
our experience was, to that ex- 
tent, somewhat unique; but the 
general pattern of this program 
can easily be followed, since prac- 
tically all radio stations are pre- 
pared to supply talent at moder- 
ate prices. If actual talent is not 
used, electrical transcriptions are 
available and the range of enter- 
tainment offered by them is truly 
remarkable. 

Since such programs must, of 
necessity, be directed primarily to 
a feminine audience, straight 
commercial items, if used at all, 
should be subtly introduced. Social 
stationery, engraving, gift wares, 
leather goods and books—the 
usual side lines to stationers—are 
the items best suited to this type 
of program; although we have 
discovered, through experience, 
that the many handy little gad- 
gets from the straight commercial 
side of the business can be ex- 
ploited for home use. Our program 


has stressed these items on a 
number of occasions with consid- 
erable success. 

We like our program and intend 
to carry on with it. Here is a 
brief excerpt from a typical one 
of our continuities: 


“No doubt most of you have, at 
some time or another, been troubled 
with your extension telephone cords 
because they have a most annoying 
way of becoming tangled and twisted 
even with ordinary use. We have at 
Gill’s several attachments, both for 
telephone cords and for those at- 
tached to the ordinary electrical ap- 
pliances used in the home, which 
positively eliminate the twisting and 
kinking of the cords. Two very pop- 
ular models of these attachments for 
the prevention of cord troubles are 
available at 35¢c and 50c each. With 
the use of either, the procedure is 
simply to snap them to the wire—no 
disconnection is necessary. You begin 
at one end and wrap the appliance 
around the wire, the flexibility of 
which is unaffected. Since the gadget 
contains no metal or other substance 
which might produce a short circuit, 
it is safe to use; it prevents the cord 
from twisting, curling or cracking: 
and it keeps the excess cord out of 
the way when the _ telephone or 
kitchen accessory is in use. These ap- 
pliances for electric attachment cords 
are available in our commercial sta- 
tionery department, where you will 
find also many other articles of real 
use in the home. There are personal 
and family budget books in a variety 
of styles Some are for one year, 
others are for a longer period of 
time. and prices range from 25 cents 
to $250 each. Then, there are attrac- 
tive memorandum pads _ with  per- 
petual calendars which can be _ used 
year after year, for the paper fillers 
can be obtained always for a few 
cents. A pencil sharpener is an ar- 
ticle that will be used by all the 
family and here they are offered for 
as little as 65c each. Oak recipe 
boxes containing 100 cards and a com- 
plete index are priced only 39c each. 
Again, these very useful items are 
available in Gill’s commercial §sta- 


tionery department, first floor.” 


I am tempted to interrupt my- 
self, for just a moment, in order 
to make a comment that is ap- 
plicable to all advertising but to 
radio advertising in particular. If 
any of you inquire a year or two 
hence, and then find that we have 
abandoned our radio program, 
don’t be surprised. If such turns 
out to be the case, it won’t mean 
that our original judgment was 
wrong any more than it will mean 
that we are merely “dabblers”’ first 
in one thing and then in another. 
What it will mean is merely that 
no advertising program can be 
nermanently fixed. It must be suf- 
ficiently flexible to vary with the 
needs of the times and with what 
happens to be riding high at the 
moment in public fancy. Today— 
right now as we talk about the 
matter—radio is riding the crest 
of the wave and the active adver- 
tiser should take advantage of the 
fact and cash in on it. A year 
from now, the picture mav be en- 
tirely different; so don’t, I repeat, 
feel that you can set any adver- 
tising program permanently right 
now. 


Other Advertising Media 

There are a number of other 
media which lend themselves to 
the stationer’s set-up on occasion. 
Direct by mail has been used with 
best results, I believe, to promote 
items with a large unit of sale. 
Sectional bookcases, files, com- 
plete ledger outfits, typewriters, 
duplicating machines, and similar 
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articles lend themselves particu- 
larly well. They are high enough 
in price so that only a few actual 
sales need be made in order to 
“pay out” on a fairly substantial 
mailing. Most other items in the 
stationer’s business are too low in 
price to justify direct by mail ad- 
vertising. The reliable old “law 
of averages’ stands in the way. 
Based upon the average percent- 
age of anticipated returns, a large 
number of units would need to 
be sold in order to justify the cost 
of such advertising that would be 
possible. 


Street car advertising is scarcely 
worthy of mention in this paper, 
since, for 95 per cent of the coun- 
try’s stationers, it is both too high 
in price and too rigid in operation. 
One message a month, at least, 
can be used and, frankly, there 
are very few stationers who can 
find a message sufficiently impor- 
tant and sufficiently productive to 
make this form of advertising pro- 
ductive. 

Some stationers have used ad- 
vertising novelties with no little 
success; although one basic diffi- 
culty, it seems to me, is that so 
many are, themselves, stationers’ 
wares. Rulers, pencils, and note 
books—perhaps the three favorite 
forms of advertising novelties— 
compete directly with the station- 
er’s own business, and it is ques- 
tionable, regardless of the amount 
of publicity derived, whether such 
articles should be given away. 

Two outstanding exceptions, in 
the line of stationer’s own wares, 
are blotters and scratch pads. We 
have used both to a considerable 
advantage in our own business, 
and I have checked with many 
other stationers who have had the 
same experience. The most Satis- 
factory type of blotter, we have 
learned by experience, is the high- 
ly absorbent and fortunately very 
cheap grade. Hard finish blotting 
papers, as well as those which 
have one side glazed, look well but 
are apt to bring eternal wrath on 
the head of the stationer when 
the customer puts the wrong side 
down on a column of freshly pen- 
ned figures or script. Scratch pads 
can well carry the stationer’s own 
name, address, and telephone 
number on each sheet. Along with 
blotters, they provide an inexpen- 
sive and yet persistent form of 
advertising. 


Use of Manufacturers’ Circulars 


One of the finest articles in re- 
cent years on advertising from the 
stationer’s point of view is one 
which appeared in OFFICE AP- 
PLIANCES for August. The title of 
the article is ‘Coordinated Adver- 
tising Increases Christmas Busi- 
ness” and the author is Owen G. 
Bayless, of Lowman and Hanford 
Company, Seattle, Washington. 
One reason why this article struck 
me as exceptionally good is that 
Mr. Bayless, in the writing of it, 
offers a new idea to the stationery 
trade. He points the way to a 
better use for the thousands of 
folders and inserts given absolute- 
ly without cost to the trade by the 
various manufacturers. He used a 
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CANDID CAMERA SHOTS AT THE CONVENTION IN THE PALMER HOUSE 


1. F. S. Cooper and W. W. Lenz, Codo Manufacturing Company. 
2. Arnold (Heinie) Sengbusch, Sengbusch Self-Closing Inkstand Company; Mrs. Sengbusch: A. Wm. Lauw Zecha, 
Soekaboemi Printing & Publishing Company, and Lawsim Zecha & Company, Soekaboemi and Batavia, Java; Mrs. 
Fred Downs; Mr. Downs, Downs-Randolph Company, Tulsa, Okla. 


Oo 


ager. 


. H. C. McPike, Weis Manufacturing Company, about to leave for one of the convention sessions. 
. Dorothy White who gave away prize-winning buttons at All-Steel-Equip booth, and B. G. Wiley. A-S-E saies man- 


5. M. C. Cowan, Security Steel Equipment Corporation; Evan Harter, The Harter Corporation. 


direct by mail folder which meas- 
ured 9 by 11 inches when open 
and 5 by 9 when closed. Staples 
were used to fasten the folder for 
mailing. The circulars provided 
by the manufacturers measured 6 
by 314 inches, and some of them, 
of course, contained several pages. 
The copy printed on the Lowman 
and Hanford folder was interest- 
ing and is worth repeating here: 

“Here are a few timely sugges- 
tions for you, your family and 
your friends. From some of these 
you are sure to find some ‘inspira- 
tion’ to help you solve those ‘what 
to give to whom’ problems at 
Christmas time. These are but a 
few of the many thousands of 
‘useful gifts that endure’ awaiting 
your selection at Lowman and 
Hanford Company.” 

These packets were stapled and 


sent out to several thousand 
customers on the Lowman and 
Hanford Company books and, ac- 
cording to Mr. Bayless, produced 
some very definite results. Low- 
man & Hanford Company is going 
to try the plan again and invites 
other stationers to follow suit. We 
are particularly indebted to this 
enterprising Pacific Northwest 
stationer for a brand new idea 
and, remember, brand new ideas 
are not every day occurrences in 
this business of advertising for the 
stationer. 


Display Windows 


It seems hardly necessary to say 
anything about windows. Certain- 
ly here is one tried and true me- 
dium of advertising that every 
stationer uses all the time. One 
has to be constantly on the look- 


out, however, to be sure that his 
windows are attractive, arresting, 
selling, and _ sufficiently varied. 
These four points speak for them- 
selves, and yet how often we are 
deaf to their message. “Pretty 
windows,” alone, are not the an- 
swer. Our displays must be at- 
tractive, yes, but they must also 
have attention attracting qual- 
ities. Even when you have stopped 
your prospective customers and 
provided them with a chance to 
“feast their eyes,” you still haven’t 
accomplished enough. You must 
sell them and, accordingly, your 
windows should, for the most part, 
be priced. Use of the merchan- 
dise displayed should be stressed 
and the atmosphere of a _ busy 
office should be created as far as 
possible. Lastly, there is a ten- 
dency for stationers’ windows to be 
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too much alike. Try, consciously, 
to vary your displays from time to 
time—both as to merchandise and 
as to arrangement. Properly used, 
the show window is a great boon 
to the stationer. 


Outside Salesmen as Advertisers 


Do you realize that your outside 
salesmen are advertising your 
store day in and day out? If they 
are not doing so, it is probably 
your fault. Equip them with cir- 
culars and sales talks on specific 
items. Tell them to sell your store 
—not just a dozen pencils or a 
couple of pounds of rubber bands. 
Remember that, in these men, you 
have a potential advertising asset 
that is denied to your competitors 
—the chain and department 
stores. Use your outside salesmen 
as advertisers. 

Well, this paper has stretched 
itself out to considerable length 
and still we have settled no vital 
questions. We have considered the 


stationer in his role of advertiser 
and have found that he is a tal- 
ented but too little rehearsed 
player. We have also concluded 
that he frequently attempts parts 
that are too difficult for him. 


Feature Broad Service to 
Community 


Abandoning our figure of speech 
and getting back to cases, we have 
agreed, I hope, that the stationer’s 
real advertising problem is to keep 
his name before his public—to 
create and maintain the impres- 
sion that his store is a service sta- 
tion, for all business. If he can 
do this much and do it effectively, 
his items of merchandise will 
pretty largely speak for them- 
Selves. If the stationer chooses 
the other path—if he attempts, in 
his advertising, to cross swords 
with his larger and wealthier com- 
petitors, he finds himself in hos- 
tile territory and is soon beaten. 
I’m not urging that the stationer 
keep entirely away from price 
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items in his advertising copy— 
merely that he make his use of 
them a secondary attack and his 
broad service to the community a 
major attack. 

Let the stationer carefully re- 
appraise the known advertising 
media with a view to his own 
needs. Let him use the newspaper 
sparingly and primarily for insti- 
tutional purposes. Let him get 
acquainted with radio and fit this 
popular new medium to his own 
peculiar requirements. Let him 
confine his direct by mail to those 
items that hold out to him some 
hope of paying out on each mail- 
ing. Let him utilize fully and se- 
cure greater results from those 
most obvious and hence most fre- 
quently neglected media — win- 
dows, advertising material sup- 
plied by the manufacturer, and, 
last but not least, his own outside 
salesmen. 


The stationer is entitled to his 
place in the sun as an advertiser. 


Survival of the Fittest in Industry 


Reasons Why Some Stationers Get Into Financial Difficulty 


For a good many years I had 
occasion to consider the problems 
of the average dealer, but I did so 
from the credit man’s side of the 
desk. While it is true that from 
that side of the desk I came into 
pretty close contact with the sta- 
tioner’s problems, I am fearful, 
however, that there are other as- 
pects of his problems that may 
not have been brought to my at- 
tention. So I ask you to under- 
stand that in talking to you I do 
so with the understanding that I 
may not have a completely com- 
prehensive realization of your 
problems, but that I am trying, by 
presenting to you the credit man’s 
point of view, to render some as- 
sistance to you in the understand- 
ing of your own problems and in 
the improvement of your relations 
with your suppliers, who almost 
always look at your affairs from 
the credit man’s point of view. 


Inadequate Records Lead to 
Financial Distress 


As a credit man, and as Credit 
Advisor to the manufacturers who 
are members of the Stationers and 
Publishers Board of Trade, I have 
found that one of the most fre- 
quent causes of developing finan- 
cial distress of the average dealer 
is the fact that so many of them 
operate without receiving periodic 
reports which might show them 
the direction in which their busi- 
nesses are traveling. 

The affairs of a stationer who is 
a perfect example of this type 
were under review by my Office 
within recent months. This sta- 
tioner had been in business for 
more than forty years. In the 
early part of his business career 
as a stationery dealer, he earned 
substantial sums of money. This 
dealer, when he ran into competi- 
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tion and business began to droop 
and in consequence he found him- 
self somewhat short of funds with 
which to meet maturing commit- 
ments, dipped into the private 
assets which he had accumulated 
out of the past profits, and there- 
by was able to meet his obliga- 
tions. 

This performance was repeated 
by him at irregular intervals, from 
the time when competition began 
to reduce his sales until the time 
when he died, about eight or nine 
years later. 

When an examination into his 
affairs was made, it developed 
that neither in his business nor in 
his personal affairs had he kept 
accurate records from which he 


could at any time have deter- 
mined how much of his private 
funds had been put into his busi- 
ness. Nor could he determine 
from the records in his business 
how much money he had lost from 
the time that he began to invest 
his private funds in the business. 
There isn’t any doubt in my mind 
that this dealer, right to the time 
of his death, hadn’t the slightest 
idea that in those eight years his 
business had lost many thousands 
of dollars, but on the contrary, felt 
that he was getting along reason- 
ably well, without realizing the 
extent of his losses. 

I make bold to say without fear 
of being called rash that if this 
dealer had had adequate records, 
and had received periodic reports 
from time to time as to the results 
of his business operations, he 
would have thereby been prompt- 
ed to make the necessary adjust- 
ments in his business which would 
have spared his private assets 
from the constant drain of the 
business losses, and would have 
left his estate, when he died, in a 
solvent condition instead of in a 
condition of acute insolvency; 
with consequent distress on the 
part of those whom he left behind. 
This same reasoning may be ap- 
plied to the many, many businesses 
that fall by the wayside. 


Use of Regular Reports 


Now, you may ask me, “What 
could this dealer have done if he 
had received those reports?” 

Well, for one thing, if he had 
properly compiled reports at reg- 
ular intervals, he could have 
known how much money he was 
losing; and then, if he had any 
sense, he would know that sched- 
ules of expenses had to be cut 
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down, to the extent at least of his 
losses, if he were to operate on an 
even keel. 

You know, the gross profit of 
your business is what you might 
call the frame of your business. 
If you try to fit into that frame an 
expense schedule which exceeds 
your gross profit in the aggregate, 
your attempt to jam that expense 
schedule into the frame of your 
business will crack the frame and 
cause it to collapse completely. 

In spite of my extensive experi- 
ence in analyzing the figures of a 
great many businesses, I would 
not presume to establish any pre- 
cise formula on the basis of which 
I could fix the exact percentage 
of, say, salaries to gross sales, or 
any other item of expense to gross 
sales. 

The reason that these precise 
percentages cannot be fixed is the 
fact that factors of location, types 
of trade, and various other vari- 
able factors affect each individual 
enterprise, and present a situation 
that is not exactly similar to any 
other situation. 

To me, it appears that if a dealer 
gets a report which shows that his 
operations are conducted at a loss, 
and if that dealer, with that in- 
formation, cannot, without the aid 
of precise percentage formulas 
make necessary adjustments in 
order to place his business on a 
profitable basis, then he does not 
belong in business. 

I might say in passing that fre- 
quently I find a dealer who, out of 
the goodness of his heart, feels 
reluctant to make salary adjust- 
ments, or employe adjustments 
that appear necessary for the 
preservation of his business. While 
these humane considerations are 
to be admired, the dealer very 
frequently overlooks the fact that 
in perpetuating useless employes, 
or in continuing salary schdules 
not justified by the business which 
is being done, he is doing an in- 
justice not alone to those em- 
ployees whose presence on the 
payroll is not justified or whose 
salary schedule is not justified, but 
also to all the other employes. I 
say this because if he continues to 
maintain a useless employee on 
the payroll, or if he continues to 
pay an employe more than he is 
worth, he is heading inevitably for 
liquidation; in which eventuality 
not alone will those individual 
employes be without jobs, but the 
rest of the employes who are de- 
serving of jobs will likewise be left 
out of employment. 

I might tell you that an old, 
established business, probably 
older than the majority of busi- 
nesses represented here _ today, 
made an assignment to me for the 
benefit of Creditors just before I 
left New York. 


Excessive Rental Expense 


The principal cause of their in- 
volvement is due to the factors I 
have just mentioned. 

In a great many cases, we have 
found that dealers have rented 
premises for the conduct of their 
businesses, and have naturally ex- 
pected that they would receive a 
sufficient volume of business in 


their location to justify the rental 
paid. All too often, when the 
dealer discovers that his business 
is not achieving the sales volume 
that is required to justify the 
rental paid, he bemoans the fact 
that he is unable to pay his rent 
out of his business, and keeps 
hoping for an increase in sales 
volume so that his rental will be 
justified. Incidentally, rent was a 
factor in the business which I 
have just told you was assigned 
to me. 

I say to you that if you find 
yourself in that position, it is nec- 
essary first to seek some modifi- 
cation of your rental arrange- 
ment, and if you are unable to 
get that, then it is quite impor- 
tant that you immediately make 
plans to make some other ar- 
rangement at the expiration of 
your lease; because if you don’t, 
this fixed expense will strangle 
your business eventually and com- 
pel you to resort to insolvency 
liquidation. 

I might, as a matter of interest 
to you, tell you that my own ex- 
perience has indicated that in the 
average case, it is dangerous for 
any stationer to pay as a rental 
more than 5 per cent of his gross 
sales. I fix this percentage on the 
basis of the average gross profit 
margin, and point out that where 
there is any variation from that 
average gross profit margin, the 
percentage formula must neces- 
sarily vary correspondingly. 

You know, in my experience, I 
have come across the stationer 
who does know that he is los- 
ing money, who is regularly re- 
ceiving reports, and contents him- 
self with bemoaning the state of 
business and praying for an up- 
turn which will lift him out of the 
red into the black. 


Actual Versus Estimated 
Inventory 


Another circumstance that has 
been repeatedly brought to my 
attention is the fact that all too 
many are reluctant to take the 
trouble to take an actual inven- 
tory at reasonably frequent inter- 
vals; but instead content them- 
selves with going on year after 
year estimating their inventories 
and their gross profits. Many a 
time we have had dealers, who 
had gotten into trouble, bring to 
us the reports that have been 
regularly compiled, showing in- 
ventories which, upon the check- 
up we insisted on, proved to be 
grossly exaggerated in their esti- 
mate, and which, when corrected, 
changed the picture as to past 
operations from substantial profits 
to substantial losses. 

Within the past year we have 
had at least three cases in which 
the variance of actual inventory 
from estimate ranged from 10 to 
25 per cent. Remember that your 
inventory is the profit-determin- 
ing factor in your business, and 
that unless your inventory is ac- 
curately determined, all of your 
figures as to profit are inaccurate 
and absolutely worthless. 

Please understand that the con- 
tinually shifting competitive con- 
ditions, with the continuous 
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changes in gross profit ratio, tend 
to undermine the past’ gross 
profit ratios insofar as they might 
serve as the bases for estimating 
future gross profit. Bearing that 
in mind, you must necessarily 
realize that the only way in which 
you can tell how much your gross 
profit was is by taking an actual 
inventory; and that no matter 
how skillful your accountant may 
be, the figures that he gives you 
are worthless if based upon shift- 
ing gross profit ratios which are 
caused by shifting competitive 
conditions. 

You might think it’s funny that 
I, who am presently representing 
manufacturers, should now talk 
to you about the fact that a good 
many dealers are what might be 
commonly described as suckers for 
salesmen. I have found that a 
good many dealers who have 
gotten into trouble with justice 
largely place the blame on the 
fact that they had no sales re- 
sistance, and that they over- 
stocked slow-moving items, with 
the result that in those items they 
tied up money that would have 
been available for the purchase of 
other items that experience a 
more frequent turnover. 


Effect of Over-Buying 

Another factor that I have 
found to be of great damage is 
the temptation to the dealer to 
purchase a greater quantity than 
he can move within a reasonable 
time because of the tempting 
quantity discount. 

I want you to understand that I 
feel very strongly on that subject, 
because I find that more busi- 
nesses have been wrecked on the 
shoals of unliquidity than the 
average business realizes. Time 
and again we have found that 
dealers have, in the hopes of 
realizing a larger gross profit, 
stocked up on a great amount of 
merchandise for the sake of the 
quantity discount and then found 
that, as a result of their tying up 
their money in this increased 
quantity of merchandise, they 
have been unable to meet matur- 
ing commitments, and have been 
subject to tremendous expense in- 
cident to either an expansion 
proposal or an insolvency liquida- 
tion. 

Let me quote from a letter re- 
ceived in my office ten days ago. 
There are manufacturers repre- 
sented in this room who are selling 
this account in_ substantial 
amount. ... 

If you stop to consider the ter- 
rific expense with which the 
dealer is saddled when he gets 
into difficulties, and if you take 
into consideration the destructive 
effects upon his good will occa- 
sioned by the impairment of his 
credit, you must necessarily realize 
that these two factors are far in 
excess of the comparatively 
trifling saving which he might 
effect in the cost of his merchan- 
dise. 

Turnover of Accounts Receivable 
Important 

Another important factor which 
so many neglect is accounts re- 
ceivable. I’m amazed at the poor 
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health of the accounts receivable 
of some dealers. 


It seems to me that the dealer 
who carries any extensive accounts 
receivable on his books, should 
make it his business, at least once 
every three months, to have a 
complete list of accounts receiv- 
able placed before him, with the 
accounts completely aged; so that 
he may instruct his office force, or 
whoever is in charge, immediately 
to intensify efforts to collect the 
accounts from the _ delinquent 
customers — whose. delinquency 
may be a Signal that those cus- 
tomers are heading for insolvency, 
with consequent inability on the 
part of the dealer to collect his 
receivable. 


Never forget that it is just as 
important to obtain a turnover of 
your accounts receivable as it is 
to obtain a turnover of your in- 
ventory. Both are vital business 
assets. 


Business Preservation Lies in 
Self-Help 


At this point, it does seem to 
me that the quicker the dealer 
realizes that his salvation lies in 
his own effort, the better his 
chances for survival. 


I believe that it was Darwin who 
first used the expression “survival 
of the fittest.” In using that ex- 
pression, he had reference to the 
laws of the jungle, by which the 
strong prey upon the weak. I 
don’t know why we call it the law 
of the jungle, because, as far as I 
can see from a review of history 
and human affairs, that same law 
has been operative on the rela- 
tions among human beings, and 
in large measure continues op- 
erative. 


It is true that in the last few 
years governments have appeared 
to concern themselves to a greater 
extent with the disabilities of the 
weak, and appear to have taken 
steps to mitigate severities of life 
as they were previously visited 
upon those who were unable to 
take care of themselves. Some of 
us may delude ourselves into the 
belief that this humanitation de- 
velopment in governmental and 
sociological concepts will operate 
to relieve us of our own ineffi- 
ciency, and indolence, and spare 
us the same penalties of starva- 
tion and distress that were pre- 
viously visited upon those who 
could not keep with the proces- 
sion. 


Such a feeling of confidence 
might perhaps be in some meas- 
ure justified on the large host of 
employes and other classes who 
are receiving substantial forms of 
relief in the form of governmental 
bounty. But as to the business 
man, it is well for him to realize 
that now not alone does the old 
law of self-help operate, but it 
operates with greater severity 
than ever before. 


Please remember that a large 
part of the legislation that is cur- 


rently in effect, and which is de- 
signed to protect the poor from 
starvation and misery, is pat- 
terned on the thought that this 
protection is required against the 
so-called capitalist oppressor. All 
operators of businesses are re- 
garded as capitalists, because they 
presumably are earning money 
from the labor of others whom 
they hire. Please remember that, 
if anything, the business man is 
today more suspect than ever be- 
fore, and that if he thinks that he 
can look to government assistance 
to keep him in business, he is de- 
luding himself dangerously, and is 
likely to pay dearly for his mis- 
take. 


On the contrary, government 
exactions on the business man are 
greater today, in order to pro- 
vide the funds to help the large 
mass of unemployed and _ ineffi- 
cient in the form of various types 
of benefits, and the dealer today, 
more than ever before, must call 
on all his industry and ingenuity 
to keep up with the procession 
and avoid the failure which would 
place him in the same class of 
recipients of relief and other 
forms of benefit from which he is 
presently excluded, and from 
which, I take it, he is happy to 
be excluded. 


You may think that I exaggerate 
when I say that the business 
man’s affairs are not receiving the 
serious concern of government. I 
have had numerous discussions 
with persons who violently sup- 
port the exactions of labor and 
the tremendous exactions of gov- 
ernment in the form of the more 
recently enacted taxes. In those 
discussions, I have stressed the 
point that today a business man 
has to be very, very capable, and 
has to work quite hard in order to 
operate his business successfully; 
and that the conditions today are 
far more difficult than they were 
formerly. The invariable answer 
that I have received has been that 
if the merchant cannot pay all of 
the taxes that are from time to 
time being exacted by the labor- 
ing class, then that merchant does 
not merit being kept in business, 
and should be subjected to ruth- 
less extinction as a business man. 


Those people who take that at- 
titude would not go the next log- 
ical step further and say that if a 
person cannot find employment or 
is incapable of earning his keep, 
he should be allowed to become 
exinct. They say that such per- 
sons must through governmental 
and sociological developments be 
spared the misery of starvation 
and distress—but they offer no 
sympathy to the merchant who 
cannot, with his own strenuous 
efforts, keep up with the proces- 
sion and make a success, notwith- 
standing the dilifficulties being 
placed in his path. 


I assure you that I am spending 
so much time on the subject of 
the necessity of self-help because 
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I have so frequently found that 
the merchant who gets into diffi- 
culties is inclined to do the cry- 
baby act instead of admitting that 
he should have realized at an 
earlier date that his only salvation 
lay in self-help, and in his buck- 
ling down to administer that self- 
help to his business. 


Do Not Wait for Manufacturers 
to Change Trade Policies 


I have from time to time heard 
merchants attribute their difficul- 
ties in large part to the loose 
practices of the manufacturer in 
selling to irresponsible dealers, 
and in enabling those dealers to 
continue in business in competi- 
tion with the more responsible 
dealer. Now, it may well be that 
greed for sales and distribution on 
the part of the manufacturers is 
the predominating factor that 
causes these loose practices. 


I am ready to admit that there 
is considerable justice in their 
complaint, and I have often felt 
that when the manufacturers were 
confronted with a situation which 
saddled them with a credit loss, 
they, if they were just would ac- 
knowledge their blame for their 
loss. However, it wil be scant con- 
solation to any dealer who goes 
broke to be able to say that the 
reason he did so was the fact that 
the manufacturer did not spare 
the dealer from ruinous competi- 
tion. You might just as well make 
up your minds now that you must 
bend your efforts to the protection 
of your business without reliance 
on any modifications on the part 
of the manufacturers, in their 
trade policies. By this I do not 
mean that there is not hope that 
any policy that is demonstrated 
to be unfavorable will not be mod- 
ified; but I mean this—that such 
a modification may take a con- 
siderable period of time to accom- 
plish, and in the intervening time, 
unless you help yourself, your busi- 
ness may be so materially dam- 
aged that when the change in 
policy arrives it will be too late 
for the resuscitation of your busi- 
ness. 


I think that by this time, I have 
presented to you my own views as 
to the very important reasons 
which have compelled a_ good 
many dealers to pay me a visit at 
my office. The Lord knows I try 
to be nice to them and try to 
make them feel happy to call on 
me, and that I am happy to see 
them and become acquainted with 
them. But we need not blink the 
fact that the dealer himself wishes 
he never had occasion to see me, 
and the manufacturer whose in- 
terests I am _ generally looking 
after would likewise be happy if 
the dealer did not have to see me. 


In closing, let me leave this 
thought with you: Never let it be 
said, if the sheriff gets your busi- 
ness, that he got your business be- 
cause you did not know your busi- 
ness! 
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A Challenge to Salesmen 


Found in the Elements of Effective Selling 


| WISH I had the ability to repeat 
for you word for word, an address 
heard just one month ago, given 
by a representative of one of our 
manufacturers, in which he threw 
out a challenge to us as represen- 
tatives of the stationery and office 
equipment business, with these 
words, “Are you a salesman or an 
auctioneer?” Do you convince the 
customer that your recommenda- 
tions as to his requirements are 
essential, or does he take from you 
what in his opinion he should 
have? Is your knowledge of your 
product sufficient to do the best 
sales job and are you able to ade- 
quately express this knowledge in 
a simple, easy, convincing way, 
leaving no doubt in your prospects’ 
minds as to the advisability of fol- 
lowing your suggestions—are you 
a salesman or an auctioneer? Keep 
that thought and the several sug- 
gested questions in your mind as 
we try to develop this subject. The 
true test of a salesman is his abil- 
ity to create sales, whether in a 
big or small market; in the store 
or out; good times or bad. 

Let’s get back to ourselves, be- 
cause in my opinion that’s where 
the answer is to be found. I'll 
grant that we need sales direction, 
I am heartily in favor of daily 
sales reports, a customer record, 
the working of salesmen in defi- 
nite territories, but back of it all 
comes the individual. A famous 
scientist compares man to an elec- 
tric light. The mysterious life 
force, he says, is an electric cur- 
rent which flows through man and 
illuminates him. 

Whether the scientist is right or 
not, we do not know. But we think 
it is inspiring to think of man as 
a light. Light suggests the quali- 
ties of a radiant personality. A 
man is a light when he sends 
beams of hope into the lives of 
others. A man is a light when he 
scatters the sunshine of good 
cheer along his pathway. A man 
is a light when he lights with the 
inspiration of his own life the lives 
of others. The intense incandes- 
cent powers that light up a man 
are courage, faith, hope, love and 
service. They create a broad bril- 
liant pathway by which we may 
triumphantly penetrate the dark- 
ness that surrounds us. 

It was an ancient seer who said 
that criticizing another man’s ora- 
tion is a simple thing, but to make 
a better one in its place is a task 
exceedingly difficult. 

The galleries are full of critics. 
They play no ball. They fight no 


By OTTO EISENLOHR 


The Dorsey Company, Dallas, 
Texas 











MR. EISENLOHR 


fights. They make no mistakes, 
because they attempt nothing. 

Down in the arena are the doers. 
They make many mistakes because 
they attempt many things. I would 
venture to say that Edison, Bur- 
bank, Ford, Marconi and _ the 
Wright Brothers probably made 
more mistakes than any other 
men who have lived. Ford forgot 
to put a reverse gear in his first 
automobile. Edison once _ spent 
over two million dollars on an 
invention that proved of little 
value. The gigantic creative ex- 
periments of these men in blazing 
new trails, made mistakes inevita- 
ble. But who remembers the crit- 
ics who laughed at them? 

The man who makes no mis- 
takes lacks boldness and the spirit 
of adventure. He is a brake on the 
wheels of progress. There are no 
thrills in his life, and there are no 
monuments to his memory. 

Do you remember how as a boy 
you played with a magnet? And 
do you remember how, like magic, 
it would draw to itself nails and 
needles and other pieces of steel; 
while holding it to a piece of wood 
created no response? 

“Like attracts like” is not only 
the law of the magnet—it is also 
the law of the mind. Psychologists 
tell us that we cannot store up 
thoughts of hate and draw to our- 
selves the love of our fellows. We 
cannot think disease and be 
healthy. We cannot think defeat 


and win victories. To make our 
minds magnets for the best in life, 
we must fill them with construc- 
tive, hopeful, optimistic, har- 
monious, courageous, confident 
thoughts. To win friends we must 
be friendly. To win loyalty, we 
must be loyal. To become success- 
ful, we must think success. 

We create our own mental mag- 
net; here again we get back in the 
long run what we give. We at- 
tract those things to which we are 
attuned. It is up to us. Think less 
about your rights, more about your 
duties. Know more about your 
product, and above all be able in- 
telligently and distinctly to get 
your message over to your pros- 
pect. Don’t let him buy some- 
thing unsuited to his needs, 
whether it be a utility item or an 
equipment purchase; “Are you a 
salesman or an auctioneer?” 

Dr. Frank Crane lists the fol- 
lowing ten commandments of sell- 
ing: 

1. Be Agreeable—If your voice is 
disagreeable and your manner of 
speech indistinct, see specialists. 
And remember, I like you to be 
sunny, but I don’t want to get 
freckles. 

2. Know Your Goods.—And when 
you tell me anything, talk plainly. 
Most salesmen lack imagination. 
They cannot conceive of the ex- 
tent of my ignorance. 

3. Don’t Argue—When you ar- 
gue with a man, you are trying to 
push him. He may be weak and 
pretend to be convinced. Overnight 
he will change. 

4. Make it Plain—Get a grasp 
on the fellow you are talking with. 
Do not get out that little book 
that will only puzzle him. Answer 
his question without looking at 
your books, charts and tables. 

5. Tell the Truth—By the law 
of average, honesty gives the 
greatest profits. If you are work- 
ing for a concern where you can- 
not tell the truth, quit and go 
elsewhere. 

6. Be Dependable—lIf you tell 
a man you are going to do a thing, 
do it if it costs a leg. 

7. Remember Names and Faces. 
—Don’t call me Green when my 
name is Crane. I am sensitive 
about my name. Don’t call me 
Mister if my title is Doctor. Don’t 
call a Colonel, Major. 

8. Don’t Be Egotistical—I am. 
You must not be. Don’t show off. 
You came to sell me something, 
not to make a good impression. 
Magnify my ego, not yours. 

9. Think Success. Radiate Pros- 





62 


~ 


perity—Do not mention calami- 
ties, dirges, funerals. Be a Polly- 
anna. 

10. Be Human.—lIf the Com- 
pany merely wanted to dissemi- 
nate information, they would use 
a catalog—not you. 

“I’m afraid I will fail,” a young 
salesman just starting out into his 
territory, said to me recently. 

He was surprised to have me re- 
ply that I thought his fear might 
actually help him. Fear is an 
energizer. It either makes us fight 
or run away. Most of us, not be- 
ing cowards, fight, and our fears 
help us win. 

When a nation is afraid of an 
attack, it increases its armaments. 
It builds a bigger army, navy and 
air force. It equips itself to fight 
a better fight. 

A salesman who is afraid of fail- 
ing also equips himself to win. He 
prepares carefully. He works ter- 
rifically. He studies his products 
more thoroughly. He makes more 
calls, follows-up more efficiently. 
He takes nothing for granted. 
Thinking of his competitors as 
smarter than he, he puts in extra 
time and energy to hurdle this ob- 
stacle. 

He gets excited about his job 
and hurls himself into it with a 
do-or-die spirit. 

Some of the hest salesmen I 
know are so afraid they may lose, 
that they try so hard, they win. 

Every salesman naturally wishes 
to make as large an income as 
possible; so does every doctor and 
every lawyer. But more and more 
we are coming to recognize the 
fact that under modern business 
conditions those who are consid- 
ered high-grade salesmen are 
those who are interested in ren- 
dering high-grade service to their 
clients and who are adequately 
equipped to render this service. In 
other words, the successful sales- 
man of the present day does not 
pride himself on the fact that 
through the art of persuasion he 
has induced a large number of 
persons to buy a certain commod- 
ity, whether they needed it or not, 
but on the fact that through the 
service he was able to render in 
selling a certain commodity he 
has built up a large clientele. 

The modern idea of what consti- 
tutes good salesmanship is admir- 
ably expressed in a definition giv- 
en by the President of the Sher- 
win-Williams Company: 

“Salesmanship is the judgment 
and ability to sell the right man 
the right kind and quantity of 
goods, at established prices and 
terms; to follow the sale with such 
assistance as will insure satisfac- 
tory and profitable results, that 
will lead to a permanent and mu- 
tually profitable and increasing 
business.”’ 


Constructive Salesmanship 


Until recent years, far greater 
emphasis has been placed upon 
improving methods of distribution 
At the present time, most up-to- 
date organizations will not allow 
men to act as their representatives 
in the field until they have a thor- 
ough knowledge of their commod- 


ities, and the uses of those com- 
modities, but the best methods of 
selling those commodities often 
receive scant attention. 

Much remains to be done in the 
way of investigation, experimenta- 
tion, and in the evaluation of the 
material collected, before we can 
speak of the science of salesman- 
ship. At the same time, the com- 
bined experiences of successful 
salesmen have provided a body of 
valuable information well worth 
the study of those who plan to 
make selling their life work. 


Enthusiasm 


Printers’ Ink tells the story of 
the branch manager for one of the 
big electrical corporations who 
worked for several years without 
showing any remarkable ability 
and then suddenly, by rapid steps, 
quickly made his way to the top. 
He tells the secret of his success 
in somewhat this fashion: 

“T went out one Saturday after- 
noon with my wife, who was shop- 
ping about for a hat. Like most 
salesmen, I had been brought up 
to believe in enthusiasm. I sup- 
posed that I was normally enthu- 
siastic about’ my line. But that 
afternoon I realized the value of 
putting real excitement into sales- 
manship. My wife went to three 
different places before she was 
really sold a hat. So far as I 
could see, the stocks were about 
alike. All the stores were equally 
attractive. The saleswomen all 
looked about the same. No one 
store had any price advantage 
over the others. But the difference 
among the saleswomen was decid- 
edly noticeable. The one at the 
first store was enthusiastic enough 
and knew her stock well. But after 
trying on a half dozen hats, Mrs. 
F—— expressed her regret at not 
finding what she wanted, got up, 
and we left. The girl at the next 
shop wasn’t on the job at all. She 
trotted out hats, handed them 
over in a bored, detached way, and 
was apparently just as well satis- 
fied that her prospective customer 
got up to go when she didn’t find 
a hat to her liking. 

“Then came the third place. 
And that’s where I woke up to the 
chance to improve my own sales- 
manship. This shop was run by a 
middle-aged Frenchwoman. Out 
came her hats. Then she began to 
get excited. Having never studied 
French, I’m not good at reproduc- 
ing her exact words or accent, but 
you’ve probably seen her type. She 
was excited over the possible com- 
bination of the two. She lifted her 
eyebrows. She rolled her eyes. She 
was excited all over. She got my 
wife excited. She even got me ex- 
cited. And with it all, she was 
genuinely sincere. Needless to say 
it was she who sold my wife the 
hat and sent her away full of sat- 
isfaction at making the purchase. 

“That night it came to me that 
some of the Frenchwoman’s ex- 
citement was exactly the element I 
needed in my own work. 

“You know, in the electrical 
field, we speak of exciting too; and 
we mean to energize. We have 
machines called Exciters, which 
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excite or energize dynamos. Then 
and there I saw the dealer as the 
dynamo, and I set out to become 
an exciter.” 

Unless you are really enthusias- 
tic about the commodity you are 
selling, you can’t make others see 
the advantages of that commodity 
you are selling, you can’t make 
others see the advantages of that 
commodity any more easily than 
you can kindle a paper from dead 
ashes. 


Loyalty 


The president of a company, as 
commander-in-chief, assumes the 
responsibility of leading the or- 
ganization successfully in the 
same way that a military com- 
mander assumes this responsibil- 
ity. He must study the ground 
and weigh the chances of success 
according to various plans. Before 
a forward movement is under- 
taken, the staff is called into con- 
sultation and the plans are con- 
sidered in detail. There is always 
someone, however, who will won- 
der why it is a right flank attack 
instead of a left, or why not a 
frontal attack. He cannot under- 
stand the reason for this or that, 
failing to realize that all these 
things were considered by the 
commander-in-chief and a care- 
fully selected general staff before 
the plans were published. 

Of course, most companies wel- 
come constructive criticism, but, 
too frequently among salesmen, 
there is a disposition to criticize 
the organization and to take the 
attitude that “the company” is re- 
tarding rather than helping along 
their efforts by a refusal to adopt 
their ideas of individual salesmen 
or to follow in the footsteps of 
rival organizations. 

In most cases, the heads of a 
company have more at stake than 
the individual salesmen, and are 
just as much interested in the sale 
of goods. It is not likely, therefore, 
that they will refuse to accept 
plans which, after careful consid- 
eration, promise to increase sales. 


It is not necessary to adopt the 
attitude of “our country, right or 
wrong,” toward your company, but 
as long as you draw a Salary or 
commissions from a certain or- 
ganization, be loyal to that organi- 
zation. You always have the 
privilege of resigning your position 
if you do not agree with the policy 
of the company. However attrac- 
tive the salary, no man can afford 
to invest his time with men or 
enterprises that do not enlist his 
voluntary respect and enthusiastic 
support. To do so, in the end, is 
unwise, even from the financial 
point of view. But no person is fa- 
vorably impressed when a Sales- 
man “knocks” the policy of his 
company, and so, in your own 
interests as well as those of your 
company, don’t let this habit grow 
upon you. 


Energy 


Manufacturing costs are usually 
determined in their relation to an- 
nual production figures. Any 


diminution of sales, therefore, in- 
creases the amount of cost. One 
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organization, feeling that insuffi- 
cient effort had been put forth, 
recently adopted the plan of 
charging each sales territory 
with its pro rata share of the rent 
for idle machinery, which was de- 
ducted from the net profit of each 
salesman’s annual volume. Of 
course, this was an emergency 
measure, but, in cases where de- 
creases in production can actually 
be traced to lack of effort on the 
part of salesmen, it is a logical 
plan. 

Many salesmen actually work no 
more than two hours a day, yet 
consider that they have put in as 
much time as the man who has 
worked steadily at a desk for eight 
hours. 

Here, for instance, is a sales- 
man’s day as reported in an article 
in Printers’ Ink. 

8:30 to 9:45 At the store. 

9:45 to 10:10 Car. 

10:10 to 10:35 With prospect. 

10:35 to 10:50 Walking. 

10:50 to 11:30 With Prospect. 

11:30 to Noon Car. 

Noon to 1:00 Lunch. 
1:00 to 1:50 Fussing at desk. 


:50 to 2:05 Car. 

:05to 2:55 With prospect. 
:55to 3:00 Walking. 

:00 to 3:10 With prospect. 
:35to 5:40 Fussing at the store 
:40 Left for home. 

The actual time spent in the 
presence of prospects is two hours 
and five minutes. Naturally, a 
salesman must devote a certain 
amount of time to getting around, 
and to office work, but the average 
salesman spends far less time in 
actual interviewing than he 
should, for the more prospects he 
sees, the greater his chances of 
success, provided, of course, his 
calls are arranged systematically. 
As the article in Printers’ Ink fur- 
ther states: “Making a fortune on 
four hours a day is no jest. If 
every salesman would add two 
hours a day to the time he actu- 
ally spends talking to prospects, 
the piano manufacturers would be 
sold out of stock in thirty days, the 
radio firms would hire all the 
manual-training-school graduates 
as workmen, and the varnish and 
shellac people would think they 
were painting the earth.” 
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FROLICS AND GRIDIRON SPECIALS SEEN BY THE CAMERA 


1. R. A. Maish introducing Charlie ‘‘Snooks’’ 
2. Hampton's Hoosier Hot Shots, musicians extraordinary, who led the convention delegates into 


Garvin hiding bashfully behind lollypop. 


the Exhibit Hall Monday afternoon at the opening of the third presentation of the Five Cen- 
turies of Progress Exposition.—L to R: Carl Kaufman, Parrot Speed Fastener Corporation; 


R. J. Vojta, Frank Mashek & Company; Harry Short, Columbian Art Works and Oakville Com- 
pany; G. J. Aigner, G. J. Aigner Company; Louis Klewitz; W. H. Cox, Carter’s Ink Company 
and Harvey Huettenrauch. At lower left is B. J. Powell. A. W. Faber, Inc. 


the floor is Hy Linden, Ace Fastener Corporation. 


3. E. R. Kochheiser, Charles Ritter Company. Mansfield, Ohio; Harry Tehan, Charles M. Higgins 
& Company; Harold Hampton; R. A. Maish, Dennison Manufacturing Company; Sally Balaban. 
Service Office Supplies, Detroit; Harry Balch (with one eye showing), Quality Park Envelope 
Company; Rhys Llewellyn, Manchester, N. H.; 


Victor Safe & Equipment Company. 


Art Frey, The Globe-Wernicke Co.; Bill Block, 


4. Harry Tehan, Charles M. Higgins & Company, Gridiron property man walking into the pic- 
E. 


ture; Rhys ong a Manchester, N. H.; 
Block, Victor Safe & Equipment Company. 


R. Kochheiser, Charles Ritter Company; Bill 
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Make a report for your own in- 
formation of the way each hour is 
spent for a week. Compare this 
with the hours of steady work put 
in by a man who works eight 
hours at a desk, such as a bank 
teller. You can then decide for 
yourself whether you are putting 
sufficient time on your work. 


Summary 


Salesmanship is the art of pre- 
senting the advantages of an offer 
in a way which makes a direct ap- 
peal and tends to prompt action. 

According to present day stand- 
ards, the sale in which the needs 
of the buyer are not served, is re- 
garded as exploitation. Construc- 
tive salesmanship is the art of 
selling commodities to meet genu- 
ine needs. 

Thorough preparation is_ the 
basis of successful selling. Selling 
without enthusiasm is as impos- 
sible as kindling a fire from dead 
ashes. 

A company is judged by the in- 
telligence, appearance, and man- 
ner of its representatives in the 
field. 

As long as a salesman draws a 
salary or commissions from a cer- 
tain company it is his duty to be 
loyal to that company. 

A high sales record requires as 
much work on the part of a sales- 
man who is his own “boss” as 
would be required on the part of a 
man who had someone over him. 

Buying is a mental process, and, 
as such, is peculiarly subject to the 
influence of the imagination. 

Orders are secured not by out- 
arguing the prospect, but by ap- 
proaching the question from the 
prospect’s point of view. 

The human machine must be 
kept in first-class condition if it 
is to do first-class service. 

A bank account is an asset of 
greater value than the amount on 
deposit represents. 

The principles underlying good 
salesmanship are the same wheth- 
er the salesman is engaged in 
wholesale, retail, or specialty sell- 
ing. 

The practices in selling vary 
with the type of commodity sold. 
The salesman therefore, should 
measure the value of his methods 
by the standards set by leaders in 
his field. 

Remember the story of the tour- 
ist who demonstrated unusually 
perfect echoes in the Alps, until 
he shouted: “What time is it?” 

. and the answer came back: 
“Four o’clock!” 

The humor, of course, lies in the 
fact that the demonstrator did not 
get back what he sent. He ex- 
pected to ...as would any of us. 
Yet, how often do we really believe 
in the law of echo in our everyday 
living? 

Sometimes aren’t we a bit sur- 
prised that we do get back what 
we send? We may feel inclined to 
shout: “I’m worked to death... 
there’s no use!”... and expect the 
echo to say: “That’s tough. Here’s 
some new, easy work at much 
higher pay.” But, all we hear is 
“.,. there’s no use!” Or, we may 
want to broadcast: “Why can’t I 
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have the personality, the success, 
and do the things that Jim does?” 
And “. . . Jim does,” is all that 
comes back. 

Thoughts and actions, as well as 
words, have echoes. Naturally our 


business, financial, personal or any 
kind of success depends upon di- 
recting thoughts, actions and 
words to bring the proper results 

. echoes, we have called them 
here. 


Originating a Sale 
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Isn’t it better business, then, 
when we tackle a problem, to say: 
“What if it does look tough, it can 
be done!”’. .. And the echo-result 
comes back: “It can be done!” Are 
you a salesman or an auctioneer? 


Speaker Proves Theories by Making a Sale to the Convention Hotel 


—— remarked that when 
you pulled in your belt a couple 
inches it was a recession, when 
you didn’t have any belt that was 
a depression, and when you didn’t 
have any trousers to hold up, that 
was a panic. One comforting 
thing in this business of ours is 
that in recession, depression, or 
panic we know that so long as the 
wheels of industry turn, so long 
as offices remain open for busi- 
ness, they must use the things 
we sell. There are sales possibili- 
ties in hard times as well as in 
good times. In hard times par- 
ticularly, because then business 
needs better systems, filing sys- 
tems, accounting systems, and 
better methods of doing business. 
It is for us to see that possibility. 

This talk was supposed to be on 
“Originality in Selling.” I know 
a chap with original sales ideas. 
He took an order for ten thou- 
sand order blanks, and he just 
added one cipher to it. When the 
hundred thousand arrived, and 
the complaint came, he got a let- 
ter from his firm to straighten 
out the complaint. This is where 
his originality came in. He went 
into the customer’s office, and 
hung his new coat where it was 
bound to catch fire, and while 
the purchaser was telling him 
what he was in no uncertain 
language, the coat caught fire, 
and the interview wound up by 
purchaser apologizing to the sales- 
man and inviting him to come 
again. That is originality, but I 
wouldn’t recommend it. 


Work From Customer’s Angle 

I am going to discuss originat- 
ing a sale, because I think that is 
more important. To originate a 
sale — this is the only idea I have, 
and I am not going to be too 
serious about it— you must work 
from your customer’s angle, and 
not from your own. You must 
serve him rather than sell him. 
In other words, get his problem, 
study it, and then present your 
story, and you make a sale. 

Underlying that, and particu- 
larly, young fellows, you must 
have two things—sincerity and 
honesty of purpose. I would put 
that before anything else, as you 
go out on the road to sell. You 
must serve him to the best of 
your ability. If I go into a cloth- 
ing store, I don’t like to hear the 
clerk say, “This little baldheaded 
guy will fall for the suit we 
haven’t been able to move, and 
we can shove it off on him.” I 
want him to say, “Mr. Llewellyn, 
if you use the stripe going up and 


By RHYS LLEWELLYN 


Governor, N. S. A. District No. 1; 
R. H. Llewellyn Company, 
Manchester, N. H. 


down it will make you seem taller, 
and we will fake that shoulder 
a little that has a bit of a sag, 
and with an up and down stripe 
you will be as handsome as Harold 
Hampton. 

Elbert Hubbard said, “Do your 
work whole-heartedly and you are 
bound to succeed, because there 
is so little competition.” 

I went to singing school in Ben- 
ton Harbor, Mich., when I was 
twenty, and I started out selling 
on the road. I had heard all 
about selling, and I wanted to 
know where to get my teeth in, 
where to get a prospect, where 
to start. Now, prospects in our 
business are everywhere. They 
are as thick as sand fleas. Any 
salesman in our line of business, 
if he keeps his eyes open, can’t 
help but find prospects. 

In New Hampshire we have a 
population in the entire state of 
some 460,000 people. I got lost 
over here in the hotel trying to 
find the Rotary Club meeting, and 
so I judged there were at least 
twice that many people in Chi- 
cago. You have a big territory to 
work in. But right here in Chi- 
cago you can apply the thing I 
am talking about, and make it 
work. Before I get through, I am 
going to prove it. In the first 
place, you go into a customer’s 
office, find the need for some- 
thing, and then start your sales 
argument; he needs this for his 
benefit. Do something for him, 
not for yourself. 

You must also believe and prac- 
tice what you preach. I think 
a stationer should have a decent 
office, and it should be equipped 
in an up-to-date way. He should 
have a modern accounting sys- 
tem and a good filing system ... 
You must believe sincerely in 
what you are telling the prospect, 
and do likewise yourself. 


Creative Selling by Both Inside 
and Outside Salesmen 

Creating a sale or originating 
a sale is just as much an inside 
salesman’s job as that of an out- 
side salesman. A man well known 
in Manchaster came to my store 
with an “A” guide, and the “A” 
was hanging by a tail. He said 
to the clerk, “Have you a new 


set of these things? I would like 
to renew this.” Does that picture 
give you any idea? I stepped up 
and said, “Doctor, apparently you 
aren’t satisfied with your present 
filing system.” This is the picture 
I got, that he was trying to file 
his records in a little invoice sized 
file, probably an old five-drawer 
file; that he was getting a new 
set of guides, and he was going 
to try to fix up his filing system. 
I said, “Let me go over to your 
office, and see what you need.” 
That was a $450 order, instead of 
a set of guides, and the doctor 
was pleased. 

I have a report every day from 
our bookkeeper, and part of the 
report covers any returned mer- 
chandise, because sometimes you 
get a kick-back on something 
from the store. On this report one 
day there was‘a set of guides. I 
asked, “Why did the bank bring 
these back?” The reply was, “I 
don’t know.” “Did you sell them 
another set?’ I inquired. The an- 
swer was, “No.” When a set of 
guides is purchased and brought 
back, there is something the mat- 
ter. I went down to the bank, and 
they were trying to file 35,000 
names with a set of these little 
guides. That was a $275 order be- 
fore I got through. Those oppor- 
tunities are presented to all of us 
every day. 


Be an Authority and Proud of 
What You Sell 


You must know the tools of this 
industry, must know something 
about accounting, something 
about filing and about indexing; 
in other words, you should be just 
as much of an expert in this line 
as the dentist or the doctor is in 
his. The business man that has 
something wrong with his office 
routine should automatically turn 
to the office equipment house in 
his town and call on that man. 
That is the thing we should all 
build to. And you can only do it 
by study. 

This display out here is a liberal 
education in itself. It is worth 
while taking a lot of time, and 
listening to the salesmen who 
know those things, and then using 
your imagination to apply them 
to your own work. You cannot 
give a man a talk unless you 
know what you are talking about. 
You must speak with authority... 

You can’t just hope for knowl- 
edge. You must have it. You can 
either overdo explaining a thing, 
or underdo it. It is better, per- 
haps, sometimes to overdo. 

If you go into an office and 
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SMILING DELEGATES AND THEIR LADIES AT THE CONVENTION 


. Leona Smith; Otto Eisenlohr, The Dorsey Company, Dallas; 
Louise LaCera, Chicago; Ben Stapleton, Transylvania Printing 
Company, Lexington, Ky.; Mrs. Stapleton; Herbert Walsh, South- 
worth Company and Richard Best Pencil Company. 

. Eddie Burton, Koch Brothers, Des Moines; H. E. Waldron, W. A. 
Sheaffer Pen Company; K. C. Hedeen; Gene Mitchell, manu- 
facturers’ representative. 

. Charles Underwood, Fulton Specialty Company; Tad Allison, 
The Stationers, Elkhart. Ind.; Harry Anderson and Art Frey, 


5. 


6. 


E. A. (Curly) Mannhardt, Bennie Allen, Ham Kendrick, all of 
American Pencil Company. 

George Hanson, Wilson-Jones Company; Harry Shockley. Bram- 
wood's, Indianapolis; Charlie Davis, Automatic Pencil Sharpener 
Company; Sam Walker, B. F. Goodrich Company; Homer Weber, 
Johann Faber, Inc. 


. F. R. Stevens, Roy Evans, Kenneth Henderson, Karl Kiesel, all 


Carter’s Ink Company. 


The Globe-Wernicke Co. 


4. Bill Lipner, Irving P. Favor, Gerald N. Favor, Koh-I-Noor Pen- 8. 


cil Company. 


make a survey, and get an order, 
and you put in new desks and files 
and systems, you have something 
more than a profit in that sale; 
you have a pride in the accom- 
plishment of what you have done. 
That office is your brain child. 
You gave breath to it. So, when 
you make your office installation, 
do something you will be proud of. 

You must be sold on what you 
are selling or recommending. So 
many salesmen working for Jones 
wish they were working for Smith, 
and if they have one thing, they 
wish they had the other. 

I was given to understand when 


I was a kid that in order to be 
a salesman you had to talk. But I 
didn’t like to talk, and I figured 
I would never be a salesman. But 
I found you could make the pros- 
pect do the talking, and then he 
was on the defensive and was at 
your mercy. 

I do not believe in high-pres- 
suring a man. You don’t have to. 
If you sell him on the fact that 
you can give him a visible ledger 
set-up that is more efficient, very 
much easier to refer to, and that 
will make it much easier for him 
to follow his slow accounts, you 
don’t have to high-pressure him. 


In the Sengbusch booth. G. J. Sengbusch. Mrs. Sengbusch, 
Fred Sengbusch, Mrs. Walter Kuehn, i. 


F. (Heinie) Sengbusch. 


In selling, don’t knock the other 
fellow. One of the finest compli- 
ments we ever had occurred about 
five or six weeks ago. We made 
a survey for the Pelton Brush 
Works, and put in about $6,000 
worth of equipment. That was 
about six years ago. Recently that 
man called up and said, “We are 
going to move into a new admin- 
istration building. I don’t think 
we want to buy anything, but 
would like to have you look it 
over.” They had a rectangular 
building, with five apartments. 
We hadn’t sold them any of their 
files, they had accumulated them 
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—a heterogeneous mass of filing 
cabinets. Consequently, I visual- 
ized that new building with a dou- 
ble 25-foot row of files, back to 
back. 

This was on Saturday morning, 
and I worked on it until midnight. 
I drew the plan and illustrated 
it. Sunday morning I had a date 
with one of the officers, and laid 
the plan before him. He looked 
it over and said, Llewellyn, that’s 
good. Shoot the works.” That was 
a $2,000 order, because we served 
the customer from his angle. We 
got all the files. The whole thing 
was planned, every drawer in that 
whole 50 feet was planned, and 
it was a good job. 

Later, one of my little competi- 
tors came along and said to him, 
“If you had given us that order. 
we could have saved you 15 per 
cent.” Pelton replied, ‘‘“Maybe you 
could, but if we paid Llewellyn 
$300 more, it is worth it; because 
you are trying to sell us a dis- 
count, and he sold us a service.”’ 

Charley Mitchell, the distin- 
guished gentleman from Topeka, 
Kan., came to Boston, and he 
wanted a real broiled lobster. The 
waiter brought on a lobster, and 
it had only one claw. Charles in- 
tently gazed upon it, and then 
asked the waiter, ‘“What’s the 


matter with him?” “Well, you 
see,” said the waiter, “sometimes 
they get into a fight and lose a 
claw.”” Charley was indignant, and 
said, “Take this thing away, and 
bring me the winner!” 

I have a lot of pride in this 
business, because I look at it not 
as a stationery store in a little 
place, with pens and pencils, and 
with unclean floors, but as a busi- 
ness where we are working to the 
dignity of a profession. It is a 
real business, and we have some 
wonderful men in it. What I hope 
to accomplish in our district in 
New England is a greater realiza- 
tion of the possibilities of our 
business, and the building up of 
an added dignity, with our sales- 
men working out, not as peddlers, 
but as experts in their line. 

Three men were digging in an 
excavation, and a man came along 
and asked them what they were 
doing. One of them said, “I am 
digging a ditch.’ The second man 
said, “I am working for three 
dollars a day.” The third turned, 
and in his face was a glow of 
pride, as he said, “Mister, I am 
helping to build a_ beautiful 
cathedral!” 

I dislike an anti-climax, but I 
told you I would prove that if 
you apply a knowledge of our 
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business with the sincere desire 
to serve a customer, you could 
make a sale, and I don’t want 
you to think I am a liar. If you 
were standing down in the lobby 
of the Palmer House wondering 
whom you could sell in this big 
city of Chicago, where would be 
the logical place to start? Why, 
the Palmer House itself! To test 
my theory, I decided to try it 
out at the desk downstairs. The 
first thing I saw was an old worn- 
out work-organizer. So I took it 
up with the management and sold 
them a new one. I have the order 
in my pocket! 

This is the rest of the story, and 
this is a tip for you boys. Do 
you know what they need? In the 
credit department, they have 
seven thousand credit cards in 
visible cabinets. They are stuck 
in a room in back of the cage. 
They need to be condensed and 
put in the cage, so the cashier 
can refer to them quickly. They 
have two letter files stuffed full, 
and need some more letter files. 
Their filing is poorly done. The 
files need to be numerically in- 
dexed with metal tab guides. 
Their guest history record is very 
badly indexed. There are _ 150 
cards back of one guide; there 
should be 20. 


Better Sales — Better Business 
Make Every Sale a Better Sale, One That Carries a Better Profit 


= had a pleasure today 
that doesn’t come to many peo- 
ple in this industry, and that is 
to renew the fine friendships 
made over a period of twenty 
years... 

The day I left this industry to 
enter another one, I found that 
you can’t leave it. The first morn- 
ing in my new position the morn- 
ing mail was put on my desk —a 
pile of letters, paper, a stationery 
item, containing messages put 
there by typewriter ribbons, an- 
other stationery item, signed with 
pen and ink, both stationery 
items. Then came the task of 
answering the mail. My secretary 
came in, and sat on a chair, a 
stationery item, put her note book, 
a stationery item, on a desk, a 
stationery item; took a pencil in 
her hand, a stationery item, and 
proceeded to take the dictation 
I gave her. Next came a tele- 
gram, which, of necessity, in the 
business I am now in, was in code. 
The first word in that telegram 
was — what do you think? “Sta- 
tioner.” I just had a hell of a 
time getting out of the stationery 
business! Consulting the Interna- 
tional Code Book, I was amazed 
to find the word “Stationer” 
means, “It is very important.” 

I wonder sometimes if we real- 
ize how important this industry 
really is. Everything you can 
think of is built around this fine 
stationery industry. Even the 
money spenders in Washington 
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By C. G. CONSODINE 


J. C. Consodine Company, 
Indianapolis, Ind. 


can’t get away from it. The very 
money they spend, whether it is 
on paper or actual money, is 
printed on a piece of paper, a 
stationery item. I believe this 
great industry can and will, if 
taken seriously, lead this country 
out of the temporary recession we 
are in, because it is made up pri- 
marily of one function, and that 
is selling; which leads me to the 
important part of this discussion I 
have been so kindly asked to par- 
ticipate in. That is — better sales- 
men, which means better business. 

Three days after I left this in- 
dustry I had the privilege of at- 
tending a large meeting in one 
of the cities of this country spon- 
sored by the National Sales Cru- 
sade Committee. Some _ twelve 
thousand people were gathered in 
a great auditorium to listen to 
this program. It started in a pe- 
culiar manner. Many in the audi- 
ence were clerks and sales people 
from retail stores, and for thirty 
minutes they listened to an ad- 
dress by the sales manager of 
a vacuum cleaner outfit, telling 
how to sell merchandise. It 
looked as though they started 
out on the wrong foot. Next day, 


I went to the department stores 
to ask what the results were, be- 
cause the idea was that the creat- 
ing of sales would mean new jobs. 
Well, the trash that was on the 
counters, that had been gathered 
up out of the basements, couldn’t 
create any jobs for anybody; ex- 
cept, perhaps, some long-haired 
agitators, and I’m not in favor of 
creating jobs for them, as they 
have done pretty well for them- 
selves in the last six or eight 
years. 


Proposes a Slogan 


But I am interested in getting 
better jobs for you, and you, and 
you, and who stayed loyal to the 
industry you are in and the people 
you were employed by during 
these years. After summing this 
whole thing up, and going back 
to my business, I gave it a lot of 
careful thought. 

The business I took up is no dif- 
ferent than this. It had become a 
business of just sales. Most of 
the men working for us appar- 
ently did what we all did during 
the past five years, went along the 
line of least resistance. We were 
coasting. We all just made sales; 
but just sales will not make good 
business. I concluded that if 
“More Miles Per Gallon” and “The 
Pause That Refreshes” were 
worth anything to the oil indus- 
try and the Coca Cola people, per- 
haps we too should have a slogan. 
So I applied a slogan, and put it 
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on our letterheads: “Better Sales, 
Better Business.” 

I heard a story which applies 
to business conditions in this 
country during the past several 
years. A young book salesman, 
working his way through college, 
was going from house to house 
in a rural community, selling a 
finely printed book compiled and 
published by the New Deal Brain 
Trust, on the best way to farm. It 
was a masterpiece. He had good 
success in selling the book, and 
finally came to a farmer leaning 
on a fence and chewing a straw. 

The boy introduced himself and 
his product. 


The farmer, however, was un- 
impressed, and he said, “It’s nice 
to see you, Son, but I ain’t goin’ 
to buy.” 

The boy replied, “This is a very 
fine piece of literature. It will 
give you the knowledge you should 
have as a successful farmer.” 

The man was adamant, answer- 
ing, “It don’t make no difference; 
I ain’t goin’ to buy none.” 

The young fellow insisted, “But 
all your neighbors have bought it. 
Some are using it, and you should 
have it!” 

“It don’t make no difference; 
I ain’t goin’ to buy.” 

The boy then said, “It’s only 
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$2.50, and I have given you good 
reasons why you should have it. 
Can you give me any good reason 
why you should not buy it?” 

“Tl sure do that,” the farmer 
said, “I ain’t farming half as good 
as I know how, now!” 

Perhaps we all have been in 
that position. None of us has 
been doing his job half as well 
as he knew. We should find out 
how well we know, and then do 
it in that way. 

I want to tell a story about 
Harold, here. He is one of the best 
loved fellows in Indianapolis, and 
everybody thinks of him with love 
and affection, but I want to give 





MORE N. S. A. CONVENTION VISITORS AT CHICAGO 


- Jim Pryor, Wilson-Jones Company; Harry Murdoch; Harry Gold- 


smith, Fort Wayne, Ind.; Tom Bledsoe, Autopoint Company. 


- Horace Van Dorn, Joseph Dixon Crucible Company; Ben Terkel. 


H. Niedecken Company, Milwaukee; O. F. Modene, Marshall- 
Jackson Company, Chicago; Paul F. Hooker, Decker’s, Inc., 
Lafayette, Ind. 


. J. C. Dawson, Jr., Mrs. Paul Gosiger, E. C. Vevier, all Loose 


Leaf Metals Company. 


: Joe Towne, Harry Spurlock, A. E. Farr, all of National Blank 


Book Company; Fred Coggin, Sun Rubber Company: Ed Perry, 
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oA eam Manufacturing Company. twenty-five years in loose 
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- Folger Fellowes, Bankers Box Company. 
- Sally Balaban, Service Office Supplies, Detroit. 
- Jim Cooper, manufacturers’ representative; Ben Powell, A. W. 


Faber, Inc.; Bob Pinney, Acme Card System Company. 


- Harry Ayres, Joe Sideman, S. J. Graff, Sig Rest. Harry B. Todd, 


all Speed-O-Print Corporation. 


. Don Crile, Office Equipment Company, Canton; Elmer L. Sick, 


W. B. Gregory Company, Detroit; A. M. Fox, Miles Fox, Inc.. 
Detroit; L. W. Hudson. Star Printery, Muskogee, Okla, 
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you the low-down. The fact of 
the matter is he is the most hated 
man in the pencil business. He 
has a delightful little daughter, 
a very sweet little girl. Harold 
had some beautiful pencils in his 
place, and Sally came down one 
Saturday and while Harold was 
working around the office, she 
separated her father from some 
very beautiful pencils. And being 
a lovely girl and generous, Mon- 
day morning she took a handful 
of them to school and started dis- 
tributing them around to the chil- 
dren she liked. Finally one little 
girl said, “Sally, where do you get 
all these beautiful pencils?” “My 
father sells them,” was Sally’s re- 
ply. And the other little girl 
said, “So it’s your father who’s 
the old man that comes to our 
door and bothers my mother so 
much. Gee, how my mother hates 
your father!” 


Create Better Sales 


I think there have been too 
many sales made on the basis of 
making sales. If we are to have 
a better business, each sale must 
be a better sale. Better sales are 
bound to bring better profits, and 
better profits will bring better 
business. I would like to see some 
such slogan as I have suggested 
placed on your bill heads and let- 
terheads and business cards for 
the next year. Make people real- 
ize that it is just better business 
that every one wants. 

To create better sales and bet- 
ter business we must be honest 
and sincere in practices and ac- 


tions. It cannot be better business 
for the other fellow and chiseling 
for you. That won’t work. Your 
personal character, gentlemen, is 
only as good as your practice. 
Apples do not fall far from the 
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tree they fall from. One of the 
great causes of trouble has been 
lack of character in doing busi- 
ness with each other. Honesty 
and sincerity are reasons that 
have brought about the Fair 
Trade Acts, and lack of them is 
one reason why they have not 
worked. 

I am now in the liquor business, 
and there are fair trade contracts 
in our business, and no monkey 
business about it. Unfortunately, 
Illinois started into it, but backed 
out. No ball game was ever won 
with a foul ball; it takes a fair 
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ball to win the ball game. I have 
seen instances where dealers got 
the manufacturers to put their 
products under fair trade con- 
tracts, and they were wholly sin- 
cere in their efforts to put them 
across, and then they have stood 
in their stores, in my presence, 
and told customers they could sell 
another product at a lower price 
because it was not under fair 
trade contract. You cannot do 
business that way. We must be 
honest and sincere with each 
other. 

One of the finest things I have 
taken out of this industry has 
been the wonderful friendships. 
I don’t think you need inspiration, 
and there is no sense in my talk- 
ing about inspiration. If you 
can’t get inspiration from Charley 
Garvin and Harold, here, you 
can’t get it at all. The gigantic 
amount of business they got and 
handed to the manufacturers 
yesterday is enough inspiration. 

Consider the cow grazing in a 
pasture. When the grass gets to 
the point that it doesn’t taste 
good, the cow doesn’t stomp or 
rant about. It just steps over to 
fresh grass. Why not apply that 
to our business? Start out with 
the idea that you are not going 
to make just a sale, but insist that 
your personnel make every sale 
a better sale, one that carries a 
better profit. If you do that, next 
year when you come there will 
be a different aspect, and you 
will be enjoying better business, 
and better business is what every- 
body wants. 


Value of Case Histories 
Average Customer Uses Fifty Items; Dealer Too Often Satisfied to Sell Him Ten 


a and I were to have a 
dialogue, but we promised to get 
you out of here by nine o’clock. 
The dialogue will be put off to 
another time. 

Before taking up my subject I 
want to offer thanks on behalf of 
our industry that your customers 
and ours are not as economical in 
the use of office supplies as we 
dealers are. If we could get to 
using some of the things we want 
to sell our customers, we would do 
better. I think we should use 
these fine things, visible systems, 
filing cabinets, and so on, that we 
try to sell. 

The thought I would like to 
leave has to do with the type of 
competition you run into. Let me 
call this fellow John Doe, the fel- 
low who, after we build up an 
order, we are always very worried 
for fear he will be in on the deal. 
He is the man who goes after all 
the big orders. I have in my town, 
and you have in yours, the man 
who likes to work on the big 
orders. If he stays with his house 
long enough, his house gets into 
difficulties. But having sold some 
big orders, the manufacturer will 
try to find another job for him. 
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Finally they wake up to the fact 
that while he sells merchandise, 
he is a discredit to the industry. 
A man in Indianapolis said he 
loved to write a big order, because 
for two weeks before he sold the 
order he could talk about it, the 
day he got it he could think about 
it, and then he could talk about it 
for two weeks afterward. 

A lot of us like to write the big 
orders, and between the big orders 
we are likely to pass up all chance 
for profit in the small orders. The 
men who stay in the industry year 
after year are the men who do not 
pass up the small orders. 


Case Histories of Customers 
Reveal Potential Sales 


I want to speak about records 
and case histories of your custo- 
mers. The average customer uses 


fifty items, and many times we 
are satisfied with the business we 
are getting from a customer if we 
sell him five or ten of those items. 
If we stop to analyze their ac- 
counts, we will find that we are 
doing a big business with the cus- 
tomer on five, ten, or fifteen items. 
But if we study that account, we 
will find there are fifty items that 
he is buying. We say we don’t 
want all the business. We are 
getting all the volume items, sell- 
ing him ten items. But if we are 
selling him ten and leaving forty, 
we are leaving forty contact points 
for our competitors. Without 
studying and keeping a record of 
these items, we are leaving him 
forty chances to our ten to lose 
these items we are selling him. 
And where we leave those items to 
our competitor, eventually we do 
lose the ten, because some man 
selling those other forty items 
does a real job. 

That information about your 
customer is fine, and your obser- 
vation is valuable, but remember 
it isn’t worth anything unless the 
information is recorded, because 
even the finest mind has its limits. 

Those who are doing a selling 
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job over the country are the fel- 
lows who know when they come 
in what to talk. They talk not 
only the items they are selling, 
but the items they are not selling. 


in the business. Rhys does a crea- 
tive job, but there are fellows in 
our town that get the big orders. 
I can think back to a period of 
thirty years ago when there were 
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salesmen in our town, but none of 
them are left. If our young men 
will start out to do a selling job, 
keep accurate and careful records, 
and learn the whole line, they will 


IO Um co ne 


The brilliant minds do not stay just 


about twenty-five of 





those stay with us a long time. 
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Prison Competition 
Suggests Industry Organize in States to Curb Appropriations 


HE subject we are discussing 
this afternoon is not one that af- 
fects the company I represent 
nearly to the extent that many 
seem to feel. This proposition of 
prison competition is one that af- 
fects all business. I think it af- 
fects our industry in a broad sense, 
perhaps, to a greater extent than 
any other industry, but there is no 
industry in the country that is not 
affected by the competition that 
we are experiencing from the 
prisons, and which is growing very 
rapidly. 


The thing involved is the wel- 
fare of the American people. Make 
no mistake about that. There are 
many problems that we, as Ameri- 
can business men, have confront- 
ing us, and I find, as I talk on this 
over the country, that the remark 
is made that there are other prob- 
lems far more serious than this 
prison competition. I want to say 
to you, after having studied it, I 
do not believe there is any prob- 
lem for this industry more serious 
than prison competition. I say 
that for the reason that it is grow- 
ing so rapidly, and it will continue 
to grow unless we do something to 
stop it. Some of the other prob- 
lems we have in our industry do 
not have that feature involved. 


I have tried to analyze this ques- 
tion to find out what is the motive 
back of this movement, and have 
come to the conclusion that two 
things account for the activity in 
the development of manufactur- 
ing in prison. One is the ambition 
of the men who head up the vari- 
ous prisons. They want to make a 
good showing, a name for them- 
selves, and apparently they are 
willing to do that irrespective of 
the price the American public pays 
for it. Perhaps that is natural, be- 
cause a large percentage of them 
are politicians; and my conclusion 
in regard to the politicians we are 
dealing with today is that they do 
not care anything for the welfare 
of the American people, compared 
with their own welfare. 


The other motive comes from 
socialistic sources and communis- 
tic sources. The socialists feel that 
where goods come out of a prison, 
it is a step forward in some of the 
things they have in mind, and is 
forwarding their program for hav- 
ing the government control all 
things. 


Injustice to Unemployed 


The injustice of the proposition, 
as it is developing today, -is not 
against the business man alone. 
It is against the worker. 


The question is asked me, what 
are we going to do with the prison- 
ers? I am not an authority on 
prison management, but I say to 
you that the first question to be 
answered is, what are we going to 
do with our unemployed? I do 
not think the question is in order 
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at all until we have solved the 
unemployment situation. We are 
spending a lot of money trying to 
solve that, and yet, while we are 
doing it, they are taking work 
away from private enterprise 
daily, and thus making more un- 
employed. That is not logical from 
any standpoint. As far as I am 
personally concerned, any man 
convicted of a crime that results in 
confinement behind bars, can wait 
a long time for anything to do in 
there, so long as men are seeking 
work outside of the prison. 

I am very conservative when I 
say to you that there are two mil- 
lion people whose time is occupied 
in an effort to secure education 
through manual training in our 
schools. And an average percent- 
age of that number are mature 
men and women. If it is possible 
for us to occupy the time of hon- 
est people in a way that is bene- 
ficial to them, it would seem pos- 
sible to employ all of the prisoners 
we have in work along that same 
line. And it can be done with less 
cost to the American taxpayer 
than the present system of run- 
ning our prisons. 

At Chillicothe, Ohio, is a federal 
prison, and if you want to see an 
auditorium that surpasses the 
auditoriums that are available for 
more than half the population of 
this country, go down there and 
look at it. See where your money 
is going. There is a prison in 
Pennsylvania that looks like a 
country club. A man here this 
morning told me he would be will- 
ing to live there himself, the way 
it is laid out. As an American 
people we have swung to the outer 
arc in treating prisoners, and it 
is time the pendulum should swing 
back. We are pampering them in 
giving them many things we are 
withholding from men who have 
been honorable in their dealings 
at all times. It is most unfair. 


Organization Needed in Each 
State 


I have concluded that to receive 
any benefit from this proposition, 
it will be necessary for us to or- 
ganize, so that we have represen- 
tation in every state on this prop- 
osition. This is not developing in 
our federal prisons alone; it is 
developing in many of our states, 
and the legislation is handled in 
such a way that even some of the 
members of the legislatures do not 
know they are appropriating 
money for prison equipment to 
produce goods. A vast amount of 
the money is spent for the most 
up-to-date machinery that can be 
secured, and to produce articles 
that require little man-power to 


produce them. Such is the instal- 
lation made a few months ago in 
Indiana. They are making paint 
over there, in a state where the 
paint retailers are well organized. 
They knew nothing about the pro- 
gram until they awoke to the fact 
that the machinery was installed, 
and then they started action. The 
politicians said, “Well, we have 
the machinery. What can we do, 
except go ahead and make the 
paint?” 

I have talked to many other 
groups, some divorced from our 
field entirely, and some groups 
have suffered directly more than 
our industry. I find that some 
are not informed on this subject, 
and when the story is brought to 
them, they at once become inter- 
ested. Several groups have taken 
steps which will aid us in combat- 
ting this evil. My conclusion is, it 
is necessary, if we want to accom- 
plish anything, to have a repre- 
sentative in every state watching 
this proposition continually. 

I hear criticism too frequently, 
as a manufacturer, as to the price 
made by manufacturers on certain 
goods. I am speaking now about 
prices made to the government or 
the political divisions of our gov- 
ernment. Have you ever stopped 
to think that the persons offering 
this merchandise at these low 
prices are perhaps doing it in an 
effort to get some of that business 
in competition with prison goods? 
And if it is permitted to expand 
as it has in the last five years, it 
will take your business away from 


you. 


Do you appreciate that during 
the last seven years certain manu- 
facturers whose product you dis- 
tribute, have had more than fifty 
per cent of their output taken up 
by public money? Do you realize 
that in some years there is sixty- 
five per cent of the product of 
those manufacturers sold because 
public money was available? Do 
you appreciate that there are cer- 
tain states now where the manu- 
facturer is asked to bid, and then 
the price is submitted to the peni- 
tentiary to see whether or not 
they want the business at that 
price? These things are based on 
facts; it is not a theory of mine. 

I became interested in this be- 
cause in 1932 and 1933 there was 
almost a continuous stream of 
men coming into my office asking 
for work, and one out of three 
showed in his face that he was 
not receiving proper nourishment. 
Yet, at the same time, the State of 
Ohio was putting work into the 
prisons that could have been made 
in half a dozen factories in Ohio. 


Other Groups Interested 


The suggestion has been made 
that this group, or that group that 
we have approached on this prob- 
lem would give us all the help they 
could possibly give. I have made 
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those approaches, and they will 
cooperate, but if you don’t keep 
back of them they will stop. They 
will make one particular effort, 
and then stop. The fellows on the 
other side of the fence never stop. 

In the last schedule put out this 
month, asking for bidders on gov- 
ernment requirements under the 
Procurement Division, there were 
five items listed by the, National 
Prison Labor Relations Board, 
without any bids sent. They just 
advised the Procurement Division 
that those five items would be put 
into the prison at Leavenworth 
and made there, with the result 
that legitimate business does not 
even have a chance to bid on 


them. In two cases, it was a large 
item on chairs that the govern- 
ment buys. I haven’t heard any 
complaint from the chair people. 

I think the Steel Institute shows 
more interest in this proposition 
than any other group. The steel 
furniture group is not suffering 
on this proposition to the extent 
that other groups are. The reason 
we are so interested in it is be- 
cause it affects all American busi- 
ness. Anything that affects any 
part of American business, in the 
final analysis will affect your busi- 
ness, and we should wake up on 
this. 

I understand resolutions are 
not very effective, and I agree 
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with that statement, but may I 
leave this suggestion: that you 
organize, and have at least one 
representative in each state who 
will study the actions of the leg- 
islature in that state at all times, 
and watch particularly the appro- 
priations made, and find out what 
is involved in those appropriations. 
Also contact organizations in other 
fields. In California, they stopped 
this proposition by the retailers 
getting together. That can be done 
in every state. I believe it will be 
a serious reflection on this indus- 
try if we do not organize in such 
a way that the action secured by 
the men in California may be had 
in every other state. 


The Monthly Financial Statement and 
What It Means to the Stationer 


A Group Discussion by Accounting Methods Committee 


MR. BLOCK: We on this Com- 
mittee have an interesting matter 
to discuss. It is something that 
indirectly only deals with sales, 
and yet it is something that even 
though it may be dry, we have 
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tried to make it as wet as we 
could. Charley says not all wet. 

We have broken this subject 
into three parts. This subject is, 
“The Monthly Financial State- 
ment and What It Means to the 
Stationer.” I will first ask Mr. 
Maneval to give his version of it. 


Five Causes of Business Failure 
Shown in Balance Sheet 


MR. MANEVAL: We are trying 
to carry on from two of the ad- 
dresses that you heard yesterday 
afternoon; the one on “The Sta- 
tioner as a Manager,” by Mr. 
Kerin, and the one on “The Sur- 
vival of the Fittest in Industry,” 
by Mr. Sanders, of the Stationers 
Board of Trade. We shall try to 
enlarge on some of the things 
they said, and try to give you a 
practical application. 

The average net profit on sales 
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will vary from 1% to not more 
than 3 per cent in this business. 
That is a very small target. You 
will remember Mr. Sanders said 
gross sales were like a frame, into 
which you must fit all of your 
expenses. But there must be a 
net profit also put in that frame. 

During the World War we had 
to keep records of rifle marksman- 
ship. They had boxes, and a rifle 
was laid across. The soldier lay 
prone, with the gun trained on 
the target. The target was blank, 
and the man at the other end 
moved the bull’s-eye around on 
that target at the instance of the 
man holding the rifle, and stopped 
it when the man so directed: This 
was called triangulation. At a 
range of 250 yards, as the soldier 
pointed the rifle and called “Fire,” 
the soldier at the other end placed 
a pencil dot where the target was 
stopped. He fired three shots, and 
to pass his test those spots had 
to be covered by the head of a 
lead pencil. At 1,000 yards they 
had to be covered with a fifty- 
cent piece. 

You men are shooting at an 
equally small target, and must 
shoot with an equal degree of 


efficiency. The rule of thumb 
won’t get you there, and if you 
don’t use both front and rear 
sight, foresight and hindsight, 
you won’t get there. 

The best sights you can use in 
the conduct of your business are 
your monthly financial state- 
ments. 

There are five usual causes of 
business failure. 

On the fictitious sheet we have 
distributed for your study during 
this discussion, the accounts re- 
ceivable have been on the books 
longer than sixty days. That is 
not good. They have $12,000 in 
cash, and they need $15,000 to 
pay their current obligations. 
That doesn’t leave anything for 
operating expenses. It is logical 
to assume they should set up $500 
payable on their notes payable, 
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and that they should pay at least 
$3,000 a year on their mortgage 
to pay it out. So they are not 
in good shape. 

Going into merchandise in- 
ventory, which is the second cause 
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of many business troubles, we see 
an over-investment in inventory. 
Either this is an excessive amount 
of inventory, or the house is do- 
ing less business than it should, 
according to the capitalization. 
A firm with a net worth of $111,- 
000 should be doing $250,000 to 
$300,000 business a year, and they 
are only doing $137,000 worth. 

That shows two common causes 
of business failures, either insuffi- 
cient sales or over-investment in 
inventory. 

Their investment in receivables 
is one thing you can adjust more 
quickly than anything else. You 
have to make a drive on collect- 
ing those accounts. So far as the 
merchandise inventory is con- 
cerned, that is not so easy, for 
there are two things that must 
be done. You must first sell it 
and then collect your money. 

Your volume of sales is a third 
spot. 

The company is sufficiently cap- 
italized, but there is an over- 
investment in fixed assets. Too 
often the fine buildings which 
the firm has been tempted to buy, 
or the modern equipment which 
they do not have enough pro- 
duction to justify, has been the 
tombstone of a business. 

It is impossible, with the 
changing, complex condition of 
business, to give you a hard and 
fast set of ratios for analyzing. 
Along with them you must use 
common sense, and we have tried 
to show you how common sense 
applied to a balance sheet may 
show that you are not in the best 
financial condition. 

MR. BLOCK: Mr. Kerns will 
carry on with the “Credit and 
Collection Set-up.” 


Credits and Collections 


MR. KERNS: We realized that 
most of the help given to dealers 
at this meeting was as to sales, 
but we felt other things were quite 
important. There is no doubt that 
Sales are the most important 
thing, because without sales there 
is no business. Other things may 
cause a business to fail later, but 
if you do not have sales, you 
don’t have any business. 

There are three things on this 
Sheet that have a direct bear- 
ing on credit: accounts receivable, 
notes receivable, and cash in bank. 
Those three items are the first 
things a person looking to ex- 
tend credit will examine. Your 
accounts receivable point to your 
sales figures for the preceding 
month. If the business is healthy, 
your accounts receivable should 
not be more than 35 or 40 per 
cent higher than the previous 
month’s sales. If it is higher than 
that, we know the man’s collec- 
tions are poor. That can be con- 
trolled by your sales manager, or 
account, or credit manager. The 
credit man has a thankless job, 
but he is important to your busi- 
ness. He is the watch-dog, and if 
you have a good one, he can do 
you a great deal of good. 

Don’t take an account, that is 
likely to go bad, because he has 
a large volume waiting. Very 


often they do not pay. If you 
are working on a ten per cent 
gross basis, and you grant a 
credit on a $500 order, which you 
do not collect for, you must get 
$5,000 worth of additional sales to 
make up for that one mistake. 
As to getting your money in 
after your goods are out, you 
must be diplomatic and tactful. 
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People do not like to be asked 
for money. If you can do it in a 
way that will not hurt the other 
fellow’s feelings, you will reap 
benefits from it. If your accounts 
are slow, don’t be afraid to ask 
your customers for your money. 
Your money is being used in their 
business, and they should not feel 
hurt if you ask them for it. If 
they threaten to quit, you are 
probably better off to lose the 
account, because the credit men 
will tell you that when an account 
begins to get slow, and is getting 
slower, that concern will probably 
eventually be a failure. And if 
they fail, they are taking with 
them a part of your business; so 
you can’t afford not to go after 
the money that is due you. 

The three most important 
things concerning credits and col- 
lections are: First, check your 
credits carefully ,and grant it only 
where you feel sure the man is 
a good risk. Secondly, watch 
those accounts closely after you 
have granted credit, so they do 
not get too far. Third, if they do 
start to slip, put a real effort into 
collecting them; because it gives 
you more working capital, and 
thus keeps more profit in your 
business by allowing you to dis- 
count your bills with the people 
from whom you buy. 

Mr. Block will take the subject 
up here. 


Importance of Balance Sheet 


MR. BLOCK: I have been ask- 
ing the question for some time 
as to what percentage of our three 
thousand stationers actually had 
an intelligent balance sheet 
monthly. I received answers from 
15 to 25 per cent, and if 25 per 
cent is a fair figure, the other 75 
per cent of the stationers should 
get wise, because it is very im- 
portant to handle these figures 
each month; of greater impor- 
tance than we sometimes realize. 

To have the figures for the 
past thirty days is not quite 
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enough to enable you to analyze 
whether you are getting ahead or 
Slipping. One of the best ways 
is to take the figures, and set up 
a ledger sheet, and have it for, 
say, two years on a Sheet. You 
will then have a picture which 
it is easy for you to analyze. Say 
an item of expense was three 
per cent in January, three in 
February, and then you find it has 
crept up to a little more than 
four per cent. That is a danger 
signal. The figures standing alone 
do not mean much, but compared 
with past performances are im- 
portant. You know that expense 
item must come down or some- 
thing will happen. 

You know the items you should 
sell to your customers, very often 
better than they do. You want to 
sell them what will be a good 
investment for them. 

Some years ago I received a 
telephone call from a man I had 
never met before, and I didn’t 
even know his firm. It was a man- 
ufacturing plant, and he was the 
superintendent. I called on him, 
and he asked if we had some label 
holders that he could put on a 
stock bin. He said it must be large 
enough to hold an 8x5 card. “Is 
it a stock record?” I inquired. He 
said, “Yes.” “Do you intend to 
hang one on each bin, and have 
the record kept there on it?” I 
asked. “Yes,” he replied. “How 
many do you require?” I said. He 
answered, “Three thousand.” 


I started to tell him over the 
phone —I didn’t know him nor 
did he me — that I was sure that 
wouldn’t work. He told me this 
was an idea of the big boss, and 
that the big boss was tough, and 
that is what he wanted. I asked 
the privilege of talking to the big 
boss, and he reminded me he was 
tough, but I made the appoint- 
ment. 

I got to his office about 4.15 
in the afternoon, and there he 
sat at his desk, a big burly chap. 
He said, “I haven’t much time to 
spend with you, because I want to 
get out of here in fifteen minutes, 
and I’m not going to spend any 
money.” I said, “With a little in- 
vestment, you will get a return 
on it in the course of the year.” 
“That’s what they all say,” he re- 
torted. I said, “If you’ll let me see 
your monthly balance sheet when 
you put in the system, and let me 
see it six months later, I will 
point it out to you.” There is a 
great deal in knowing the value 
that can be gotten from the use 
of your merchandise. The boss 
then informed me, “We _ don’t 
have any system here.” I averred, 
“Then you need our services.” 

We got a nice order immedi- 
ately, but in the next year I sold 
him over a _ thousand dollars 
worth of supplies. And a saving 
of over $50,000 was made for them 
during the next year. 

I recommend to each of you 
that you learn how the balance 
sheet is made, and how the differ- 
ent things affect your business. 

I recommend that your own 
stock records be adequate and of 
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the right kind, so your inventory 
investment is kept at the lowest 
point and still you have a bal- 
anced stock. A good stock record 
in your own business can and will, 
some times and in some cases, re- 
duce the inventory about 25 per 
cent, and produce a_ balanced 
stock. 

Your inventory, whether you 
like it or not, costs 1% per cent 
of the inventory value to carry 
it for 30 days, or 18 per cent a 
year. That is a staggering figure, 
and does not ordinarily reflect 
on the balance sheet. But from 


your balance sheet, and a good 
stock control record, which the 
balance sheet reflects, you can al- 
ways keep a well balanced stock. 
We must know what a balance 
sheet means, and how to read it. 

If we could take this inventory 
of $120,000 and reduce it $20,000, 
that would make a saving of 
$3,600 a year. 

Another item is_ frequently 
overlooked. I have seen reports 
calling attention to the turn-over 
on stationery goods. I question 
these reports. Some years ago it 
was reported that the average 
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turn-over in the stationery busi- 
ness was something like three and 
a half times. I think it is much 
less than that. I think you will 
find it is about one and one- 
fourth times. 

We have made no effort to give 
you a balance sheet that you 
could take home and apply to 
your own business. We purposely 
did not give you such a state- 
ment. If you do not have a good 
accountant in your own business, 
get an accountant to make for 
you these monthly balance sheets, 
and then learn to read them. 


Wood Office Furniture 


Developments in Wood Desks Initiate New Selling Emphasis 


be furniture business is as old 
as man. We don’t know what kind 
of trees grew in the Garden of 
Eden other than apple trees, but 
it is safe to say that man’s first 
table was a log and his mattress 
was a bed of boughs. Ever since 
men have lived on this earth, 
wood has played an important 
part in their lives. Prehistoric and 
modern, savage and civilized, man 
has used wood to provide himself 
with shelter, transportation, wea- 
pons, tools, and even to express 
his religion and art. 

We need not wonder, then, that 
all people have a natural liking 
for wood. The first man used his 
wooden bludgeon to bring home 
his bacon, and to defend his fam- 
ily. The ships of Marco Polo were 
made of sturdy oak. The long 
bows of the Crusaders repulsed 
the infidels, and the legends of 
ancient Cathay were inscribed on 
blocks of walnut. Indeed, the his- 
tory of mankind in all ages is 
closely linked with the story of 
wood, and we begin to understand 
our natural preference for this 
interesting and wonderful mate- 
rial—wood, the friend of man. 


Natural Advantages of Wood 

For, truly, wood is a remarkable 
substance. Manufactured in a 
process so complicated as to defy 
artificial duplication, wood is the 
oldest living thing on earth. This 
piece of redwood comes from the 
heart of a tree which was 2000 
years old when Christ was born, 
and it is as strong and useful to- 
day as it was 4000 years ago. 

Centuries back in what is now 
England, violent storms buried 
great oak trees in the peat bogs. 
These logs are now unearthed and 
cut into lumber for interiors of 
the finest buildings. The wood is 
strong and mellow with age and 
commands a high price. 

Yes, wood is not only durable 
and lasting, but it has unusual 
properties of strength. In some 
respects it is actually stronger 
than metal. Here is a rod of oak, 
and here is one of the same 
weight and length of steel. The 
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same force that will bend the steel 
rod has no effect on the oak. 

And here is a panel of wood and 
another of equal size and weight 
of steel. The force that will bend 
the steel panel has no‘effect on 
the wood panel. So we see that 
the bending strength of wood is 
greater than steel of the same 
weight. 

I offer this simple demonstra- 
tion not to prove anything but 
rather to disprove the false im- 
pression to the contrary. 

The popularity of wood furniture 
however, is only partly due to its 
strength and durability. These 
qualities are to wood what pen 
and ink are to the poet, or paints 
and canvas to the artist. Nature, 
the greatest of all artists, has cre- 
ated in wood a poem and a picture 
which all of us can and do appre- 
ciate. The beggar from the slums 
would stop to gaze at a work of 
art like this walnut stump from 
our own Middle-West. Mahogany 
from the jungles of Africa or 
Central America. Oak from the 
hills of Tennessee. Rich or poor, 
wise or ignorant, we all can see in 


these lovely woods the charm of 
mystery and a touch of the un- 
known. The beauty of wood is 
real but indescribable. It can be 
imitated, but not reproduced. 


Now modern office furniture is 
a combination of the natural 
qualities of fine cabinet wood with 
artistic design; fabricated under 
modern methods of construction, 
and equipped with utility features 
for efficient use. 


Modern Development in Wood 
Desks 


There has been a great change 
in office furniture design. Twenty 
vears ago period designs were 
available only in the most expen- 
sive furniture for executive office 
use. Todav attractive designs are 
offered in both executive and gen- 
eral office furniture at verv mod- 
erate vrices. For examnle. in 1994 
our cheapest turned leg walnut 
desk listed at $230.00. Todav a 
comparable desk of better con- 
struction is listed at $80.00. Thus 
making available for the general 
office worker an attractive and 
efficient desk which was formerly 
used only by the executive. 


These changes in design, style, 
and price of wood ‘esks have re- 
sulted in the sale of thousands of 
desks, and a large part of this 
business has been of the replace- 
ment type. We must look to re- 
placement business for most of 
our future market, because new 
business, and business resulting 
from expansion, will probably not 
be as great in the future as it has 
been in the past. 


And what about the future in 
office furniture design? The in- 
fluence of modern architecture 
has created a definite demand for 
modern furniture in both the ex- 
ecutive and general office, and 
many large and small installa- 
tions have been made in the past 
few years. Most manufacturers 
are offering attractive modern 
groups and the most recent devel- 
opment for the general office is 
the modern desk without legs. 


There are practical reasons for 
such a desk which appeal to the 
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office manager as well as the 
worker, and it may well be that 
the so-called sanitary leg desk will 
be completely replaced by the 
modern desk without legs, just as 
the former replaced the old style 
full pedestal desk of thirty years 
ago. Such a development would 
be a great boost for the office fur- 
niture industry, and if I were a 
dealer I would get behind these 
new designs and sell them wher- 
ever possible. You dealers play a 
very important part in the intro- 
duction of new products, and un- 
less you put your shoulders to the 
wheel, even the best product may 
fall by the wayside. 

Thirty years ago, we stimulated 
business by pushing the old full 
pedestal desk off the market, in 
favor of the leg or sanitary type 
desk. Fifteen years ago, the intro- 
duction of the turned leg desk and 
the popularizing of walnut instead 
of oak and mahogany created an 
added stimulus to business. Now 
we are on the threshold of an- 
other new era—the legless desk. 
It may have various treatments, 
but the basic principle will pre- 
vail—no legs, soft rounded edges, 
simpler design, easier cleaning, 
etc. Now is your opportunity to 
capitalize on these new ideas and 
step up office furniture depart- 
ment sales materially. 

Sell the new type as additions 
to present installations, instead of 
continuing with the same style 
the customer has been using in 
the past. Sell your customers on 
a furniture replacement program. 


Progress in Design and 
Fabrication 

It is a significant fact that more 
new designs and improvements in 
office furniture have been made 
during the past few years than in 
any like period before. Depression 
brings development, or, as the old 
saying goes, necessity is the 
mother of invention. With im- 
provement in design, there has 
also been a steady and constant 
improvement in methods of fabri- 
cation and production. While 
many of these are too technical 
for discussion here, a few will suf- 
fice to indicate that progress along 
these lines has been real and sub- 
stantial. 

When I started in the desk busi- 
ness, there were two kinds of glue 
used in furniture factories—bone 
glue for joints, and hide glue for 
making plywood. During and since 
the war, modern research has de- 
veloped many new glues which are 
far superior in strength, and some 
of which are absolutely water- 
proof. Among these are casein 
glue, blood albumen glue, and 
resin glue. The latter is a dry glue 
applied with heat and pressure. It 
is the best adhesive for the appli- 
cation of highly figured woods. 
such as stump or burl walnut and 
crotch mahogany, which are usu- 
ally laid with butt joints. These 
glues are in general use by most 
factories and have added much 
to the strength and quality of the 
product. 

Much progress has also been 
made in the conditioning and dry- 


ing of lumber, veneers, and ply- 
wood. The modern factory must 
have good lumber dry kilns, con- 
ditioning storage for lumber, ven- 
eer driers, dry rooms for cores and 
plywood, and dry kilns for the fin- 
ishing room. Even in a small fac- 
tory, this equipment may well run 
into an investment of from thirty 
to fifty thousand dollars; all for 
the purpose of producing better 
quality merchandise. 

With the improvements in desk 
construction, there has been a 
constant improvement in the de- 
tails of design and equipment. 
Work desks of today offer many 
new and practical features; such 
as smooth rounded corners and 
edges of tops and legs, utility 
trays, letter files, flexible drawer 
partitions, better typewriter desk 
fittings for both drophead and 
pedestal types, linoleum or com- 
position tops, better finish, im- 
proved locking devices and more 
practical drawer pulls. So, desks 
today are not only better in con- 
struction and quality, but they are 
30 per cent cheaper than ten 
years ago. In 1927 a sixty-inch 
clerical desk in oak wholesaled at 
$42.00. Today a similar but better 
desk sells at $30.00. 


Trends in Distribution 


Thus far, we have discussed the 
development of wood desks. I 
have pointed out the natural ad- 
vantages of wood, and the reasons 
why so many people have a per- 
sonal preference for wood. Now 
we come to the problem of distri- 
bution and selling. As office out- 
fitters to American business, it is 
your job to sell and furnish ade- 
quate and proper furniture for 
every office. Many of you have 
done a good job. But it is not my 
purpose to appraise your success. 
If I can point out some of the 
trends and the hurdles which con- 
— you, that will be more help- 
ful. 

It is a common criticism of wood 
desk manufacturers that they do 
not furnish the dealer with enough 
help in the sale of their products. 
I am frank to admit that such 
criticism is well founded in many 
cases. But perhaps there are two 
sides to this question. 

For 25 years, reputable wood 
desk manufacturers have _ sold 
their products only at wholesale, 
through legitimate retail distribu- 
tors. We have not sold to the con- 
sumer direct nor through factory 
branch stores. We have depended 
upon you to market our product, 
and have protected vou in so do- 
ing. As a result of this policy, we 
have had no practical retail expe- 
rience. Whether this policy has 
been a wise one remains to be 
seen, and the answer is largely in 
your hands. 

I believe that every factory 
should codperate with its dealers, 
furnish them with attractive lit- 
erature and sales helps, and assist 
the dealer in educating his sales- 
men. But most successful dealers 
do not want the factory to con- 
trol or dictate their sales program. 
It is like putting an able-bodied 
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man on crutches—very soon he 
cannot walk without them. 

We all realize that the trend in 
recent years has been toward fac- 
tory controlled distribution. Under 
this program, the manufacturer 
not only produces and wholesales 
the product, but also regulates the 
dealer, creates his own consumer 
demand, and fixes the resale price. 
Automobiles and radio are typical 
examples of factory controlled 
distribution. You furnish the 
capital and the man power to 
build up a good retail business, 
and after you have it established, 
what have you done for yourself? 
You have done a good job for 
somebody else. No doubt there are 
advantages to the manufacturer 
in this method of marketing, but 
is it what you want in the office 
furniture business? You’ are 
headed in that direction. 


Fixed Resale Prices 

And what abowt resale price 
control? Why don’t the wood 
office furniture manufacturers fix 
the resale price? I can only give 
you my own ideas on this ques- 
tion. In my opinion the majority 
of successful dealers do not want 
fixed resale prices. 

There is a city of importance 
where retail prices of office furni- 
ture have been controlled for 
many years. Every dealer sells a 
certain grade of desk at the same 
price. The lure of easy profits 
keeps many more dealers in the 
field than the volume of trade can 
support. Every dealer sells a few; 
nobody does a real furniture busi- 
ness. It is one of the poorest office 
furniture towns for its size in the 
country. 

Fixed resale prices have a tend- 
ency to level down the able dealer 
and help the less fit. The resource- 
ful dealer can go out in open com- 
petition and sell office furniture 
at a fair profit against his less 
skillful competition. 

And, too, fixed resale prices do 
not take into account the various 
types of service rendered by dif- 
ferent dealers. Some dealers spe- 
cialize on the highest type of cus- 
tomer service, and go to consider- 
able expense to accommodate and 
please their patrons who pay a 
commensurate price. Other deal- 
ers operate on an entirely differ- 
ent basis, emphasizing low over- 
head cost and selling at a smaller 
mark-up. A fair price for the one 
might mean starvation for the 
other. And who shall say that one 
is wrong and the other right? 
Nor should we overlook the con- 
sumer, in our consideration of this 
question. Some of us like to buy 
from the best store in town. Thev 
have lovely things, attractively 
displayed. and give wonderful 
service. Of course, their prices are 
higher, but it is worth the differ- 
ence, and, besides, we don’t mind 
if our friends know we trade 
there. Not so with most of us. We 
will spend hours shopping around 
to save a dollar. and are proud of 
our bargains when we find them. 

Fixed price programs do not 
take into account these variable 
human and economic factors. 
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There are natural laws which do, 
but these are not popular in high 
places today. There is a mania for 
mass control. Wheat, corn, cotton, 
wages, hours, money—everything 
is to be regulated by statute or 
decree. And why? Can it be be- 
cause we have failed to learn how 
to regulate and control ourselves? 


Selling in Future to Emphasize 
Design, Color, Comfort 


And what about the future of 
the wood office furniture busi- 
ness? I believe we have the op- 
portunity to make it bigger and 
more profitable in the future than 
in the past. There are actually 
hundreds of thousands of old and 
out-moded desks in use today, 
which can be replaced with mod- 
ern desks if we will tackle the sell- 
ing job in an intelligent way. Too 
many of us are Still selling office 
furniture on the basis of specifica- 
tions and construction. We talk 
about the thickness of tops and 
panels, the gauge of the steel, 
dovetailed construction, water- 
proof glue, etc., etc. Gentlemen, 
the average consumer is not inter- 
ested in these details unless you 
make him so by over-emphasizing 
them. If you are selling a repu- 
table line of furniture of proven 
quality, that is enough to satisfy 
most buyers on the score of per- 
formance. You must sell other 
more tangible qualities, if you 
want to make a profit. What are 
they? 

Let us take a look at other suc- 
cessful industries. When you walk 
into an automobile _ salesroom, 
what do you look for? The diam- 
eter of the cylinders, the size of 
the drive shaft, or the kind of 
gears in the transmission? No, in- 
deed; your wife walks over to the 
smartest looking body design on 
the floor, and the salesman starts 
showing her the luxurious uphol- 
stery, the wide, comfortable seats, 
and the commodious luggage com- 
partment—while you are inspect- 
ing all the latest gadgets on the 
dashboard. Performance is taken 
for granted, when the product has 
a quality reputation. 

What are they selling? Design, 
color, comfort, and gadgets—all 
tangibles which can be seen or 
felt. And so it is with motor cars, 
radios, household furniture, mod- 
ern kitchens, bathrooms, refrig- 
eration, and even the lowly fur- 
nace, which is now a thing of 


colorful beauty and streamlined 
grace. Design, color, and comfort 
—these are the things we must 
learn to sell in furnishing an of- 
fice, if we hope to develop our 
market and make a profit. 

Why? One reason is because 
women are an important factor 
in the office of today. Fifty years 
ago the first women went to work 
in a bank in New York City, and 
since that time women have come 
to dominate the clerical work of 
this country. Perhaps the type- 
writer was a factor in bringing 
the fair sex into our business life. 
With the advent of women into 
offices, the cuspidor and spit box 
and other masculine accessories 
disappeared; for women are natu- 
rally home builders and like to be 
surrounded by a homelike envi- 
ronment. Management recognizes 
this fact in the furnishing of 
ladies’ retiring rooms in most 
office buildings. 

Women respond to environment 
much more decisively than men. 
As an example of this, Montgom- 
ery Ward built a new office build- 
ing in Chicago which was fur- 
nished much more attractively, 
with wood furniture, than the 
previous office. The result was 
that, by actual records, they se- 
cured 10 per cent greater effi- 
ciency from their office employees. 
We believe that the atmosphere of 
comfort and beauty, which ap- 
peals to all women, can best be 
achieved in the office with wood 
furniture. 


And what an opportunity! Tens 
of thousands of dark, dingy of- 
fices, equipped with antiquated 
yellow, red, or brown furniture, 
are waiting for us to show them 
why and how it should be done. 
Fortunately, we have allies to help 
us do the job. The lighting, sound 
insulation, floor covering, and air- 
conditioning industries are knock- 
ing at the same doors as your 
salesmen, and they are doing a 
constructive as well as aggressive 
selling job. If we are to get our 
share of the money which will be 
spent in reconditioning offices in 
the next ten years, we must im- 
prove our selling methods to com- 
pete with these other industries. 


There are some office furniture 
dealers who are in tune with the 
modern tempo of selling, and 
there are many more who are not. 
I would remind the latter that the 
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furniture store and the decorator 
are hungry for business, too. They 
are in some respects better trained 
and equipped to sell office furni- 
ture than you are, and, given an 
opportunity, they will no doubt 
try to recapture this business 
which they once had. I make this 
statement advisedly and as a 
warning, not as a threat. 


Manufacturers of Future to Be in 
Tune with New Tempo 


What are the manufacturers 
doing to fit their product to this 
modern selling tempo? All fac- 
tories have or will bring out new 
designs which are superior, both 
from a functional and an appear- 
ance standpoint. But design alone 
is not enough. We must introduce 
the factor of color, if replacement 
sales are to be made on a large 
scale. And color in office furniture 
means new woods and new fin- 
ishes. The yellow oak, red mahog- 
any, and brown walnut which 
have prevailed for thirty years 
will be supplemented by new and 
attractive colors in lighter shades, 
to harmonize with the popular 
pastel shades used in modern in- 
terior decoration. Natural or gray 
oak, blond or gray walnut, and the 
lighter finishes in mahogany are 
already becoming a factor. 

Armed with new designs in 
lovely new colors and finishes, the 
office furniture salesman of to- 
morrow will be more than an of- 
fice engineer, selling mechanical 
efficiency. He will learn to plan 
the complete office, prepare and 
present attractive color schemes 
for the finishing of wood and 
leather furniture, floors, walls and 
drapes, and convince the Ameri- 
can business man that a _ well 
eauipped, attractively decorated 
office is a sound investment. Pro- 
gressive business leaders realize 
this truth now. Others can be 
shown. 

I have neither the time nor the 
ability to give you a sure-fire 
recipe for the accomplishment of 
this iob, but there are some ag- 
gressive dealers who have made a 
successful start along the lines 
which I have tried to describe. 
You can all do it. if you get the 
idea and go to work. 

The wood desk manufacturers 
have alwavs looked to vou to mar- 
ket their product. I hone that we 
shall alwavs be justified in main- 
taining that policy. 


National Letter Writing Week 


Objectives and Sales Possibilities in New Stationery Promotion Event 


. Charlie Garvin asked 
me to talk with you about letter 
writing, it seemed to me an ap- 
propriate subject for a convention 
of stationers. Letters—be they 
commercial or social—can’t be 
written without stationery, and 
stationery is the background of 
the early days of this business 
from which we derive our very 
name—stationers. 


By PAUL E. BURBANK 


The Eaton Paper Corporation 


The particular occasion for this 
presentation is something new to 
stationery selling. It is a reawak- 


ening of alert merchandising by 
the manufacturers of stationery 
who have shown promotional lax- 
ity for several years. It is the 
concentrated effort of the manu- 
facturing stationers of the coun- 
try to throw the weight of their 
combined promotional strength 
behind a National Letter Writing 
Week. 

I wish I knew before talking 
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with you the individual reaction 
you may have to national weeks! 
I'd like to know, in order to chase 
into the open any lethergy or dis- 
belief that any one of you has of 
the value of planned weeks of this 
kind. 

I know as well as you of the 
huge number of national weeks— 
they run from canned soups to 
safety campaigns—and it is fair 
to raise an honest query: are they 
of any value, particularly can they 
be of any value to those men of 
business who are stationers? The 
only factor on which to predicate 
an answer to that is experience. 
National weeks have demonstrated 
a tremendous potential for in- 
creased business in products wher- 
ever used. 

Whether any group of dealers 
receives advantages will depend 
upon the individual solely—on the 
effort he’ll expend in his store to 
get sales from such a week’s pub- 
licity. 


Promotion Material Supplied 


Let me tell you what National 
Letter Writing Week is. There are 
in this country perhaps fifty 
manufacturing stationers — the 
classification covering the small 
operator with a few envelope ma- 
chines to the largest factory in 
the business. Of this number, 
eighteen of the leaders, forgetting 
entirely competitive practices, 
have joined in a merchandising 
program for a National Letter 
Writing Week. The idea has been 
under discussion for some time 
and the determination that it can 
and will work for increased vol- 
ume in_ stationery sales was 
heightened by the overwhelming 
success of the National Air -Mail 
Week of last May. 

Already all the available forces 
of publicity and promotional ef- 
fort have been released in the 
trade papers, advertising sections 
of newspapers, a small amount of 
radio, and a great amount of di- 
rect mail—and this publicity will 
be increased as the _ prescribed 
week arrives. Two attention at- 
tracting display plaques have been 
prepared. The first of these, a 
dynamic modern hand starting a 
letter, has been sent to 71,000 
stores in America, and in the 
71,000 are listed all the stationers 
of this association. If you have 
failed to receive it, write your 
manufacturer for one. It is de- 
signed for window or counter use, 
made strong in its coloring to 
dominate stationery filled win- 
dows, and proclaims October 2 to 
8 as National Letter Writing Week 

Prominent displays built around 
this plaaue. the use of newspaper 
mats, which are available from 
the manufacturer for the instil- 
Jing of enthusiasm in your clerks, 
their training that for the week of 
October 2 to 8 no customer leaves 
the store who hasn’t had the Na- 
tional Letter Writing Week called 
to his attention with a suggested 
paper purchase—all are going to 
mean sales. 

The plaque also shows purposely 
a fountain pen in the writer’s 
hand. Although not sponsored by 


any pen company, combination 
sales of paper and pens can mean 
more business for you. 


Letter Writing Not Declining 

I’d like to digress for a minute. 
Many a good friend of mine in 
this stationery business has said, 
“Letter paper no longer is a 
worthwhile item. People no longer 
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write the way they used to. You 
have competition from telephone, 
telegraph, and auto transporta- 
tion; also, people are too busy to 
write.” Even Charlie Garvin’s ar- 
ticle in the current issue of Na- 
tional Stationer said almost the 
same thing. 

I should be less than honest 
with you if I didn’t sav that in the 
face of many such statements I 
remain unconvinced. Statistically, 
I believe it is an inaccurate con- 
clusion. I should like to give you 
a few reasons for my disbelief in 
a declining letter writing public. 

I’m not just sure which were the 
“good old days” when we wrote 
letters. but I know this—that 
never before have we had the lit- 
erate population we have todav. 
In the 1910 census—if that be in 
the “good old days’”—we had sev- 
enty-one million people over ten 
years old, but of them, almost six 
million couldn’t write. In 1920 
we'd grown to eighty-three million 
over ten years of age, and still 
five million were illiterate. But in 
1930 we’d jumped to ninety-nine 
million people with a scant four 
million illiterate. Let’s forget 1910 
—it’s too far back—but in analyz- 
ine these figures they show sev- 
entv-seven million possible letter 
writers in 1920, and ninety-five 
million in 1930. The 1940 census 
wi'l show even more. The increas- 
ing number, eighteen million. 
equal to twenty-five per cent in 
ten years. is an offset to changing 
letter writing tendencies. 


New Reason for Letter Writers 


And to discount the competitive 
influences that are injuring letter 
writing, it is necessary to evaluate 
the new reasons for letter writers. 
The old “visity” letter may be de- 
clining but we have new occasions 
for which to sell paper. You have 
heard of fan mail. Did you ever 
see it? It’s enormous—a whole 
new use for paper and envelopes, 
non-existent fifteen years ago. 
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Then there is the contest mail. 
Never before has there been so 
much of this: “Win an automo- 
bile”, “win a radio”, “win a prize’, 
“write a slogan on our box top and 
send it in’. And millions of these 
entrants write accompanying let- 
ters to bring their entry to the 
judges’ attention. Then, there is 
the increase in student mail. Col- 
leges and higher’ educational 
schools are increasing in size each 
year. Students write plenty, and 
those at home and friends else- 
where reply—a growing market 
for letter writers. One can find a 
score of other new reasons to off- 
set losses because of changing 
habits. 

Postal statistics are again con- 
vincing against a belief in a de- 
clining market. If we consider 
only first class mail, which in- 
cludes business and personal let- 
ters—and as stationers, certainly 
business letters mean sale of paper 
and envelopes—we have another 
striking comparison. 

The number of pieces carried— 
please notice the unit is individual 
letters—doubled from 1912 to 1930. 
And we sent in America, in 1937, 
fourteen billion first class letters. 
That means fourteen billion en- 
velopes and, if only one sheet of 
paper were used to each letter. 
twenty-eight million reams of 
paper! 

Many kinds of paper that for- 
merly meant sales are discon- 
tinued. Outlets may be changing, 
but letter writing is far from a 
dead issue. I purposely mention 
the possible change in form, be- 
cause those of you who have com- 
mercial papers and do not handle 
letter papers may feel outside 
the potential sales of National 
Letter Writing Week. Such need 
not be the fact, because that army 
of portable typewriter users is a 
letter writing market, and _ it 
comes under the promotional pos- 
sibilities of this week. The sta- 
tioner is the man who should sell 
these owners. 


Post Office Recognition 

There is one other great force 
at work in this letter writing busi- 
ness, which many may not yet 
have recognized. It is only six 
months old. The Government 
is selling, actually selling, the 
Post Office to the public, in one 
of the strongest sales campaigns 
ever launched against the com- 
petitive influences to letter writ- 
ing. It started last April first, 
when Postmaster General Farley 
organized a sales campaign for 
using mail. The whole depart- 
ment has been instructed to em- 
phasize the various phases of mail 
service to the public. The first 
big gun was National Air Mail 
Week in May. During that one 
week the air mail jumped from 
2.291.541 pieces average for 1937 
to 16,000,000. I’ll take a five hun- 
dred per cent jump for any na- 
tional week, won’t you? And re- 
member that every piece of that 
mail meant paper and envelopes 
—in manv cases, high quality air 
mail envelopes. 

The startling fact is that the 
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increase in the use of air mail 
has been sustained. Certain post 
offices report weekly averages 
three hundred per cent greater 
than before the week was in- 
augurated. 

Now the Post Office Department 
has recognized our National Letter 
Writing Week as a help to its own 
cause.. You will be interested in 
knowing that 24,500 post offices 
have been instructed from Wash- 
ington to display a poster of Na- 
tional Letter Writing Week from 
October 2 to 8. It is not the same 
poster as the one for the stores, 
because of Post Office regulations, 
but it serves the same purpose— 
promoting letter writing. And 
when the force of government 
goes promotional—something 
happens. 

So there it is! What will it 
mean to you individually in dol- 
lars? I don’t know. But I do know 
that the merchant who ties in 
with it has his claim to a part 
of a nation-wide program that is 
gathering momentum. 


Paper’s Romantic Background 


It seemed to me very appro- 
priate that this subject of paper 
should be presented at this meet- 
ing. The background of this busi- 
ness of being a stationer rests on 
paper. Paper, be it commercial 


or social, probably goes farther 
back in human history than any 
other product you sell. Do you 
remember its story? It began in 
105 A. D., when an enlightened 
Chinese emperor of.that dynasty 
said he had to have something 
other than perishable silk on 
which to keep records. And one 
of his philosophers made the first 
paper—more remarkable still 
when we know that pieces of it 
made in 105 A. D. still exist. 

You know its history—a saga 
in itself. Held in China for five 
hundred years, the secret was re- 
leased only when the army suf- 
fered defeat and slowly paper 
makers drifted westward across 
Asia, across northern Africa, 
across Gibraltar with the Moors 
and Hannibal’s army into Spain; 
tortuously over the Alps into Italy, 
northward to the German peoples, 
and then across the channel to 
England in 1200 A. D. And there, 
five hundred years ago, Charlie 
Garvin’s ballyhooed early Stacyo- 
nere sold paper. 

It’s 1938—and we’re still sell- 
ing paper. Regardless of your 
belief of the national week poten- 
tial, climb aboard and get your 
share —and don’t let other types 
of store take it away from you. 
People still do write letters! 

National Letter Writing Week 


The General Manager's 
Outlines the American's Opportunities; Urges Fitting 


| HAVE been thinking a good 
deal today as I noticed the news- 
paper headlines, and during the 
last few days as I listened to the 
splendid addresses made at this 
convention. I don’t know any way 
that I might employ my time to 
better advantage on this program 
than to talk to you a little about 
the opportunity that we have in 
this country, which I don’t believe 
exists anywhere else on earth. 

My friend, Dr. Stockdale, used 
some statistics the other day, 
which I may duplicate a little, 
but I want to talk to you about 
the best thing we have in this 
country, and that is this United 
States of America, and its rela- 
tionship to business and to the 
future of every man in this room. 

Some months ago I was asked 
to make an address before the 
United States Chamber of Com- 
merce on a particular situation. 
It was about the time of Lin- 
coln’s Birthday, and preparing 
for that address I thought I 
might find something of inspira- 
tion in the address made by Mr. 
Lincoln at Gettysburg many years 
ago. And I tried to translate his 
great address into some terms of 
the economic present, and this is 
about the way it worked out in 
my mind. 

Four score and seven years ago 
the great business machine such 
as we know it today did not exist, 
but wise men brought forth upon 
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this continent opportunities for 
success that had never existed 
before in any nation, and have 
never existed to the same extent 
in any nation. 

Now we have been through a 
great economic war, testing 
whether this nation, or any na- 
tion so conceived and so dedi- 
cated, can long endure. We are 
met on a great battlefield of that 
war. We have come to dedicate 
ourselves to the immortal prop- 
osition that the idea behind the 
great growth of America shall not 
find here a dismal resting place. 
It is altogether fitting and proper 
that we should do this. 


But, in a larger sense, we can- 
not dedicate, we cannot conse- 
crate, we cannot hallow this 
ground, for brave men living and 
dead who struggled here for prog- 
ress and individual liberty have 
created a nation of opportunity 
far above our poor power to add 
or detract. The world will little 
note, nor long remember what 
we say here, but it can be made 
to remember what we do here. It 
is for the living to be dedicated 
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makes me think of the remarkable 
article written in 1926 by Richard 
Evelyn Byrd, following the ticker 
tape parade of a clamoring New 
York public as he sat alone in his 
hotel suite. Despite the enthu- 
siasm of the public in honoring 
his flight over the North Pole 
with Floyd Bennett, he had been 
troubled by the questions put to 
him by those practical souls who 
wondered what good it did —of 
what value was that flight. And 
as he pondered about it, a tumult 
outside on Fifth avenue proved to 
be a second parade, following only 
a few days later than when he 
had been honored. Ticker tape, 
torn papers, shouts, acclaim di- 
rected at a girl. Gertrude Ederle 
had just returned from Europe, 
the first woman to swim the Eng- 
lish channel. And that did what 
good? Only this, summarized 
Commander Byrd: he in his way, 
and Gertrude Ederle in hers, had 
carried the torch of human en- 
deavor a little farther along in 
the fields they undertook, loved, 
and were fitted for. 

So, I leave with you and in your 
hands, National Letter Writing 
Week. It is the manufacturers’ 
endeavor to carry the torch of 
paper sales a little farther. The 
brilliancy of its success is now the 
dealers. 


Address 


Self to Cope With Future 


here to the unfinished work 
which greater men than we have 
so nobly advanced. It is rather 
for us to be here dedicated to 
the great task remaining before 
us—that from these honored men 
who left us a great heritage we 
take increased devotion to that 
cause for which they gave their 
last full measure of devotion— 
that we here highly resolve that 
what they did for this nation is 
not but in vain—that this nation 
under God shall have a new birth 
of understanding, and that co- 
Operation of the people, by the 
people and for the people shall 
not perish from the earth. 


Our National Resources 


I think that as we view the 
disturbed world conditions, we can 
well reconcile ourselves in our 
thinking to the fact that, after 
all, we are simply inheritors of 
a great business, and that our 
participation in this business dur- 
ing the short years that we have 
had the privilege, will measure 
the respect that will be held for 
this generation in the years to 
come. 

The Senator ably pointed out 
the other day that the frontiers 
of America have been pushed 
back, and that there are no other 
undeveloped sections of our coun- 
try or undeveloped parts of the 
Great West that we might de- 
velop. And I am going to prove 
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to you this afternoon, gentlemen, 
that the United States of America 
is the greatest field, and offers 
the greatest opportunity for the 
individual who wants to make 
something of himself and make a 
contribution to his generation, 
that exists on this earth. 

When we consider the problem 
that confronts the American busi- 
ness man in the future, we have 
got to take into consideration that 
within our borders there are 
natural resources unsurpassed in 
any other nation; essential raw 
materials, minerals and non- 
minerals necessary to industry, 
and a tremendous range of food- 
stuff unequaled by any other na- 
tion in the world. No nation in 
the world surpasses the United 
States in technical skill, and in 
the intelligence and efficiency of 
labor in the industrial and agri- 
cultural fields. Abundant money 
resources, including huge amounts 
of silver and gold, give us a finan- 
cial background that, together 
with our natural resources and 
industrial efficiency, make of the 
United States the closest thing 
there is to a self-sustained nation. 

I do not think we realize what 
we have in America. I am amazed 
when I get into a group and have 
men try to tell me that we have 
topped that hill that has always 
been the inspiration of the men 
who went before us, and that we 
are gradually moving down into 
the valley. 

Let us take manufacturing. 
Everybody in this room is inter- 
ested in that, and consider for 
a moment that we have 169,000 
establishments in this country, 
employing 1,076,000 wage earners, 
producing in 1937 products which 
amounted to $45,750,000,000. It 
doesn’t seem possible. Just think 
of it! In a time that we call 
depression; One group, one sec- 
tion of our industrial life produced 
almost fifty billion dollars worth 
of goods for consumption in 
America. 

Have you ever given a thought 
to the volume of some of our in- 
dustries? Do you know that in 
1935 bread and other bakery prod- 
ucts amounted to $1,235,073,000, 
with over 19,000 establishments 
manufacturing these products? 
That cotton manufactures in the 
same year amounted to $1,030,768,- 
000, with 1,223 establishments? Do 
you know that electrical ma- 
chinery, apparatus, and supplies 
produced in the year 1935 (and 
more in 1937) amounted to $960,- 
430,000, from nearly 1,400 estab- 
lishments? We produced $853,219,- 
000 worth of flour and other grain 
products. We produced in the 
meat packing industry, with over 
1,200 establishments, $2,362,369,- 
000. We produced $1,838,622,000 
worth of petroleum, and $1,931,- 
318,000 worth of steel; $500,000,000 
worth of sugar; $700,000,000 worth 
of wool and hair manufactures: 
$615,000,000 worth of men’s and 
boys’ clothing. And the machine 
shops turned out nearly $500,000,- 
000 worth of merchandise. 

Leather runs over $300,000,000; 
knit goods over $600,000,000; foun- 


dries $250,000,000; feed for animals 
about $300,000,000; canned and 
dried fruits and vegetables almost 
$700,000,000; boots and _ shoes, 
other than rubber, over $600,000,- 
000. 

And if there were nothing else 
to think of, there is the fact that 
in this great democracy the entire 
effort and training and thinking 
of the people who make the wheels 
go round, is to keep people alive, 
to make it worth while to live, 
and to stay out of war, and to 
stay away from the things that 
would eliminate our people. 

Talking to an economist: in 
Washington recently, he told me 
that in fifty years there would 
me more middle-aged and old peo- 
ple in the United States than 
in any other nation in the world; 
that most of the work will be 
done by the middle-aged, and the 
difficulty will come in finding em- 
ployment for the young and the 
very old. And yet as I look at 
the future, and figure the density 
of population in the United States, 
and compare it with other na- 
tions, I find that while the 
density of population per square 
mile in the United Kingdom is 
498.8; in Japan 469.2; in Germany 
370.5; in Italy 354.4; in France 
197, and in the United States 
only 32.2, it is apparent that we 
are not very crowded here. 


Frontiers Are Now Circular 


Our frontiers, instead of being 
horizontal, are now circular. We 
have moved west. We have gone 
out to the great Pacific Ocean, 
but we haven’t settled this coun- 
try. We haven’t begun to de- 
velop the resources of this coun- 
try. The opportunities that exist 
here, and that exist in the Great 
West today, the opportunities in 
this country for the development 
of inventive genius of our citizens 
are so enormous that when we 
come to consider that the job is 
done, we have developed an ego 
that is really ridiculous. We have 
just had a job handed down to 
us, but we aren’t halfway through 
it. We have no frontiers to push 
back, but we have sufficient fron- 
tiers around us so that no man 
may complain of lack of oppor- 
tunity. We aren’t so close to- 
gether in the United States that 
we are likely to be irritating to 
each other. 

What kind of a country do you 
think we have? We have 3,000,- 
000 miles of road suitable for 
motor vehicle traffic in this coun- 
try, an average of 1,031 miles per 
thousand square miles of area, 
and the only other country in 
the world having road mileage in 
excess of 1,000,000 miles is Soviet 
Russia, with 1,682,000, but which 
averages only 206 miles per thou- 
sand square miles of area, and 
whose roads are not in the same 
class as ours. 

We have opportunity to go 
places. There are men in this 
room who have traveled such dis- 
tances that if they lived in 
Britain, they would have had to 
travel across the whole country 
about six times to make up the 
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mileage. Earl is going home to- 
night, to Denver overnight, and 
in a train that has a tavern in it 
and a little bit of everything else. 
We have a member of this Asso- 
ciation who has a private car in 
his back yard, Charley Mitchell. 

But we don’t know what we 
have in America. This is the most 
powerful machine in the. world, 
manned by people who know how 
to run it. At the bottom of the 
depression, the worst the world 
has ever known, we have enjoyed 
a level of living so far higher 
than that experienced in any 
other nation that sometimes I 
don’t think we know how well off 
we are. 

In the air, in aviation, I hear 
people say, “We don’t have any 
aviation.” I talked to a big lanky 
Texan down on Randolph Field 
in San Antonio, and I told him I 
had heard there were some Ger- 
man officers down in Mexico 
training the Mexican army. I 
asked him what would happen 
if their aviators came over here 
and bombed some of our cities. He 
said, “Well, we’d send over about 
700 planes. We would have break- 
fast about eight o’clock, and then 
take a leisurely ride over to Mex- 
ico City, and drop seventy tons 
on the town, and be back shortly 
after lunch.” Figure it out. We 
haven’t got any airplanes? ... 
We have 10,836 commercial air- 
planes. 

When you look this thing over, 
you find we have an opportunity 
in American business that is so 
far beyond the comprehension of 
these people who like to char- 
acterize themselves as economists, 
that I sometimes think there’ 
must be something wrong with 
their eyesight. 

I don’t know how you feel when 
you get up in the morning, and 
when you read the papers and 
evaluate what it means to be an 
American citizen. Every once in 
a while somebody says to me, 
“Why go to a business meeting 
and talk about these things?” 
After all, they are the basis for 
the things we have to build on... 


Fit Ourselves to Cope with 
Business Future 


Now I would like to talk about 
the only philosophy I think we 
can follow, which is that we fit 
ourselves to cope with this great 
business future of the United 
States. I think we may measure 
our ability by how well we per- 
form under stress. 

I see men here who have played 
on football teams, and they will 
agree that the fellow who became 
the great player was the fellow 
who could last the game out, and 
who was dangerous up to the time 
the last whistle blew. You never 
knew when he was going to come 
through and gallop through the 
line. We have got to do that. It 
doesn’t do us any good to sit 
back and say, “Conditions are de- 
feating us.” Most of the men in 
this room would be too proud to 
accept relief, even if offered to 
them. The business man has a 
mentality that prevents him from 
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even considering a thing like that, 
and we have to base our capabili- 
ties on what we do in the tough- 
est times and under the most 
severe circumstances. 

There is never going to be a 
clear field. There will never be 
a time when you won’t have some 
fellow down there waiting to 
tackle you. There has never been 
a time in my time in business, 
nor in any one else’s, when some- 
one didn’t get kicked in the puss, 
when someone wasn’t tackling 
him. The man who can pick 
himself up and brush out his 
teeth (what are left of them), and 
grit the balance, and say, “I'll get 
that guy on the way back, I’m 
not going to kick him, but tackle 
him under the rules and maybe 
strain him a little, but he isn’t 
going to put me out of the game, 
and no Official is; I’m going to 
take the bumps of the game’— 
that guy, nothing can beat. 

The other day a lady called a 
doctor and exclaimed, ‘My little 
boy swallowed my fountain pen!” 
The physician said, “I will be right 
over,” and asked, “What are you 
doing in the meantime?” The 
practically minded woman replied, 
“T am using a pencil.” 

That is the kind of thinking 
we should indulge in more. We 
should face these problems, in- 
stead of being like a couple in 
Washington. Both husband and 
wife are economists, and recently 
they adopted a French baby. 
Now they are taking French les- 
sons, so they will be able to under- 
stand the kid when he starts to 
talk! That is the opposite rea- 
soning from the woman with the 
fountain pen. 


Opportunity for the Individual 


When I was abroad last year, 
occasionally I would meet people 
—you know the type, with a book 
in one hand and a handful of 
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aspirations in the other—who 
would say, “How crude the Amer- 
icans are!” 

Do you know that at the bot- 
tom of the depression, in 1933, we 
had 29,500,000 kids in school, with 
a million teachers instructing 
them? And do you know that in 
the 140 years, starting from 1790, 
that we built more schools than 
all of the rest of the world com- 
bined? We developed in a period 
of 140 years. And they say we 
have no culture in America, that 
we are not doing an adequate edu- 
cational job! 

And who finances education? 
You. The business and profes- 
sional men of this nation have 
made it possible for one-third of 
the population of this country to 
be in school, constantly learning 
things they should learn; al- 
though, I am getting to the point 
where I believe a diploma from 
some of these colleges is an indi- 
cation you have a guy on your 
hands you shouldn’t have much 
to do with! 

I wonder sometimes how a man 
of my limited ability and mental- 
ity has ever been able to support 
himself and actually get long with 
the high class groups such as I 
associate with in this business. 
It wouldn’t be done anywhere 
else except in America. It really 
couldn’t. I’m telling you the 
truth. It is amazing where some 
of us fellows go with the oppor- 
tunities we have in America. And 
America ought to get the credit 
for it. 

In 1790 we took a country that 
had a total national wealth of 
$40,000,000, and in 140 years we 
raised it to $375,000,000,000. We 
have 25,000,000 automobiles on the 
road. I could give you lists and 
statistics like this for hours. Fel- 
lows, you should be familiar with 
them. 

We are getting too much in the 
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habit in this country of believ- 
ing that the country belongs to 
the government, instead of to its 
citizens. We are getting to where 
we should be going down and tell- 
ing the people who are our public 
servants, not what we think they 
should do, but what they have 
got to do. We need to educate 
our public servants on the con- 
tribution that is made by the 
business men of America, that 
makes it possible to carry this cul- 
tural load the country carries. 

I agree with the Senator, that 
we must get away from WPA in 
this country, and other things, 
too. There is only one way to do 
it, and that is to develop our 
individual businesses and build up 
the type of courage that will en- 
able us to overcome these prob- 
lems. Thus, we may justify our- 
selves to the past, and justify our- 
selves for the future. 

I have talked to you today about 
something not directly a matter 
of the stationery business, and yet 
I think it is probably the most 
important thing we have to con- 
sider, as we look forward and 
chart our course in the future. 
We must have confidence in 
America, and we must develop 
that confidence, and keep on 
building it. If we allow anyone 
to tear that confidence down, the 
fault is ours. Because we are sim- 
ply the caretakers of the great 
treasure that has been accumu- 
lated here in the history of the 
world, a country where the peo- 
ple still operate the machine, 
with all of its defects, yet it is so 
fine and so shiny that as I look 
up to it I thank God all the time 
that I had a chance, that I had 
the opportunity of being born 
here; and I always think that 
it is up to me to make some con- 
tribution to the public interest 
here, to justify God in putting me 
here. Thank you very much. 
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Technical Knowledge Helps 
Sell Inked Ribbons 


Tue problems involved in the 
manufacture and merchandis- 
ing of inked ribbons are pre- 
sumably similar to those of other 
lines. There is, however, one very 
serious obstacle in the path of 
sales progress, namely, the lack 
of complete understanding, on the 
part of the consumer, of what 
actually constitutes a good ribbon. 
It is not the purpose of these lines 
to show the cause of this condi- 
tion, but rather to deal with the 
result and the remedy. 


The average buyer’s technical 
knowledge of inked ribbons is 
thread count and caliper of the 
fabric, and weight of inking. 
While these points are of definite 
importance in the selection of rib- 
bons, they by no means constitute 
a knowledge of the product in 
question. Thread count, caliper, 
and inking represent classifica- 
tions of a ribbon in the same 
manner that the number of 
cylinders classify a motor. If you 
purchase an automobile, the num- 
ber of cylinders would not con- 
vince you of its quality any more 
than the color of the body or the 
size of the tires, yet quantities of 
inked ribbons are selected upon 
a similar basis. Of course, the 
question then arises as to what 
does constitute a good ribbon. 


Meet the Requirements of 
Machine and Paper 


The most important point in the 
selection of a ribbon is meeting 
the requirements of the machine 
on which it will be used, together 
with the paper used. Many an 
account has been lost to competi- 
tion because of the lack of knowl- 
edge on the part of the salesman, 
of the requirements of the cus- 
tomer. The old saying that what 
is one man’s food is another 
man’s poison, certainly proves 
true in the case of inked ribbons. 


Try checking the production ob- 
tained among several different ac- 
counts using the same _ ribbon. 
The results will suprise you. Obvi- 
ously, the first requisite in satis- 
fying your customer is under- 
standing his working conditions 
and problems. Pages could be 
written regarding the _ require- 


What the Salesman Should 
Know About Office Ma- 
chine Ribbons to Assure 
the Best Results for His 
Customers 


By E. W. BILLINGS, JR. 


Winn-Billings Company, 
Los Angeles, Calif. 


ments of various machines, 
papers, etc. However, let us as- 
sume that these conditions are 
met properly; that the ribbon has 
been chosen from the _ correct 
classification. What, then, shall 
the basis of selection be? 

In ribbons of any classification 
there are certain recognized facts 
which manufacturers know have 
great influence on the result of 
their finished products. One 
group of facts deals with fabric 
and another with ink. 

The first requirement of good 
ribbon fabric is the use of long 
staple cotton. This has a direct 
bearing on the ultimate result ob- 
tainable from the finished ribbon, 
for several reasons. The use of 
long staple cotton permits a loose 
twist of the fibre in the thread, 
resulting in (a) greater absorb- 
ency of the fabric (a partially 
compressed sponge will not hold 
nearly as much liquid as nor- 
mally); (b) greater cushion or re- 
siliency on each individual stroke 
of the machine, resulting in long 
wear; (c) a freer movement of the 
ink from one portion of the rib- 
bon to another as in the case of 
recovery of an ink. 

Short staple cotton must neces- 
sarily be given a tighter twist 
to give the same tensile strength 
of long staple cotton, thus result- 
ing in (a) a finished cloth which 
invariably shows a surface fuzz, 
(b) a fabric which does not have 
the absorbency of the _ looser 
twisted, long staple thread (ac- 
tual tests show a marked differ- 
ence in weardown between two 


fabrics of identical specifications 
and inking, the only difference 
being in the length of the cotton 
fiber itself). 


Evenness in Thread and Weave 
Important 


The second important require- 
ment of good cloth is consistency 
of the thread and weave. Al- 
though it is physically impos- 
sible to produce cloth without 
imperfections, careful control and 
inspection on the part of the 
manufacturer of inked ribbon 
can keep defects at a min- 
imum. On fixed pressure equip- 
ment such as multigraphs and ad- 
dressographs, fabric defects such 
as large threads in either the 
warp or filler, break rapidly, ow- 
ing to the terrific pressure exerted 
at these points. The same condi- 
tion is true in a lesser degree on 
typewriters and other equipment. 
It then becomes evident that 
evenness of weave is of tremen- 
dous importance for both long 
wear and clear impressions. 


Third in fabric requirements is 
the bleaching of the cloth, for 
upon this depends the maximum 
ink absorbing qualities of the fin- 
ished fabric. Bleaching is another 
complete subject in itself. How- 
ever, it may be said in passing 
that the important requirement 
in this regard is again consistency, 
for a change in bleaching process 
can alter the entire appearance of 
the finished inked ribbon, partic- 
ularly in the amount of oxidation 
of certain inks. 


Fourth of the fabric require- 
ments is the cutting or slitting. 
Variation in width or any wave 
in the finished roll of cloth can 
cause untold trouble for the user. 
This is particularly so in the case 
of bi-chrome ribbons. 


The fifth fabric requirement is 
that of sizing or edging. Inas- 
much as the sizing is a protective 
coating on the cut edge of the 
cloth, it must penetrate far 
enough into the end surface of 
the roll to prevent the thread 
from fraying. It must not, how- 
ever, penctra*t2 to sich a cogree 


(Turn to page 84, please) 


ns 
ce 
on. 


ve 


ut 


on 


p- 
d- 
ch 
he 
W- 
ed 
li- 
on 
it. 
at 


ng 


1g. 
ve 
an 
er. 
use 


ree 


81 








PEN POSTING ON A VISIBLE RECORD BINDER SHEET 


(Illustration by Courtesy of the National Blank Book Company) 


Visible Record Opportunities 


te appreciate fully the sales op- 
portunities in visible record equip- 
ment, we must put ourselves in ac- 
cord with the idea of progress. We 
should erase from our minds any 
thought that this method of rec- 
ord keeping is a passing fancy, or 
an experiment of loose-leaf manu- 
facturers. We must bring ourselves 
to the realization that visible rec- 
ord equipment is one of the indus- 
try’s contributions to modern 
methods of conducting business 
efficiently. 

Perhaps we had better turn back 
to the period of chiseling records 
in stones, so that we may place 
ourselves in the proper atmosphere 
for full appreciation of the con- 
veniences at the disposal of the 
user of visible record equipment. 
One of the first known methods 
of setting aside records for refer- 
ence was the placing of such rec- 
ords, made on parchment, into 
earthen jars. This was followed 
by the scroll, which permitted the 
record to be rolled up and placed 
away safely for future use. The 
method continued in popularity 
with the coming of paper, and 
there was no radical change until 
the time of the blank book. 


By W. L. SCHUSTER 


Graver-Dearborn Corporation 
Chicago, Illinois 


While blank books still have 
their place in modern business, 
most records are now kept in 
loose-leaf style, the first of which 
was simply two pieces of board 
with iron or leather thongs and 
very crude locking devices. It is 
thought that the first practical 
loose-leaf device made its appear- 
ance about the year 1890. Yet for 
the most part, people were skepti- 
cal of this new and improved 
method of record keeping, just as 
some folks are today skeptical of 
the advantages and savings that 
can be enjoyed with visible rec- 
ords. 

Loose-leaf devices did not re- 
ceive much popularity until after 
the year 1900. From then on, the 
thoughts, the energies, and the 
resources of every loose-leaf man- 
ufacturer have helped to contrib- 
ute improvements to eliminate 
certain problems present in every 
arrangement of loose-leaf forms 


and binders. One of the results is 
the visible record style of loose- 
leaf which, in the field of hand- 
posted records, has done much to 
remove many objectionable points 
in old-style record keeping. Vis- 
ible record equipment offers the 
unique opportunity of selling mer- 
chandise plus ideas. 


Cost of Keeping Records 

A few years ago a large paper 
manufacturer in conjunction with 
the United States Government 
made an exhaustive survey of the 
costs of record keeping, and re- 
vealed the fact that for each dol- 
lar’s worth of office equipment in 
use, approximately $15.00 worth 
of clerical help per year was re- 
quired. In this connection, visible 
records give us an opportunity of 
selling not only the equipment, 
but to enter the larger field on a 
fifteen to one ratio of proving and 
making savings in the cost of rec- 
ord maintenance. 

It is hard to find a production 
manager who will not investigate 
a device to produce merchandise 
in less time and consequently, at 
less cost. The large business mer- 
gers witnessed during the last ten 
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years are simply broad applica- 
tions of the desire and the need 
to economize and to reduce costs. 

Having put ourselves into the 
proper atmosphere, suppose we 
compare the efficiency of a visible 
record device and an ordinary 
loose-leaf ledger. In making these 
comparisons, let us bear in mind 
continually the fact that it costs 
$15.00 in clerical help to use each 
dollar’s worth of office equipment 
purchased. 

Loose-leaf experts tell us that 
the proper way of indexing an 
ordinary device is to have not 
more than twenty records after 
any one index tab. While very 
few users follow this scale of in- 
dexing, let us assume that the old- 
style binder is so arranged. After 
turning to the proper index tab 
it will be necessary, on an average, 
to handle ten records before we 
find the proper one. In the case 
of visible record binders, twenty- 
five to thirty records are exposed 
at a single turn of the index tab, 


thus requiring practically no han- ° 


dling of any but the proper ac- 
count. 

A clerk making five hundred en- 
tries daily would, therefore, in the 
old-style method, be required to 
handle at least five thousand rec- 
ords or ten reams of paper. On 
the conservative assumption that 
twenty-five per cent of that clerk’s 
time would be wasted in handling 
these ten reams of paper only six 
hours of an eight hour day would 
be genuinely productive. If visible 
records were used, the clerk would 
have from ten to twelve more pro- 
ductive hours each week. 

If we place this clerk’s salary at 
the rate of fifty cents per hour, 
it is obvious that the dollars and 
cents loss amounts to five or six 
dollars per week, and over the 
course of a year probably as much 
as $300. In ordinary cases, the 
cost to the consumer of visible 
records in binder style does not 
run over five cents per record. It 
should be plain that with savings 
in clerical help as outlined, and 
with the cost of visible records so 
small, these savings alone in many 


A MODERN GROCERY OFFICE.—Gen- 
eral offices of Sweeney & Company, 
wholesale grocers in San Antonio, Texas, 


cases would pay, within a year, 
for the complete installation of 
visible records. An installation re- 
quiring five thousand records and 
five hundred postings per day, as 
in the case of a perpetual stock 
control, would be a fitting exam- 
ple for this illustration, whereby 
the cost of the records at between 
five and six cents per record, 
would be exactly off-set by the 
savings in the cost of clerical help. 
This is not to mention many of 
the other advantages in the way 
of signaling these records for vari- 
ous purposes. 

A glance through any old-style 
record will reveal many accounts 
which are no longer current. These 
old accounts continue to take up 
space and to amplify the unneces- 
sary turning of sheets, and would 
be, in most cases, removed but for 
the time and trouble of removing 
them. A dead account in visible 
record installations can be re- 
moved instantly, thus keeping in 
such equipment only current rec- 
ords. 

Visible records, as stated, also 
provide the means of additional 
conveniences, very few of which 
can be obtained from old-style de- 
vices. We have mentioned the sig- 
naling of accounts by colored or 
dated tab signals attached to the 
form calling attention to past-due 
accounts and collection efforts in 
accounts receivable. Additional 
benefits by such signaling are too 
numerous to mention in this arti- 
cle. 


Changing to Visible a Simple 
Process 
Many consumers and stationery 
salesmen seem to have an obses- 
sion on the subject of visible rec- 
ords—that this method requires 
some new system, a complete 


change of the plans of record 
keeping, and the necessity of the 
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user being confronted every day 
by some perplexing condition that 
an ordinary person could not un- 
derstand. Nothing could be far- 
ther from the truth than such 
ideas, and nothing can more 
clearly demonstrate the necessity 
of visible records than the thir- 
teen playing cards in the bridge 
player’s hand. 

Just for the fun of it, deal your- 
self a bridge hand and hold it as 
you would preparatory to bidding 
or playing. Notice that you have 
spread these cards out at the 
top so that each card is ex- 
posed, permitting you to iden- 
tify every card at a glance. If it 
should be suggested to you that 
these thirteen cards be placed 
one directly back of the other in 
your hand, you would instantly 
notice the difficulty in locating 
and removing any one of them. 
If you believe that this spread in 
your hand makes a more con- 
venient arrangement, then you 
will believe that five, ten, or 
twenty-five thousand records can 
be found and used more quickly 
if arranged in visible style. 

The writer knows of a number of 
successful men selling visible, who 
actually carry a deck of playing 
cards to illustrate this example 
to stubborn prospects. 

Your loose-leaf manufacturer 
will be most happy to not only 
explain his device, but to school 
you in a way that will improve 
your standing with your clientele, 
and increase the size of your pay 
Check. We should like to remind 
you again of that fifteen to one 
ratio so that, though in some 
cases you may have equipment at 
many times the expense of ordi- 
nary loose-leaf devices, such ad- 
ditional expense will generally be 
justified by reductions of from 
twenty to forty per cent in the 
cost of maintenance. 





equipped through the initiative of Paul 
Anderson Company, stationers and busi- 
ness equipment dealers, who recom- 
mended the new Gunn Ridgewood desk; 
in preference to refinishing an assorted 
group of old furniture. This is one of 
the finest wholesale grocery offices in 
the Southwest.—BCR 
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The Fluid Process — A Modern 
Duplicating Method 


Many of you remember the old 
style copy book filled with tis- 
sue sheets by which it was pos- 
sible to reproduce the copy of a 
pen and ink letter. Most offices 
had one. 

The impression was a negative 
one, because the letter was in 
positive form, but since the sheet 
was transparent, it was only 
necessary to turn it over in order 
to read the reproduced copy. 

When it became essential to 
use heavier, non-transparent copy 
paper, it was then necessary to 
produce a written copy in reverse, 
so that it, in turn, could produce 
positive copies. About 1889, a 
most original device was put on 
the market to produce such a 
copy in reverse. 

This apparatus consisted of a 
drawing board, set in a partial up- 
right position. To this board was 
attached a rather complicated 
mechanism which held a tracing 
pencil for the use of the operator 
in writing on the sheet attached 
to the front of the board. This 
mechanism also controlled a foun- 
tain pen which wrote on a sheet 
attached to the reverse side of 
the board. As the operator wrote 
a positive copy on the front, he 
at the same time produced an 
identical pen and ink copy on the 
back in reverse form. 

This reverse copy was later used 
to produce additional copies. 
How many copies it was able to 
produce from this ink master is 
difficult to say, but it was prob- 
ably very few. 


In duplicating, the blank sheet 
to be duplicated upon was drawn 
through a bath of water, and ex- 
cess moisture wrung out before it 
came in contact with the ink mas- 
ter. This process of reproduction 
was probably the original method 
of fluid duplication. . 

The history of these early du- 
plicating methods has no signifi- 
cance until we realize that today 
many of our most modern, high- 
speed duplicators employ the fluid 
process. 


Progress Made Since 19306 


In 1930 the modern fluid dupli- 
cating method started to become 
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commercially successful in the 
United States. Since its introduc- 
tion the record of progress is im- 
pressive, and today it can be said 
that the fluid method of dupli- 
cating has been accepted as a 
modern method of making copies. 
The adaptability of these modern 
duplicators to specialized applica- 
tions, as well as to general dupli- 
cating, has been’ conclusively 
established through their success- 
ful handling of diversified uses in 
every line of industry. 


How does this new fluid process 
operate? What is it like? What 
has made it successful? 


Did you ever type a letter and 
accidentally put the carbon for 
the copy in a reverse position? 
You know what happened. The 
carbon copy appeared on the back 
of your original letter—and in 
reverse. 


Now to visualize what fluid 
process duplicating means, imag- 
ine that this reverse impression is 
raised well above the surface of 
the paper in little mounds of car- 
bon. A chemically moistened sheet 
of paper is automatically pressed 
down against these mounds of 
carbon, and presto—a bright, in- 
delible impression appears on the 
moistened sheet. 


As sheet after sheet is pressed 
against these carbon mounds, 
they gradually decrease in size, as 
layer after layer is dissolved, until 
they are entirely used. Two hun- 
dred copies more or less are made 
from the carbon deposit in this 
manner. 


This, in its simplest essence, 
describes the fluid duplicating 
process. It is a direct process of 
making copies from a master copy. 


Visualize now .this entire pro- 
cedure performed automatically, 
even to the feeding and stacking 
of copies, and you have, then, the 
modern fluid process duplicator. 


Color Maintained in Fluid Process 


The absence of a transfer me- 
dium eliminates loss of color by 
transfer, and permits the com- 
plete utilization of the full 
strength of the carbon deposit on 
the master. This feature makes 
possible longer runs, brighter 
copies, and an equal distribution 
of carbon resulting in a remark- 
able uniformity between the first 
and last copies. 


In the fluid process of duplicat- 
ing the master may be used over 
and over again, over a period of 
years if necessary, and up to the 
limit of its copy-producing capac- 
ity. This re-use of the master 
feature saves re-typing, re-check- 
ing and material costs. 


With ever-increasing speed the 
fluid duplicating process is pene- 
trating into offices, manufactur- 
ing concerns, schools, and many 
other organizations. 


Manufacturing establishments 
are enthusiastic about its “re-use 
of master” feature, its simple 
blockout methods, its economy 
and flexibility for duplicating 
order invoice systems, production 
orders, pay-roll tickets, price lists, 
shipping tags and labels. Schools 
like its clean and simple operation 
in the production of tests, school 
publications, faculty notices, and 
many other duplicating jobs found 
in every school. Banks, insurance 
companies and government offices 
welcome the permanency of its 
copies. Brokers, news agencies, 
advertising offices unhesitantly 
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depend on it to maintain sched- 
ules and meet “dead-lines.” Rail- 
roads, light and power companies, 
clubs and associations—offices in 
general—all have their enthusias- 
tic users who are benefiting from 


Why Did 


> in a while, particularly 
when he has a headache over the 
loss of a promising sale, it be- 
hooves the commercial stationer, 
particularly the one using outside 
salesmen, to call a halt and check 
on himself and his contact men; 
to take an objective view of a bit 
of his work which may not have 
been done so well, and size the 
situation up, so to speak. 


This pays. Or so found one 
dealer who worked out a regular 
questionnaire on printed form, for 
this purpose. The form could be 
used for periodic checks on single 
sales, or it could be used for quiz 
purposes, from time to time, as the 
“boss” saw fit. It serves well for 
purposes of illustration in sales 
meetings. 


Essentially the questionnaire 
goes straight to the “heart of the 
matter.” No punishment is im- 
plied; the questionnaire serves as 
a heart to heart talk between boss 
and salesman. 


Curiously, it had a very stimu- 
lating effect, the dealer reports. 
It brings home to the salesman 
the fact that there are many ave- 
nues to the loss of a sale; just as 
there are to winning of one. It 
reminds the salesman that each 
sale of any importance may be 
made a well rounded program in 


this latest modern short-run 
copying method. 

In brief, the fluid duplicating 
machine has greatly extended the 
range of short-run duplicating. 


It has extended the copy-making 
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ability of a master to well over 
two hundred copies. It has sim- 
plified the art of duplicating, and 
its worth has been proven by its 
general acceptance in the offices 
of American industry. 


We Lose That Sale? 


itself. As such, the questionnaire 
serves admirably for training pur- 
poses with young salesmen, the 
dealer reported. 


The Self Questionnaire 


Following are some of the ques- 
tions raised in the report sheet: 

Did the sale go to another 
dealer? 

What dealer? 

What did he sell the customer? 

Was there a price difference be- 
tween what the customer bought 
from the other dealer, and what 
we tried to sell? 

Was there any other reason why 
this customer bought from the 
other dealer? 

What type of person was the 
customer? 

Did you take this into consider- 
ation? 

In your opinion, did you use the 
right approach for a customer of 
this type? 

Was there any other approach 
you avoided? 

Why? 

Was there any other you might 
have used instead? 

What sales resources (samples, 
demonstrations, etc.) did you use? 

Were there any such resources 
you didn’t use? 


Was the customer brought into 
the store? 

Frankly, was the loss of this 
sale due to failure of our mer- 
chandise, or to your own selling? 

It is to be noted that emphasis 
is laid not only upon the mer- 
chandise, but the customer to 
whom the merchandise is sold. 
“We look at it in this way,” the 
dealer states. “There are three es- 
sential factors in any sale: the 
salesman, the merchandise and 
the customer. 

“The day is gone when good 
salesmanship is promoted through 
high pressure methods with sales- 
men. Each salesman is, himself, 
an individual problem; what works 
for one salesman might not do for 
another. We recognize this prob- 
lem earlier in the training career 
of the salesmen than we used to. 

“But one thing we do stress is 
that each customer is also an in- 
dividual problem, having certain 
likes and dislikes, and not accord- 
ing to a rigid pattern. Success of 
the sale often depends on the 
salesman’s ability to make use of 
strikingly individual customer 
characteristics. If, through use of 
a questionnaire such as the one 
above, we can make salesmen con- 
scious of this fact, we feel that 
our job is half done.” 





TECHNICAL KNOWLEDGE 
HELPS SELL INKED RIBBONS 


(Continued from page 80) 


as will stiffen the edge of the 
ribbon. 

Thus we find in summarizing 
these facts regarding ribbon 
fabric, that uniformity comes first 
in every case. Certainly the same 
is true in regard to ink. Ribbon 
inks may be divided into three 
groups (excluding specialty inks): 
quick penetrating, active, high re- 
covery inks; normal penetrating 
and recovery inks; and low recov- 
ery, surface drying inks. 

The first group is used where 
production is paramount, and 


paper is of the absorbent type. 
The second group covers the gen- 
eral user, while the third group 
finds its use on coated, hard fin- 
ish, non absorbent paper. Each 
of these groups meet definite con- 
ditions but attempt to make any 
one cover all requirements would 
be absurd. Yet we find the aver- 
age user ordering ribbons as 
“black record.” Undoubtedly, the 
same person when ordering paint 
would be sure to specify the type 
of surface to be covered; yet ink, 
itself a covering medium, cer- 
tainly has more definite limita- 
tions and is considerably more af- 
fected by its working surface. It 
must be remembered that al- 
though the fabric of a ribbon is 


of great importance, it still is 
merely a means of conveying the 
ink from the factory to the paper. 
The painter chooses his brush 
with great care, considering the 
type of work to be covered, but 
of equal importance is the paint 
itself. One is dependent upon the 
other to assure perfect results. 
Ink is the stenographer’s paint; 
cloth, her brush. 

When then is the answer to the 
above condition? Just this, know 
your products thoroughly, what 
each item in the line is best suited 
for; and above all things acquaint 
yourself with your customers 
problems, for if you don’t some- 
one else will, and they will soon 
have another new account. 
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: Systematic Effort Sells 


— the year we or- 
ganize our sales activities to take 
advantage of seasonal opportuni- 
ties to build volume and to keep 
our salesmen continually sup- 
ported by a definite sales cam- 
paign. Special emphasis is given 
to filing systems and supplies dur- 
ing January, June, November and 
December. 


A complete sales campaign is 
planned on a contest basis with 
some article of genuine value of- 
fered as a first prize. Usually sec- 
ond and third prizes in cash are 
provided. An extra commission is 
paid on certain items in the line 
chosen for special sales effort. 
This simple procedure has proved 
its value through several years of 
practice. In most every instance 
the results have exceeded our ex- 
pectations. And frequently we sell 
more merchandise following the 
campaign, as a Slightly delayed 
result of the effort expended, than 
during the actual special selling 
period. 


It is our belief that our sales- 
men should understand enough 
about the subject of filing so that 
they can given intelligent advice 
to customers concerning systems 
and equipment that will best fit 
the need. All of the boys on our 
sales force have been privileged to 
participate in a three months’ 
sales training course on filing, 
outlined and supervised by our 
factory connection. The training 
includes instruction in the funda- 
mental principles of filing, as well 
as a thorough grounding in such 
things as grades of stock used in 
folders, guides, and cards. Natu- 
rally, all of this information is not 
used in each sale, but the knowl- 
edge is very valuable when some 
questions of price and quality 
arise. 


How Prospects Are Uncovered 


The matter of finding prospects 
is intensely important. We have 
several methods. New prospects 
are uncovered by follow-up of all 
new businesses and offices opened 
as quickly as we find out about 
them. Our boys keep their eyes 
open, working through the Cham- 
ber of Commerce, office buildings, 
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and, of course, tips from friends 
and customers. 

Every customer on our list is 
considered a potential prospect 
for additional filing supplies and 
equipment. Our method of follow- 
ing through on these involves the 
use of a complete card record of 
every customer, with information 
as to the filing system in use, and 
the supplies we have sold them. 
Every year these records are used 
intensively during November and 
December, both to secure their 
yearly repeat order and to try to 
install new systems where to date 
we have failed. It enables us to 
book orders for old customers long 
before they actually need the 
merchandise, thus allowing us to 
prepare the orders and assure 
prompt delivery from stock when 
necessary. 

Surveys of customers’ files and 
filing problems are essential ad- 
juncts to intelligent selling of sys- 
tems and supplies. Sometimes it 
takes several attempts and quite a 
while to secure permission. No- 
vember and December are the 
best months in which to suggest 
surveys. Tact is a prime necessity. 
We try to avoid criticism of the 
system in use. Frequently we get 
the “bosses” personal file or some 
particular file in the office 
equipped first, as an _ entering 
wedge. 


On any furniture sale where fil- 
ing cabinets are involved, we make 
it our business to sell a filing sys- 
tem with the cabinet, stressing 
the potential value of the equip- 
ment as a system rather than 
merely a four-drawer cabinet and 
some indexes and guides. By ad- 
hering to this procedure we are 
frequently able to secure an order 
without the harassment of com- 
petitive prices. 

And we always follow-up an in- 
stallation to see if it is satisfac- 
tory in every detail. There are 
several reasons for this. The chief 
being that the customer appre- 
ciates it and feels that we have an 
interest beyond just the making 
of the sale. 

Our advertising program on fil- 
ing systems and supplies is limited 
to direct mail and window and 
store displays. When these prod- 
ucts are being emphasized in a 
sales campaign, they are usually 
made the subject of our monthly 
mail advertising. 

About seventy per cent of our 
filing supplies volume is obtained 
by our outside men. They are 
trained for the work and are do- 
ing a good job. Each has a dem- 
onstration kit which he carries 
with him only on special appoint- 
ments. 


System Gets the Order 


A recent sale is of particular in- 
terest because our system and 
supplies were primarily respon- 
sible for our getting the order, in- 
cluding several. filing cabinets. 
The customer called in three firms 
to demonstrate their files and sys- 
tems and to submit prices. When 
our turn came we did our best to 
show how our cabinets were well 
suited for the desired service. 
Then we demonstrated our system 
as applied to the customer’s par- 
ticular need. They seemed inter- 
ested, which impelled us to make 
an exceptionally detailed presen- 
tation. Sveral days later we were 
called in and given the entire or- 
der. Afterwards, when we asked 
what had influenced the custom- 
er’s decision, the answer was, “We 
really liked the files of one of your 
competitors a little more than 
yours, but we liked your filing sys- 
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Letters That Build 
Office Furniture Volume 


TP epeesiatns, letters sell office 
furniture for the office supplies 
dealer in proportion to the direct- 
ness with which their appeal suits 
the special needs of the prospec- 
tive buyer. 


There are two important issues 
involved in making such a direct 
mail appeal, which may be ex- 
pressed by these questions: (1) 
Does the letter present the mer- 
chandise the prospective customer 
is most likely to need, at a time 
of the year when he is most likely 
to need it? (2) Is the letter pre- 
senting a certain office need ad- 
dressed to the individual, or group 
of individuals most likely to re- 
quire it? 

Dameron-Pierson Company, Ltd., 
New Orleans, La., began recently 
a letter promotion campaign which 
does an excellent job of filling 
these two stipulations of good di- 
rect mail advertising for the office 
furniture department. 


The letters present, for each 
series sent out, a single type of 
merchandise of the furniture de- 
partment, such as a file cabinet, 
furniture rests and chair cushions, 
or a desk lamp. This merchandise 
is represented not only in the text 
of the letter, but in a manufac- 
turer’s folder for the specific item 
which accompanies and is referred 
to in the letter. 

The merchandise, or folder, se- 


lected for direct mail exploitation, 
is governed by the season. That 


Selected Prospects Plus 

Selected Furniture Items 

Make Mail Solicitation 
Profitable 


By DWIGHT ABBOTT 
& 


is, transfer files may be a feature 
of the letter sent out in June and 
December; the desk lamp may be 
a fall feature, etc. It is not pos- 
sible to choose equipment alto- 
gether by its importance during 
any one season, C. F. Escher, man- 
ager of the furniture department 
of Dameron-Pierson, explains, but 
this is the criterion used when 
possible. Other factors of course 
may enter in, such as desire of the 
store to push this stock at a cer- 
tain time. But the important 
thing, Mr. Escher stresses, is that 
the merchandise to be exploited in 
the letter must be selected first. 

The letters presenting the mer- 
chandise selected are then ad- 
dressed to a live group of prospec- 
tive furniture buyers. That is, if 
the merchandise applies most 
readily, at the season the letters 
are being written, to lawyers, the 
letter form for this group will 
present the merchandise as _ it 
should be presented to lawyers. If 
another group, as _ publishers, 
might also be “likely” customers 
for the same merchandise at the 
same time, the letter will be so 


written that it will apply to both 
lawyers and publishers. 


The letter form is then drawn 
up, presenting a given product to 
a given prospect group. From this 
form, letters addressed to indi- 
viduals within the group are typed 
in the office, and mailed out. As 
many as 450 in a single month 
have been sent out, Mr. Escher 
said. Each letter has clipped to it 
the merchandise folder and a re- 
turn business card, asking for a 
salesman’s call, or expressing fur- 
ther interest. 


It is also possible to choose a 
certain group the firm wishes to 
approach and then select the mer- 
chandise most applicable to it. 
Actually, the furniture chosen 
serves as an introduction for fur- 
ther sales followup; it may be a 
low cost item that will arouse in- 
terest, upon which may be built a 
more substantial sale through fur- 
ther contact. 


To illustrate, selecting automo- 
bile dealers, Dameron-Pierson may 
choose file cabinets and transfer 
cases; with finance companies, 
safes and burglar proof chests may 
seem the most likely merchandise 
for letter exploitation; insurance 
companies would be interested in 
furniture and file cabinets; the 
lawyers seem most likely buyers 
of the lamps. 

The mail promotion is continu- 


ous throughout the year, one letter 
series following another. Each 
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group receives letters about twice 
a year. 

The letter form for each group 
is drawn up in the office furniture 
department, and its distribution is 
engineered from there. But the 
letter form with each series is sub- 
mitted to the advertising depart- 
ment for inspection of diction, ap- 
pearance, etc., before it is sent out. 


Typical Letters Quoted 


Following are three examples of 
letter texts used in this way: 

1. Accompanied by manufactur- 
er’s folder advertising desk lamps, 
this letter was sent out to lawyers 
and publishers, during November: 

“Dear Sir: 

“Do you consider your eyes in 
the daily grind at your desk every 
day? 

“Good lighting is more impor- 
tant to the executive, clerk or 
stenographer than an umbrella on 
a rainy day. 

“We are featuring the 
lamp which stands out as the most 
effective lamp of its kind in light- 
ing equipment, and its proven 
value to the eyes can be easily de- 
termined by our sight meter which 
shows just how much this lamp 
means to your eyes. 

“This lamp is attractively fin- 
ished in light bronze and will 
make an attractive addition to 
your desk, besides giving you the 
benefit of its most important fea- 
ture — indirect lighting for your 
eyes. 

“We will be pleased to send you 
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“W 
E GET good returns from 


consistent advertising in small 
Space,” says Oscar Baum of 
Baum’s, Inc., Washington, D. C. 
“We use a daily one-inch by one 
column ad, always on the finan- 
cial or sporting page. 

“When a business man wants 
to know how the stock market is 
going, he usually stumbles across 
our ad. Similarly, he sees our an- 
nouncement if he is reading the 
sporting news of the day. With 
three papers, at small cost, we 
get both wide circulation and 
intensive coverage. 

“The financial or sporting page 
is the first thing the average 
business man looks at when he 
picks up the newspaper. We tell 
them every day that we sell, buy 


one of these ..... lamps on ap- 
proval, so you can try it and 
satisfy yourself that it is the best 
there is in lamps. Yours very 
truly,” etc. 

2. The following letter, featur- 
ing furniture rests, was mailed to 
all realtors in April: 

“Dear Sir: 

“Modern floors and floor cover- 
ings need protection from the 
sharp edges of chair legs and desk 
legs; that is why a few cents in- 
vested for the proper equipment 
will save you many dollars in re- 
pair of your floors or the replace- 
ment of your floor coverings. 

“pset cs .. furniture rests on 
linoleum, rubber, hardwood, or 
any other types of floors and you 
will find in their use the best pos- 
sible floor protection that can be 
obtained. 

"PHORG. 52a o. rests end that 
constant scraping noise; they slide 
easily, protect your floors and give 
chairs longer life. 

“Be wise: Invest in 
equipment for your chairs, desks 
and tables. Feel the difference 
and note the way they perform. 

“We CAPPT is. nica. casters in two 
sizes and can furnish any type 
chair caster you desire. Yours 
very truly,” etc. 

3. Following is the letter mailed 
to all exporters early in the 
spring: 

“Gentlemen: 

“Is your present filing equip- 
ment adequate for your require- 
ments? 
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“We are featuring .............. com- 
pany’s complete line of steel filing 
equipment, and if you will read 
the enclosed circular carefully 
you will note the outstanding fea- 
tures in their .............. file. 

“This circular, entitled ‘A Seven 
Point Measure of File Value,’ gives 
you a simple yet constructive idea 
WOE eiccane leads the field in out- 
standing filing cabinet value. 

“We can assist you in your fil- 
ing problems and will be glad to 
coépérate with you in replacing 
your old files. Liberal trade-in 
allowances will be given you on 
your old equipment. 

“We have on our display floor 

Se ae files in the two, three and 
four drawer styles and will be 
pleased to give you a complete 
demonstration any time you de- 
sire. 

“For further information re- 
garding your filing needs, please 
do not hesitate to call upon us. 
Yours very truly,” etc. 

The letter promoting specific 
merchandise, Mr. Escher pointed 
out, has more value, for the fol- 
low up it gives the firm, as a 
general “reputation” builder for 
the department, and the firm, 
than the more general type of 
letter. This is in addition to 
specific sales which it may bring 
about. 

In addition- to the letter pro- 
gram, the furniture department 
uses folders in all outgoing mail, 
during the promotional period of 
a given articie of merchandise. 


Leads at Small Cost 





OFFICE FURNITURE 


WE SELL, BUY OR EXCHANGE 
Chairs Steel Files 
Desks Steel Cabinets 
Tables Safes 


BAUM’S FURNITURE HOUSE 


1416 Frye &t. N.W. Phone NA. 2184 











BAUM’S ADIGRAM, REPRODUCED 

IN EXACT SIZE.—This brief message 

is also presented in the same size in 

reverse, the letters showing white on 
a black background. 


or exchange office furniture .. . 
desks, tables, chairs, files and 
cabinets, safes, and so on. 
“These adigrams say a mouth- 
ful in a few words. Their pulling 
power is not proportional to their 
size. We used to have a page, 
a half or a quarter page, when 


we thought it appropriate to ad- 
vertise, but we have found that 
this is not one-third as effective 
as a small ad run regularly, and 
the cost is about the same. 

“So now we believe in consist- 
ent and persistent advertising 
with small space. The response 
is much better and is far more 
valuable than sporadic advertis- 
ing and big spreads occasionally. 

Don’t Quit 

“Advertising is not a game for 
a quitter. If you don’t get results 
today, you have got to keep 
pounding away at what you have 
to tell. And tomorrow results 
start coming in... and the next 
day ...and the next. 

“The business man, consulting 
his favorite page, sees our ad 
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often. Even though he may not 
be interested at the time, after 
seeing this add consistently for 
six months, he is bound to say 
to himself, ‘I see this ad every 
time I look on this page... . I bet- 
ter look into it.’ 

“With us they are institutional 
or good will building ads, be- 
cause they tend to bring the pub- 
lic our way when they need office 


furniture. Each ad tells them who 
we are and what we do. And we 
find these midget ads show up 
and do the work cutout for them. 

“They keep our name and busi- 
ness constantly in the public eye, 
and are repeated daily. Their 
continuity and brevity give them 
punch and get the business. Suc- 
cessful advertising is not a ques- 
tion of how big a splurge you can 
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make on the printed page, but 
how well you can do the job so 
that the public will see and read 
your advertising and then act on 
it . ..no matter how small a 
space you occupy. 

“The small ad also has several 
advantages, particularly where 
rates are high and space competi- 
tion is keen. It can be run at low 
cost on sales.” 


Demonstration Selling Maintains 
Interest in Sales Meetings 


A UNIQUE type of demonstra- 
tion selling enables the Rucker 
Fuller Company, office furniture 
dealers at San Francisco, Oakland, 
and Sacramento, Calif., to main- 
tain an exceptional degree of in- 
terest in sales meetings. 

Like most other office furniture 
houses, this company was faced 
with the problem of making sales 
meetings vital enough to hold the 
interest of the men. Talks and 
discussions of the usual type, ex- 
perience showed, “wore out.” But, 
instead of abandoning the train- 
ing effort as some firms have 
done, Rucker-Fuller evolved a new 
sales meeting technique—one 
which has held interest consist- 
ently for years on end. 

Meetings are held regularly once 
a month—for a two-hour stretch 
in the evening so that plenty of 
time is available for a thorough 
study of the subject brought up. 
Generally speaking, each meeting 
is devoted to just one subject. 
Here are a few representative sub- 
jects: 

1. How to sell furniture and 
equipment to the prospect who 
contemplates a move. 

2. How to handle ordinary so- 
liciting. 

3. How to sell systems—indexes 
and so on. 

In each case, the subject is 
taken up in the form of a skit or 
playlet, one salesman acting as 
the prospect and the other as the 
salesman. The “customer’s’” job 
is to put every possible “stumbling 
block” in the way of the sales- 
man; the salesman’s to show how 
all those obstacles can be over- 
come and the business obtained. 
Ordinarily, the whole “show” is 
handled extemporaneously. Pre- 
pared presentations, it was found, 


Playlets in Which the Men 

Take Parts Extemporane- 

ously ''Click'’ with Sales 
Staft 


By LUCIUS FLINT 


often lack the vital spark that 
makes them successful. The sales- 
man doing the demonstration job 
is put up against the equivalent 
of an actual selling problem—he 
must think and talk fast just as 
he would on an actual deal. 

The scene may open with the 
salesman encountering resistance 
from a subordinate—the girl at 
the switchboard or the prospect’s 
secretary. “Mr. Blank is too busy 
to see you,” she says. After get- 
ting over this hurdle, the sales- 
man may be told by the prospect 
that for reciprocity reasons he 
does all his buying from another 
house and that he wouldn’t be 
interested. The salesman demon- 
strates how he sells the service 
idea and overcomes that argu- 
ment. 

In the case of a contemplated- 
move-prospect, the salesman may 
be informed that the decision on 
the change isn’t definite and that 
if it is made very little new equip- 
ment will be bought. The come- 
back here is a request for an 
opportunity to survey present fa- 
cilities and see if, through better 
use of present space, the need for 
a move couldn’t be avoided. 


During a single demonstration, 
dozens of points of opposition may 


be brought up. The man acting 
as the customer presents in com- 
posite form all the obstacles he 
has ever encountered. 


Throughout the demonstration, 
other salesmen and company offi- 
cials are taking notes on good and 
bad points of the presentation. 
They analyze not only the appeals 
used but also the exact way in 
which they are phrased, the phys- 
ical bearing and appearance of 
the salesman as he approaches 
the prospect, the provisions he 
makes for getting a future ap- 
pointment if necessary, the way 
he makes his exit, and so on. 


The demonstration over, every 
man in the room is asked for some 
comment—good or bad. One sales- 
man may have a suggestion for 
an improvement in a certain part 
of the presentation. Another may 
radically disagree with a certain 
appeal used. A third may want 
further information on the why 
behind a certain approach. The 
whole analysis is conducted in 
clinic fashion. 


The discussion concluded, re- 
sults of the meeting are reviewed 
by one of the executives. Deci- 
sions of thé majority on what is 
good and what is bad in selling 
technique are cited. That review 
is one of the most valuable parts 
of the meeting. It helps the men 
crystallize vague ideas, clears up 
questions. 


The demonstration work is ro- 
tated through the sales force so 
that at regular intervals every 
man has a chance to make his 
presentation. Experience showed 
that the men who make the pres- 
entations derive almost as much 
benefit from the work as those 
who listen to them. They are 
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given a chance to try out new 
ideas before using them on an 
actual customer. And, certain the- 
ories and policies are clarified in 
their own minds as they go along. 

Periodically, the demonstration 
selling routine is varied with a 
practical analysis of one of the 
firm’s currently featured desks. 
One of the desks is brought up 
before the group and taken apart, 
piece by piece, so that the men 
can see exactly how it’s made. 
While the desk is being disman- 


tled, the usual selling points are 
brought out and then the men 
are asked for suggestions on addi- 
tional ones or improvements in 
presentation on those mentioned. 

“The value of giving every sales- 
man a chance to actually know 
every piece of furniture or equip- 
ment ‘inside out’ can hardly be 
overestimated,” says W. E. Risten- 
part, vice-president of the com- 
pany and manager of the desk 
department. “It’s one thing to 


tell them about construction fea- 
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tures and another actually to 
show those features. In the latter 
case, the salesman knows what he 
is talking about beyond any ques- 
tion and speaks on the subject 
with real authority. 

“With this same thought in 
mind, we send every new filing 
cabinet salesman back to the fac- 
tory to see how this merchandise 
is made before ever putting him 
out in the field. Knowledge — 
actual knowledge. That’s the first 
fundamental of successful selling.” 


ENTIRELY GLOBE-WERNICKE.— Globe- 
Wernicke steel office equipment was 
selected for the Cincinnati division sales 
offices of the Carnegie Illinois Steel Cor- 
poration. These modern desks, tables 
and office accessories are designed to 
speed up business routine and increase 
office efficiency while making work 
easier. Installation by Kelsall-Voorheis, 
Inc., Globe-Wernicke Cincinnati dealers. 
















LIKE SOLDIERS ON PARADE.—That 
phrase well describes the part shown 
here of an installation of 2200 tablet arm 
chairs manufactured by the Murphy 
Chair Company, Owensboro, Ky., in the 
University of Colorado. The installation 
was made by the Mutual Furniture & 
Fixture Company, Denver, Colo. 
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EASY TO GET AT!—That's what the Louisville & Nashville railroad office men 

said about thousands of tabulating cards after they were installed in this 

battery of forty Shaw-Walker free-coasting tabulating card files in the Louis- 

ville office. The Office Equipment Company, exclusive Shaw-Walker distrib- 

utor at Louisville, made the sale after thoroughly demonstrating the ability of 
the Shaw-\Walkor equipment. 
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EDITORIAL 


Sen. O'Mahoney Expresses an Attitude 


@@ THE statement of Senator Joseph C. 
O’Mahoney, chairman of the Temporary National 
Economic Committee, in his address at The Na- 
tional Stationers Association convention, in 
which he referred to the committee’s desire for 
the assistance and cooperation of business men 
in every line of endeavor toward building a new 
prosperity for the future, was a fine thing. 

Senator O’Mahoney said, “So far as I am per- 
sonally concerned, I should be willing to forget 
every singie violation of the Anti-Trust Law that 
has been made to this day, if by so doing it were 
possible to secure an agreement that abuses 
would thereby be abandoned and that we could 
lay the basis for this new national rule.” The 
rule to which he alluded was that which might 
serve as a basis upon which permanent prosper- 
ity can be constructed. ‘We approach this study 
in a spirit of helpfulness toward business, and 
not in a spirit of hostility,” he continued. 

If the spirit of the chairman there expressed 
becomes the spirit of the committee and their 
procedure, this in itself will be a stimulant to 
business. Although Mr. O’Mahoney spoke only 
for himself personally, and yet for the chairman 
of this committee, a United States senator to go 
on record as willing to clear away the past and 
let bygones be bygones, with the hope of finding 
“a common ground upon which all the people 
of America, workers and employers, private indi- 
viduals and corporations, may stand together to 
rebuild the prosperity of America,” is intensely 
gratifying. 

A few days after the Senator’s talk, Paul 
Leach, in his syndicated newspaper column, 
wrote upon the study being made of trade asso- 
ciations by the Department of Commerce in con- 
junction with the work of Senator O’Mahoney’s 
committee. Mr. Leach, quoting Charles P. Gar- 
vin at Washington, revealed that the trade 
groups favor the study. He told how Mr. Garvin, 
Secretary of the National Stationers Association, 
has acted as chairman of a committee for three 
hundred other trade groups represented in 
Washington, not only bringing about coodpera- 
tion of the reputable trade association men, but 
also helped in preparing the questionnaires. 

“We as trade association men,” said Mr. Gar- 
vin, “are much concerned with building up na- 
tional public respect for our organizations. We 
agree with Senator O’Mahoney that men in pub- 
lic life and business ought to work together to 
find out what’s the matter and correct it... . 
Such associations as we believe a great majority 


to be are not engaged in stifling trade or compe- 
tition, but promoting it, and we are anxious for 
the public to know that.”’ 

Mr. Garvin declared that honest business and 
industry in the United States wants to clean up 
racketeers preying on legitimate business under 
the guise of trade associations and that if the 
monopoly committee investigation could do it, 
it would be all to the good. 

es: ee 
Futility of Price Cutting 

@¢ AT the convention, Mr. Montgomery 
brought out and elucidated the point that cut- 
ting the price of stationery utilities does not 
increase their consumption in any community. 
All it does is to get some of the business away 
from competition. Then the competition retali- 
ates, “ultimately leaving the stationery trade in 
the town in worse shape than it was before.” 

He reminded the group of that of whicn it is 
well to be frequently reminded—that “such tac- 
tics cannot possibly increase consumption per- 
manently.” Cutting the price to increase con- 
sumption is as futile as putting a setting hen on 
unfertilized eggs. People are not going to con- 
sume more Office utilities because they can buy 
them cheaper. The stationer deals in require- 
ments, and when those requirements are satis- 
fied, the users do not buy more until the need 
arises again. 

Anyone who thinks he will have an advan- 
tage over his competitor by price cutting only 
awaits the fact that competitors will follow 
suite—with the result that the users are supplied 
at a lesser price than they would be happy to pay 
for things of such usefulness, while the mer- 
chants are deprived of just profits. 


= 
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Service of New York Business Show 
& THROUGH the Thirty-Fifth Annual Busi- 
ness Show, held in New York City October third, 
the office equipment industry placed before the 
business public the latest developments in the 
tools of business. The show this year pulled 
against a few attendance resistances—the world 
series game on Saturday and bad weather on 
Thursday—but despite these influences a keen 
interest was shown by the thousands who at- 
tended. 

By providing solutions to the recognized and 
unperceived problems of the executive, the show 
performs a service which contributes to business 
stability and progress. It doesn’t provide mar- 
kets nor customers, but it does present instruc- 
tive displays of machines and equipment which 
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are checks against extravagance, protection 
against lost motion, and which in many cases 
through savings in economies return the pur- 
chase price. 
cecilia: italian 
Enthusiasm For the Future 

@¢ THE most inspiring and encouraging thing 
of the N. S. A. convention was the infectious en- 
thusiasm for the commercial stationery business. 
Speakers in each division referred to increasing 
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possibilities. The note was sounded in relation 
to furniture, systems, and office machines,—all 
three of which have been, through two or three 
decades, the chief influence under which expan- 
sion of the business has been achieved. Those 
who consider it seriously are impressed with the 
fact that the new improvements in technology 
of these things enhances their service to the 
business world, and makes business loom larger 
for the merchant. 


HERE AND THERE 


FIRST PENCIL RECORDED IN 
RARE AND ANCIENT BOOK 


A rare, sixteenth century book 
in which is recorded a reference to 
the first lead pencil in a valued dis- 
play at the History of the Recorded 
Word Exhibition held last month in 
the New York Times Annex build- 
ing, New York City. 

The book, according to the 
August |9 issue of the New York 
Times, is entitled "De Rerum Fos- 
silium Lapidum et Gemmarum,"” a 
Latin work on fossils written by Con- 
rad Gesner, a German-Swiss nat- 
uralist who was born in 1516. The 
book, published in the year of his 
death, 1565, describes the lead pen- 
cil in the following quaint and de- 
lightful language: 

"The stylus depicted below has 
been made for writing of a certain 
kind of lead (I believe an artificial 
composition which | hear others call 
English antimony) sharpened at the 
end for insertion in a wooden 
holder.” 

The illustration referred to de- 
picts a device more like a modern 
automatic pencil than a wooden 
one. At the end, in place of an 
eraser, is a fancy knob. 





A TYPEWRITER MAKES BEAUTI- 
FUL SHRAPNEL 


A male stenographer with a quick 
temper and a flair for throwing any- 
thing in sight recently discovered a 
new method of manufacturing shrap- 
nel out of typewriters, according to 
a story in the Chicago Tribune issue 
of September 20. 

Angered over a reprimand, the 
young man strode to his desk, lifted 
his brand new typewriter and, with 
a nonchalant toss, heaved it out of 
his fourteenth story window over- 
looking Wacker drive. (It is here 
that the expense of making ammu- 
nitions enters.) 

A split-second later the machine 





landed in a parking lot and ex- 
ploded. Pieces of typewriter pene- 
trated the steel body of a car 
parked ten feet away while others 
were retrieved forty feet distant. 
The resultant damage totaled about 
$300. 

The young man hasn't been seen 
since, but neither has the typewriter. 





AYRES PROUD OF GRANDSON 
TENNIS CHAMPION 

Harry S. Ayres, well-known repre- 
sentative of the Speed-O-Print Cor- 
poration, Chicago, is proud of his 
grandson, Bobby Griffith of Kansas 
City. 

And well he might be, for Bobby, 





THEY'RE PROUD OF EACH OTHER! 
—Harry S. Ayres, who graces Speed- 
O-Print ranks and his grandson, 
Bobby Griffith, who recently won a 
tennis tournament title and showed 
real championship form in doing so. 


who is only thirteen, won a brilliant 


tennis match over Billy Miller, 6-4; 


8-6, to take the thirteen-year-old 
division title in the Kansas City 
junior championship matches. The 
game was listed as one of the 
midget single finals and Bobby 
showed rare form to win the ac- 
claim of several Kansas City news- 


paper sports writers, one of whom 
dubbed his efforts as typical cham- 
pionship material in the making. 





TY EWRITER DRO S LETTER TO 
TRA SUS ECT 


eo le should ity oor Emmet 
Gordon, a colored fireman of Chi- 
cago, who recently came to grief and 
was jailed all because a ty ewriter he 
sold to a Chinese cho suey restau- 
rant ro rietor had dro ed one of 
its letters. 

Gordon, according to Chicago 
olice, stole forty-five ty ewriters 
from the Har er High school and 
managed to dis ose of them all. His 
last sale was to Der Tong in China- 
town and Mr. Tong sells a lot of 
cho suey. But how was he to bill 
his many customers when he wouldn't 
write cho , because there was no 
on his ty ewriter. 

So he called a mechanic who in- 
stalled a brand new letter P and 
now the machine can spell prunes, 
Priscilla, and, above all, chop suey. 
But the serial number was a dead 
give-away for Gordon who is now 
in jail. 





FATHER DIVINE'S COMFY CAR 


The Tanbarker, newsy house organ 
of the Eagle-Ottawa Leather Com- 
pany, reports that the automobile 
of Father Divine, the negro dominie 
whose juxtaposition to "Crum El- 
bow" on the Hudson to the country 
home of President Roosevelt on the 
Hudson River brought the preacher 
into the limelight, has an automobile 
which is upholstered with "“E-A” 
leather. The interior upholstering is 
a fine blend of Eagle-Ottawa Vien- 
nese and boarded special green, 
and a trim of dove gray. There are 
two large upholstered chairs in the 
extreme rear of the car. The fenders 
are built in. The car can do from 
110 to 130 miles per hour. It has a 
special radio and a Dictaphone. 
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OFFICE APPLIANCES 


New York Goes to the Business Show 


Eighty-four Office Equipment and Supply Manufac- 

turers Greet Thousands of Visitors at the Thirty-Fifth 

Annual Exhibition Staged in the Port Authority Build- 
ing, New York City 


Jusr as this issue goes to press, reports reach us that 
the Thirty-Fifth Annual Business Show in Commerce 
Hall, Port Authority Building in New York City the 
week of October third is again proving a magnet to 
business people all over the world. As thousands of 
visitors stream through the gates they are being 
greeted by a fascinating array of colorful, spacious ex- 
hibits manned by courteous, enterprising attendants 
anxious for the opportunity to tell their stories and 
demonstrate their products to all who will listen. And 
they are not being disappointed for word trickles 
through of great interest which in some cases is being 
backed up with cold cash. 


Eighty-four manufacturers and distributors have col- 
laborated with the National Business Show Company in 
presenting this Thirty-fifth Annual Business Show to 
the business public. Heralding the theme of this year’s 
show, “It’s Time to Make a Profit” through the daily 
press, radio and through the thousands of special in- 
vitations to customers and prospects, the exhibitors 
and sponsors have accomplished a mighty publicity job. 

Frank E. Tupper, managing director of the National 
Business Show Company, who celebrates his twenty- 
eighth consecutive year this week, expressed his re- 
action from observation that this year’s slogan, “It’s 
Time to Make a Profit,” has borne definite fruit in the 
larger percentage of executives than had ever before 
attended a business show. The advertising of the 
show resulted in a noticeable increase in the attendance 
of officials of large corporations who are responsible 
for the costs of detailed operations in business. And 
these officials are taking conditions seriously in their 
search for means to operate economically. 


The exhibits gave evidence of the fact that the office 
equipment industry already has the answers to most of 
the baffling problems of business detail. Speed, greater 
accuracy, maximum simplification of method and pro- 
cedure, comfort and health of workers, reduction of 
error possibilities, these are the answers of the indus- 
try to the challenge of business. Mechanization of 
most detailed procedures is now an accomplished fact. 





FRANK E. TUPPER 
President 





EDWIN O. TUPPER 
Secretary 


Today, office equipment machines and devices need but 
a mere suggestion from an operator to perform their 
intricate duties accurately and in the flash of the eye. 

The variety of products presented in the exhibits 
covered practically everything used in the office, from 





HOME OF THE BUSINESS SHOW.—The Port Authority 
building in which a record-breaking crowd of visitors 
viewed the thirty-fifth annual Business Show. 


the simple, little office pin through the whole gamut 
of devices, appliances, supplies, furniture and equip- 
ment to the massive and intricate machinery. A com- 
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CHARLES H. HUNTER 
Chicago Manager 
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plete section was devoted entirely to the exhibits of 
manufacturers of stationery and supplies. This sec- 
tion brought a frequent expression of approval from 
visitors. 

This was a typical Business Show. Ably managed, 
smartly dressed, courteously and attentively manned, 
abounding in novel presentation and in innovations 
in office system and procedure, well attended, it is a 
boon to the industry at large and a genuine service 
to the business world. 

Before the business show came to an official end it 
was announced through Mr. Tupper and C. H. Hunter, 
Chicago manager, that a similar event will be held 
during the week of March 20-25, in the exhibition hall 
of the Stevens hotel in Chicago. The show will be 
staged on a much larger scale than that held in the 
Windy City two years ago. Further details of the pro- 
posed Middle West exposition will be forthcoming from 
month to month. 


Pe 


PACIFIC NORTHWEST NOTES 


Unanimous rejection met the bids of several Seattle 
typewriter firms for 575 brand new typewriters for 
the Seattle public schools preparing to open after 
Labor Day in Seattle, and start the new Fall semester 
with typewriter instruction. Frank S. Bayley, school 
board director, rejected the bids with the announce- 
ment that they were all too high, and all the same— 
and he doesn’t like uniformity in bidding. At the same 
time, Clyde G. Campbell, business manager of the 
school board, stated that unless the call for new bids 
from the typewriter dealers in Seattle was resultful 
of lower prices, the schools of Seattle would struggle 
along without so many new machines. While some 
places get new typewriters every five years automati- 
cally, the Seattle schools get service for about a dollar 
a year a piece, and may find it expedient to keep using 
many of the old ones, even though some have seen 
eighteen years of service already. 


* * * 


Miss Helen Gragg, formerly educational director of 
Dictatype, Inc., who formed the Langlow-Gragg Busi- 
ness School in Seattle, has now turned author of a 
business girl book entitled “I Work in an Office,” with 
helpful hints for those embarking on a business career. 
Miss Verna A. Moe, formerly a secretary, is the pub- 
lisher of a large edition, and has organized agencies 
in principal Pacific Northwest cities to further “I Work 


in an Office.” 
* - * 


Recently opened in West Seattle is the West Side 
Stationery & Printing Company at 4528 California 
avenue. Mr. and Mrs. Ed. Taylor are the proprietors 
of this new business on Seattle’s sunny side. They 
feature typewriter ribbons, paper, office records and 
all types of office equipment, along with a mailing 
service for West Side business houses——CML 


<2 


WINDOW PAINT AIDED THIS DISPLAY 


Enhancing the “story” told by a display card on 
fountain pens in its window, the Joplin Printing Com- 
pany, retail store, of Joplin, Mo., used window paint 
to very good advantage. The card, held at a slant to 
the display glass before the window, at about eye 
level, presented a circle of fountain pens, points in- 
ward. Above the circle of points was fixed a mag- 
nifying glass, so that the customer looking through 
it could study the different types of pen points in the 
display. The Joplin store made the display all the 
more emphatic by drawing a white ring with window 
paint “around” the reading glass, as seen through 
the window, and printing above this in large letters 
the word “Look!”—BART 
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CANADIAN NEWS NOTES 


Viceroy Manufacturing Company, Royce avenue, 
Toronto, is expanding its plant for the second time 
this year due to increased sales in both the Canadian 
and export markets. The present plans call for the 
erection of a building containing 11,000 square feet of 
space, bringing the total floor area in use by the com- 
pany to 148,000 square feet. 


* * * 


J. Beverly Hay, president of the Hay Stationery 
Company, wholesale and retail dealers in office supplies 
and equipment, has announced that he will seek the 
nomination at the Liberal nomination convention to be 
held in the near future. The by-election will be held 
in October to fill the seat occupied by the late Major 
F. C. Betts, M. C. 

* ok * 

R. H. Davis & Company, office supply and stationery 
firm of Yarmouth, N. S., have completely modernized 
the interior of their large store on Main street. New 
shelving has been installed and the business system 
improved for greater efficiency. 


* * «* 


W. F. Block, president of the Victor Safe & Equip- 
ment Company, North Tonawanda, N. Y., was a recent 
visitor at Brown Bros., Toronto, Ont., Canadian agents 
for the Victor firm.—SJL 


ee eee 
PUBLICITY IDEAS 


Whence comes an advertising idea? Very often it 
is almost, or even utterly impossible to tell. But there 
are cases where the inspiration comes like a thunder- 
bolt under the impact of something which happens. 
Here is a story told by the head of a publicity de- 
partment of a food for children. For the purpose of 
determining the progress of infilteration of water 
through a damp wall, horizontal lines had been drawn 
and on each line had been written a date upon which 
the moisture had risen or fallen. Well, it happened 
that this scale was seen by an advertising councilor, 
and the idea struck him of creating an advertising 
plan; item to be attached to boxes of “Bilomaz,” a 
food product—a strip of adhesive tape about sixty- 
seven inches long, which would permit the parents of 
a child, opposite each other to write down opposite 
each corresponding mark on the metric scale, the date 
upon which the child reached each height. A very 
simple idea, yet this tape would constitute a precious 
record for the future. (Austria Advertising.) 

GARVIN ADDRESSES N. A. H. F. M. 


Immediately after the close of the National Sta- 
tioners Association convention in Chicago last month, 
General Manager Charles P. Garvin journeyed to Grand 
Rapids, Mich., where he was a guest speaker at the 
annual convention banquet of the National Association 
of Household Furniture Manufacturers. 

—————_—-0—_- 


SILKEN LETTER PAPER 


Administraetive Arbeid (Rotterdam) reports that 
Silken tissues are being employed in Japan for use 
in the typewriter. In addition to its light weight, 
this tissue can be employed on correspondence in 
foreign languages, reducing the domestic require- 
ments for cellulose for use in paper manufacture. 

—-, 


BUDGET ANALYSIS 


W. H. Wolff, a writer in Administraetive Arbeid, Rot- 
terdam, advocated the detailed analysis of all items of 
expense in setting up a budget, rather than a con- 
trol based principally on the budget as a whole. The 
total standard budget should be merely indicative, 
not limitive, according to the author. 
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ROYAL’S “NEW NUMBER ONE” TYPEWRITER 

The Royal Typewriter Company, New York City, has 
introduced a new typewriter, incorporating a number 
of improvements in typewriter design and construc- 
tion. It has been named the “New Number One.” 

On the new machine, the operator does not have 
to set margin stops by hand. “Magic Margin,” a 
radical new feature developed by Royal, sets the mar- 
gin stops automatically at any desired position by 
pressing a small lever at the end of the carriage. 

The new Royal is modern in design with an over- 
all black non-glare finish. The design completely 
encloses the mechanism and conceals the movement 
of the type bars from the operator’s line of vision 
as they approach the printing point. The design of 
the top mask covers the ribbon and ribbon spools 
and the top is hinged so that it can be easily opened 
and give full access to the ribbon and type. 

There is a tabular clear key on the front of the 





ROYAL'S “NEW NUMBER ONE” TYPEWRITER 


in conjunction with the keyset 


typewriter which, 
used and 


tabulator, permits the stops to be set, 
cleared all from the keyboard. 

An improved form of “Touch Control” allows the 
operator to instantly adapt the tension of the keys 
to her own finger pressure by turning a small dial 
that is accessibly positioned upon the right hand side 
of the machine. Shift Freedom, eliminating the up 
and down movement of the carriage as the operator 
shifts for capital letters, is built into the new type- 
writer. 

Many other time and effort saving improvements 
are embodied in the machine, including true-vision 
synchronized scales and an advanced form of frac- 
tional spacing control, finger comfort keys and auto- 
matic paper lock. Every operating control in the type- 
writer has been positioned so that the typist can eas- 
ily reach it without stretching or straining or moving 
from her normal operating position at the keyboard. 


Or 
FRIDEN ANNOUNCES SUPER-MATIC CALCULATOR 

Capable of performing a complete calculation auto- 
matically without pre-setting operations except those 
of setting both factors and a touch of a key, a new 
type of calculator has recently been introduced by the 
Friden Calculating Machine Company, Inc., under the 
name of the Super-Matic. 

The Super-Matic is streamlined and contains a mul- 
tiplier unit consisting of a ten-key keyboard with dials. 
In multiplication the multiplicand is set on the main 
keyboard. The multiplier is set in the multiplier unit 
where it appears as a visible proof of accuracy before 
a calculation is made. A touch of the multiply key 
performs the following actions automatically: moves 





NEW MACHINIAND DEVICE 





the carriage to position No. 1, clears the dials, starts 
the multiplication, makes the shift from column to 





FRIDEN’S SUPER-MATIC CALCULATOR 


column and clears the keyboard for the next multi- 
plication. 

If individual products are desired a touch of the 
multiply key starts and completes the entire operation. 
If it is desired to accumulate products a touch of the 
proper key starts and completes the accumulative mul- 
tiplication without clearing the dials. A negative 
multiplication key starts and completes that process 
in the same manner. 

The Super-Matic is fully automatic in division and 
is equipped with an optional dial clearance which can 
be locked. The machine automatically clears the key- 
board of multiplicands, dividends, divisors at the end 
of each calculation while products and quotients are 
written as the calculator is multiplying or dividing. 
The streamlined machine has a gun metal grey finish, 
chrome plated trim and a soft green keyboard with 
contrasting colors for extreme visibility without eye- 
strain. 


—— 2 —__—. 
HARTER’S TWO NEW POSTURE CHAIRS 
Exhibited for the first time at the recent National 
Stationers Association convention, two new posture 
chairs have recently been introduced to the market 
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LEFT TO RIGHT HARTER’S NEW MODELS NOS. 15-D AND 
34-C POSTURE CHAIRS. 





by The Harter Corporation, Sturgis, Mich. 
The model listed as No. 15-D has moulded foam 
rubber seat and a sheet foam rubber back. This chair 
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is of all metal construction and is completely self- 
adjusting without the use of tools. 

The second posture chair is the No. 34-C, which is 
equipped with a moulded foam rubber seat and a 
hair-padded back. It is of all-metal construction with 
the exception of the back which has a formed wood 
base of five-ply veneer. 

Ease of adjustment as well as sitting comfort were 
the principal factors considered in the designing and 
manufacture of the two new numbers which are in 
the low-price brackets. 





i 
MARKWELL’S “STAPLE-ROBOT” ON MARKET 
The Markwell Manufacturing Company, Inc., 200 
Hudson street, New York City, has recently announced 
a new Stapler for pinning, stapling and tacking named 
the Staple-Robot. 
Several outstanding features mark the new item, 





MARKWELL'S STAPLE-ROBOT 


chief among them being the removable front plate 
to facilitate the clearing of staples. There is a com- 
pletely-encased dust and rust resisting magazine eas- 
ily removed, and a stroke control mounted on live 
rubber to prevent two staples entering the chan- 
nel simultaneously. Steel construction throughout, 
hardened working parts, a handsome nickel finish, a 
streamlined design and rubber treads also feature 
the Staple-Robot which has been subjected to several 


severe tests before being marketed. 
ms pullin 


ANOTHER NEW F. & M. MEMORY MASTERPIECE 

Finch & McCullouch, perpetual calendar manufac- 
turers of Aurora, Ill., have just introduced to the trade 
another striking piece of wood craftsmanship for the 
executive desk. This new “Memory Masterpiece,” 
named the No. 524 “Courier,” is a five-year “monthly” 
model—in which monthly calendars from January, 
1938, to December, 1942, revolve on cylinders, opera- 








NEW F. & M. MEMORY MASTERPIECE CALENDAR. 


tive either backward or forward, for reference to both 
past and future dates. Each month is framed in the 
calendar head in white, with background of brown to 
blend with the color of walnut. Refills for five future 
years will be provided. 

This new model is solid walnut throughout, careful 
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cabinet work making it absolutely dust-proof. Base is 
felt protected for use on the most elaborate furniture, 
either at home or in the executive office. The model 
stands 34 in. high, and 314x336 in. at the base. 

ar ee 





ART METAL WASTEBASKET.—A 
pleasing rounded contour design to 
harmonize with modern office furnish- 
ings is the principal feature of this 
new waste basket manufactured and 
announced by the Art Metal Construc- 
tion Company, Jamestown, N. Y. It is 
well finished, has a _ specially-de- 
signed footing to raise it off the floor 
and a continuous bumper strip around 
the top. 


—__—_@—g—9-—____— 


NEW B. & P. VISIBLE RECORD BINDER 
The Boorum & Pease Company, New York, N. Y., last 
month announced to the trade a new Standard visible 
record binder which embraces many exclusive features 
providing easier housing of records. 
The binder is equipped with the automatic shift by 











THE NEW B. & P. BINDER 


which is eliminated accidental shifting. Laminated 
warp-proof board is used in all stiff covers, while 
catches and latches are of hardened heavy-gauge steel. 
Heavy steel angle plates give absolute protection 
against warping of fibre or distortion of metal. 
Among other features claimed by B. & P. for its 
new product are the following: Built-in label holders 
—both back and end for easy identification, hinged 
fly sheet—manila tag lining to prevent rub-off, all 
metal parts nickel-plated and heavy-gauge rustless 
steel rims for the covers with sufficient projection to 
provide full protection for binding material. 
aotctenastenatgpuitliiiaal incited 
WABASH NUBIAN FIBRE LETTER GUIDE 
The Wabash Cabinet Company, Wabash, Ind., last 
month announced a new vertical letter guide which 
has been named the Nubian Fibre. Described as a 
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strong and beautiful material for guide cards, the 
Nubian Fibre is being introduced to dealers through- 
out the country in a campaign handled by Sales Man- 
ager Ed. Little. 

The new material can be secured through an intro- 
ductory order consisting of six sets of twenty-five 
division letter size indexes, No. N4754-25. They are 
equipped with steel tabs and steel rod projections at a 
list price of $3.90. 


aac iil ein 
REMINGTON’S REM-ETTE PORTABLE 


Remington Rand, Inc., Buffalo, N. Y. last month 
introduced to the market its new, low-priced portable 
typewriter which has been listed as the Rem-Ette. 
This machine and two others are the first of a series 
of eight to be made available to dealers. 

The Rem-Ette is priced to sell at $29.75. It is a 
complete machine with all typewriting essentials in- 
cluding double shift key and back spacer. Like its 
two companion models the Rem-Ette is equipped with 
a touch regulator, long line carriage return lever and 
an improved touch and action. 

A special feature of interest to dealers is the formu- 





REM-ETTE PORTABLE 


lation of plans by the company whereby the Rem-Ette 
and all other portable models can be sold by dealers on 
the Remington Rand installment purchase plan. 
Further particulars regarding the entire line is 
available on application to the company’s home offices. 
: paittinnt 
THE OXFORD STEEL-CLAD FILE 


A new board file with steel front and steel frame 
has been added to the well-known line of Oxford 
files. It is different both in construction and appear- 
ance. The steel frame at the front of the shell is 
square all the way around and absolutely rigid. It 
attaches to the shell by means of four snap-catches, 
entirely enclosing the edges of the corrugated board. 
The board in the shell is a rich, dark green, matching 
the color of the steel. This green board is moisture- 
repellant, a by-product of the process of coloring the 
board, and should prove a feature of considerable 
virtue when files are set up in damp basement stor- 
age rooms. 

The drawer, in addition to its handsome green steel 





OXFORD'S “STEEL-CLAD” FILE 


front, embodies a novel design that enables the user 
to set it up in a few swift motions. The sides of the 
drawer are triple thick, and the bottom is double 
thick. 

Vertical and horizontal stacking parts are supplied 
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at no extra cost. These parts are of a new design 
that are very easily attached or removed. 

The Steel-Clad file is in the popular price range and 
is made in twelve sizes for all commonly used office 
records by The Oxford Filing Supply Company, 340 
Morgan Avenue, Brooklyn, N. Y. 


— >_>. 

DOWNEY MODEL EX MONEY CHANGER 
The C. L. Downey Company, 943 Clark street, Cin- 
cinnati, is now offering to the market a new type of 
money changer listed as the Model EX. Equipped 





THE DOWNEY MONEY CHANGER EQUIPPED WITH THE 
DOWNEY CHANGE TRAY WHICH IS OPTIONAL. 


with a complete keyboard action, the device can de- 
liver change in odd amount from one cent to ninety- 
nine cents with speed and accuracy. 

The Model EX is small and weighs only eight 
pounds. It is sturdily constructed and durable; eco- 
nomical and convenient in operation. Die cast; every 
part has machine precision and works perfectly. It is 
priced at $40. 

The Model EX is equipped to work in conjunction, 
if desired, with the Downey change tray which was 
fully described in the September issue. 

Illustrative literature and further details will be sup- 


plied on demand to the company’s home office. 
- > 


BURNS’ NEW LINE OF DESKS ANNOUNCED 
The Burns Manufacturing Company, 1085 White 
street, Far Rockaway, N. Y., last month announced to 
the trade a new series of low-priced desks for portable 








ONE OF A NEW SERIES OF DESKS OF THE BURNS MANU- 
FACTURING COMPANY 


typewriter use with chairs to match. Desks range in 
price from $6 to $17 list. 

The series consists of six items, well made and 
attractively finished in two-tone black brown and 
natural maple and all furnished with a green top. 
There are two _ single-pedestal models with two 
drawers, one with three, and a double pedestal desk 
with six drawers and small accessory drawer at the 
top. All models have top book rails and pen and 
pencil holders. 

The dimensions 


available are: Tops are 29x15, 
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FOR THE GROWING BUSINESS 





AND THE SMALLER SCHOOL 


‘MIMEOGRAPH 


...adds a new low- 
priced model to 
its line..It opens a 
new Market youve 
wanted to open..Now 
you can show them 
the model theyve 
wanted to see! 


@ Thousands of smaller businesses and schools 





have been wanting and needing The Mimeograph. 
Their budgets kept them from it... Now this 
cleaner, simpler method of duplication—The 
Mimeograph Process—is ready to help them both. 
There’s a splendid opportunity for Mimeograph 
dealers everywhere in this new field . . . Sell those 


prospects you couldn’t sell before. P.S. There is 





also a new, low-priced Mimeoscope to show them. 


Mimeograph Machine —new low-priced, full-size Mimeograph 90 


Mimeograph Stencil Sheet—:ie quality product on the market *M I M EK 8) :. K A P | 


today is the trade mark of the A. B. Dick Company 


Mimeograph Ink —the ink ’way over the rest Registered in the United State oot it Ole 
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2934x16, 34x18 and 42x22 inches. 
and 28 inches. 

Two matching chairs are available in enamel or 
natural maple finish. The former has a seat measuring 
12 by 12 inches which is 16 inches from the ground. 
The latter’s seat dimensions are: Seat, 14x13; and 
height from floor 16 inches. 

Shipped flat, the desks may be assembled in twenty 
minutes, the only tool needed being a screwdriver. 
o—e ee” 

SCOTCH CELLULOSE TAPE DESK DISPENSER 

A new desk dispenser for Scotch Cellulose tape at- 
tractive enough to be readily acceptable for the office, 
home or school has been placed on the market by the 


Heights are 24, 26 





DESK DISPENSER FOR SCOTCH CELLULOSE TAPE 


Minnesota Mining & Manufacturing Company, St. 
Paul, Minn. 

The device is made of heavy metal finished in a 
rich walnut-brown color and is used with 1,296 inch 
rolls, one inch core. It takes up no more room than 
an average desk pen-set and because of its small size 
is ideal for desk or table use. Added to this important 
feature are its handsome finish and modern stream- 
lining. 

The desk dispenser is the latest model manufactured 
by M. M. & M. for use in connection with its Scotch 
Cellulose tape, a sealing and mending tape which is 
applied instantly without water. Further particulars 
on the dispenser and the tape are available on request 
to the manufacturing company. 

si a : 
FI-LOX FASTENER FEATURES FIBERSTOK 
ENVELOPE 

Fiberstok envelopes, a product of the National Fiber- 
stok Envelope Company, 429 Moyer street, Philadel- 
phia, are now available equipped with the company’s 





FIBERSTOK ENVELOPE WITH THE NEW 
FI-LOX FASTENER 


new Fi-Lox fastener, a device for locking by a simple 
operation. 

The Fi-Lox is described as quick in operation, abso- 
lutely rigid when locked, and durable enough to “out- 
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last the envelope itself.” The device is available on 
all Fiberstok envelopes which are of heavy jute fiber 
of varying sizes and capacities from 134 inches ex- 
pansion in practically any dimensional size, or any 
desired number of compartments. 

Fiberstok expanding envelopes were designed pri- 
marily for storage of letters, photographs, etc., whether 
for frequent ready reference, permanent filing or 
transportation from place to place. 

ee ee 
VEIT’S VIZ-TAB DURX FOLDER 

The Veit Company, 1947 East Kirby avenue, Detroit, 
has recently produced a new line of angular celluloid 
tab folders and guides under the name of the Viz-Tab, 
manufactured of DurX, a superweight 17 point brown 
stock of indestructible material. 

The Viz-Tab furnishes full protection due to its tabs 
being securely riveted and completely fused to the 
stock. A full protective front flap covers 81-inch 
correspondence papers even when the folder is loaded 
to full one-inch capacity. The fusing of tab and stock 
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THE VIZ-TAB DURX FOLDER 


prevents catching of papers under the celluloid edge. 
Samples and price lists are available to dealers on 
application to the company’s home offices. 
I 


LITTLE’S MULTISERVE ALIGNER 

A. P. Little, Inc., Rochester, N. Y., last month intro- 
duced to the market its new Multiserve Aligner, a 
device for assuring properly aligned paper, carbons 
and duplicates in typing work. 

The Multiserver Aligner consists of a sheet slightly 
larger than the material to be enclosed within it. 
At the top is a turned over flap into which the paper, 
duplicates and carbons are tapped into proper posi- 
tion. Thus every sheet of paper and carbon enters 
the typewriter simultaneously, being held in position 
and insuring accurate registration on all copies. 

A special feature of the backing sheet is a grad- 
uated scale down its right hand margin which is 
visible at all times to the typist and marks off the 
quarter, half and three-quarter and the last ten lines 
of the page, affording a constant knowledge of writing 
position of paper in the typewriter. The Multiserve 
Aligner also serves in providing a smooth and firm 
writing surface. 

ct ea 
IBM ANNOUNCES THREE NEW MACHINES 

The International Business Machines Corporation, 
New York, N. Y., last month announced three new 
electric bookkeeping and accounting machines of the 
alphabetical type. They are similar in every respect 
to the company’s present alphabetical models and were 
designed to meet the need which exists for these 
machines in sizes between the present 32-counter and 
56-counter models. 

The new machines are capable of handling tabulat- 
































eae ...everything new except the 


oldest and best known name in 


SS portable typewriter history... 
“CORONA 
‘: CORONA TYPEWRITERS INC * SYRACUSE, NEW YORK 


LCSMITH & 











100 


You NEED it! 


—if you use ANY spirit 
duplicating machine 











Ideal for internal shop 
forms, invoices, etc. 


e 
No more printed forms! 
* 


Reproduces your FORM 
and your FILL-IN in one 


run! 





Just fill-in on typewriter as 
usual— 
insert in duplicator drum 


Saves time, mistakes and 
waste due to bad register. 


&3 —and RUN ° 
R CANNOT mis-register. 





Insures full run, up to 150 
copies. 


est 
PRO AY 
coun 

















For Information and Demonstration, write: 


MANIFOLD SUPPLIES COMPANY 
Manufacturers of PANAMA and BEAVER 
HECTOGRAPH CARBON PAPERS 


188 THIRD AVENUE * BROOKLYN, N. Y. 
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ing cards punched with both figures and letters, pro- 
ducing printed reports which bear both descriptive 
wording and numerical calculations. They can be used 
for such purposes as automatically producing bills or 
statements complete with addresses, credit terms, de- 
scriptions of goods billed, etc., sales analyses, social 
security reports and records and a wide variety of 
other records, reports, analyses and compilations. 
mae es: er 
THE ESQUIRE PEN-INK UNIT 

The Esquire Pen-Ink Company, 742 South Hill street, 
Los Angeles, has recently introduced its new desk 
set known as the perpetual flowing pen-ink unit. 
Attractively designed, the unit has a Tenite case and 


rd 





ESQUIRE PEN-INK DESK SET 


a rubber-surfaced bottom to prevent slipping or mar- 
ring furniture. 

The device is lined with heavy glass, making a per- 
fect ink container to receive and hold the flow from 
an inverted bottle of Sanford’s fountain pen ink. The 
pen, with a handsomely tapered penholder, is equipped 
with a new patented reservoir of stainless steel and 
rests in fixed level of ink. Ink cannot overflow. The 
pen-ink unit sells $3.75 complete. 

annie ee: Salina 

INTRODUCING THE MAYFLOWER HUMIDIFIER 

The Mayflower-Lewis Corporation, St. Paul, Minn., 
last month announced to the trade its new Mayflower 





THE MAYFLOWER HUMIDIFIER 


Humidifier, a device for providing correct humidity 
for specific locations. 

The device is a small and compact unit designed to 
operate wherever an electrical outlet is available. 
Having no fans, motors or other moving parts, it is 
safe as well as silent. It heats only a few spoonfuls 
of water at a time, the remainder staying at body 
temperature. 

Said to be equally effective in any type or size of 
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OFFICE MODERNIZATION 
Means vee, iZATION with Bs 


DUTY MATCHED Metal Office Equipment 
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: to his 
duty matched 

t equipment Gao 
study the duties of the user and selec ty a an office modernization 

ay—is to . rou suc E 
The better way—the GF way of re-vitalizing a business than throug ragance of obsolescence. 

ific needs. There is no surer way 0 will recognizes the extravag 
speci program as 











GF Duty Matched Desks inevit. 
ably stamp an office as truly mod. 
€rn. Over forty duty matched 
metal desks cover every office 
requirement. Match the desk to 
the duty of each Office employee, 








Ses 


Modern Aluminum Goodform Seating 
is everywhere achieving more and more 
Tecognition and Popularity. Fashioned 
for comfort, built for endurance and 
Styled for appearance it becomes the 
chair of modern business. It is the 
Choice of the leaders in modern offices, 


















GF Super-Filer—The Mechanized File 
—is acclaimed today the modern 
method of business filing. Super-Filer 














is available ina complete line of five 


Standard heights. It is 4 revolutionary 


Contribution to modern business. 


; stown, Ohio 
THE GENERAL HIREPROOFING CO., Youngstown 
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TRADE MARK REG. Teo 


SIGNALS 


These and other Graffeo aids 
to office administration are fast- 
selling items building satisfaction 
and profit for dealer and user alike. 


GELLUGRAF 
Signals 


Recognized the finest sig- 
nal made for visible rec- 
ords. In transparent cel- 
luloid for full visibility; or 
opaque celluloid for added 
writing surface. Patented 
construction allows easy 
application or adjust- 
ment, yet holds signals 
firmly in position. Three 
widths; six transparent 
colors; four opaque colors. 























NoSO 


VIZ Signals 


Ingenious steel signals for every kind of visible 
record. Non-projecting; will not catch on adjoin- 
ing sheets. Ten styles; two widths; twelve 
brilliant colors. 


VISE Signals 


The famous signals that double the effi- 
ciency of vertical files. Hundreds of uses in 
checking collections, credits, follow-ups, 
etc. Made of corrosion-resistant spring 
steel. Twelve plain colors; many color com- 
binations; or printed with days, months, 
numbers, etc. 











GEORGE B. GRAFF CO. 


64 Washburn Ave. Cambridge, Mass. 
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room, the Mayflower Humidifier is capable of pro- 
viding the proper humidity for the home, school, 
hospital, office. According to the manufacturers the 
first cost is small and the operating cost only a few 
cents per day. 

Further details may be obtained by communicating 


with the Mayflower-Lewis Corporation’s home offices. 
oo 


TWO NEW OLIVETTI MACHINES ANNOUNCED 

Ing. C. Olivetti & C. S. A., Ivrea, Italy, has recently 
announced two new machines being produced at its 
factory. They are an intermediate typewriter and a 
teletype known as the Telescrivente. 

The new portable is the Studio 42 model and is an 
intermediate type between a standard and portable 
machine. In addition to special noise-reducing qual- 








(TOP) OLIVETTI INTERMEDIATE TYPEWRITER AND (LOWER) 
OLIVETTI TELESCRIVENTE WITH COVER REMOVED TO 
SHOW INTERNAL PARTS. 


ities the typewriter has the following features: visible 
writing, sturdy built, visible margin stops, two platen 
knobs, three-line spacer operated by a new device, au- 
tomatic key set tabulator for total or individual clear- 
ings, back spacer, right and left shift keys and shift 
lock, two color and stencil device and full keyboard. 
It is finished in five colors with all bright parts chro- 
mium plated. 

The Telescrivente is of the three-bank type which 
writes on a strip of paper. A cartridge which fits on 
top of the machine permits writing on a sheet of paper 
if desired. Messages can be written faster than the 
428 strokes per minute—a speed set by the inter- 
national code agreement. 

ee ee 
NEW AUTOMATIC DUPLICATOR ANNOUNCED 
BY WOLBER 

The Wolber Manufacturing Company, 1203 Cortland 
street, Chicago, announces the new Wolber Master 
Automatic, with automatic paper feed and automatic 
fluid control. This new, completely automatic dupli- 
cator met with acclaim in its recent preview by Wolber 
dealers. It has many unusual selling features, such as, 
master automatic paper feed—automatic measured 
fluid feed — internal drum copy clamp to insure per- 
fect register and a half-turn roller release for instant 
cleaning. In addition to all these exceptional sales 
features, this new automatic duplicator is priced at a 
new low price. 

The complete line of Wolber Direct Liquid dupli- 
cators offers the dealer a machine for every purpose. 
All five machines operate on the direct liquid prin- 
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Their beauty of finish, © 
their excellence of constr 
tion, the quality of material; 
and the w 
range of des 



























both stand 
posture, mij 
JASPER CHA 
leaders in 
office chai: 
field. — 
















Each year 
more people 
discover the 
comfort and 

satisfaction of 


JASPER CHAIRS. | 


Each year dealers 
who handle them 
increase their sales. 


JASPER CHAIR CO. 


JASPER, INDIANA 


REPRESENTATIVES : 


._ A, h field, * 

7 ‘ Lite ie Mer Seanai’t: Veuks, (Semthmn) 

- J. Freeman, (Eastern) 3414 Euclid Heights Blvd. 
505 Fifth Ave., New York Cleveland, Ohio 
E. W. Thomas, (Southwest) S. H. MacDonald (West) 
Box 3493 Peninsula Station 211 , 
Dastene Bead, ta 521 Lloyd Bldg., Seattle, Wash. 
W. H. Brown, (Chicago-Midwest) 
6708 Glenwood Ave., Chicago 
(Phone ROGers Park 3644) 
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INSULATED CABINETS 


S. M. N. A. One Hour Labeled 


SHOULD ULTIMATELY REPLACE EVERY WOOD 
AND UNINSULATED CARD INDEX CABINET NOW 
IN USE. 


Mr. Dealer 
YOUR CUSTOMERS 
NEED THIS PRO- 
TECTION. REC- 
ORDS WORTH 
MAKING ARE 
WORTH PROTECT- 

3x5, 4x6, 5x8 Cards ING. 








3x5, 4x6, 5x8 Cards 


THESE ITEMS ARE NEW 


Every User of Card Records Is a Hot Prospect 


Records now being housed in wood and uninsulated 
steel containers are valued at many times the cost of 
this Meilink Protection. If you replace only a small 


fraction of these cabinets you will do a big business. 


The Dealer who displays and pushes these items will 
not only render his customers an outstanding service 


but will reap a handsome profit. 





Personal Letter Drawer 


Every businessman needs one of these personal letter 


files in both his home and office. 


MEILINK STEEL SAFE CO. 


TOLEDO, OHIO 
CHICAGO NEW YORK 
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cipal without the aid of type, ribbons, ink, stencils 
or gelatin, using a clean, colorless, quick drying fluid. 
They reproduce anything written, drawn or type- 
written in from one to five colors from a single master 
copy, on anything from tissue to heavy card stock. 

All Wolber machines come finished in green stain 
proof, crackle enamel with satin nickel trim and are 





WOLBER’S MASTER AUTOMATIC DUPLICATOR 


guaranteed against any mechanical defects for 
one year. 

Prices including the Wolber Master kit are Master 
Automatic—$79.50, DeLuxe Master—$69.50, Legal Mas- 
ter-$39.50, Letter Master—$21.50, and the Junior 
Model—$14.95. Sipe 

THE FULTON “AIRMOISTENER” 

A new humidifying device named the Fulton Air- 
Flow Airmoistener has recently been introduced to the 
market by the Patent Novelty Company, Fulton, III. 

The Airmoistener is a device to be attached to an 





THE FULTON AIRMOISTENER 


office or home radiator. It is scientifically constructed 
to circulate hot air up, through and around three 
sides of two separate out-of-sight water containers, 
thus humidifying the air as it arises from the radiator. 
Because of the large evaporating surface no evaporat- 
ing cloths are necessary. 

Measuring 161% by 7% inches, the device is made of 
rust-resisting materials and finished in aluminum, 
with ivory, bronze or white on order. The pans are 
made from one piece without solder with a special 
truss construction for rigidity. The water capacity 
is almost two quarts necessitating only infrequent 
filling. 

The company also furnishes an ‘“Airmoistener”’ for 
warm-air registers in homes and office buildings 
heated by that system. 


——>-—____ 
COLUMBIA PRODUCES NEW DUPLICATOR 
The Columbia Ribbon & Carbon Manufacturing 
Company, Glen Cove, L. I. N. Y., last month added a 
new gelatine duplicator to its lines of gelatine rolls, 
trays and other Hectograph supplies. 
Equipped with the Columbia “all-season” gelatine 
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% The crowd roars as 22 warriors 














battle for touchdowns! But alas, the 


players do not have the undivided 






attention of the spectators. A little 






girl with a megaphone is stealing the 





show. Thousands of eyes are de- 






lighted by this slim bundle of bounce. 







* There's a rhythm to clean-cut lines 


which always catches the eye. This 






is the essential quality which makes 





a beautiful oLp Town letter pleasant 






to see. It has a trim, crisp look about 
it that lifts it high above the rank 
; » and file. % Executives and their 


secretaries ''sense'’ this superiority. 














Purchasing Agents prefer OLD TOWN 






ribbons and carbon papers because 






LIPO LETTS POINT 


of their economy features. * Mr. 






Dealer—if you are profit-minded 






you owe it to yourself to find out 





about the oLp TOWN line. An inquiry 






will bring you prompt action. 








TOwN GENUINE SILK —a rib- 


bon made with a special blow-resist- 










ing silk and improved inking method. 





More durable, cleaner to work with 






—the ideal ribbon for Executives’ 






correspondence. 


O48 Town ~ 


Ribbon & Carbon 


COMPANY INCORPORATEO 












Johnson and Prince Streets Brooklyn, New York 
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“The NEW ACE-SCOUT 
Stapling Machine 























iS THE REASON WHY 


MAKES SALESMEN 
SUCCESSFUL 


Underlying all the essential qualities of a successful 
salesman is the confidence he has in the product he sells. 
Confidence makes his talk ring true and his arguments 
convincing. 

ACE Stapling Machines and Staples by ACE have gained 
the confidence of retail salesmen to an unusual degree, be- 
cause every sale has sooner or later brought praise about 
their perfect performance. As favorable experience con- 
tinues to fortify that confidence, the salesman becomes more 
successful and, thereby, an increas- 


ingly valuable man to his organization. 


NOW — with the SCOUT 
added to the ACE Line — 
salesmen can confidently 
face Buyers in 


EVERY PRICE CLASS 


ACE PILOT CADET SCOUT 
No. 102 No. 402 No. 302 No, 202 
$4.00 $3.00 $1.50 


ACE FASTENER CORPORATION 
3415 N. Ashland Ave., Chicago 


Makers of 
BEST STAPLING 





MACHINES 


THE WORLD'S 
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roll, the new machine sells for $14.50. There are no 
gelatine films to change; the Columbia gelatine roll 
being always ready for use. A turn of the handle pro- 
vides a new printing surface for postal cards or legal 
| Size paper. The machine is sturdily constructed and 
smart in appearance. The gelatine roll is protected by 
metal covers and only the actual printing surface 
(83g by 14 inches) is visible. 

The machine is stripped of all unnecessary mechan- 
ical parts thereby eliminating need for mechanical 
| Service. Its operation is simple and it produces copies 





COLUMBIA GELATINE DUPLICATOR 


from originals, prepared with Hectograph writing ink, 
pencil, typewriter ribbon or carbon paper, at a low 
i'cost. The machine is covered by a Columbia factory 


guarantee. 
ee a 


THE STE-NOTE-BOOK 


A new type of notebook for stenographic work which 
is featured by permanent, washable covers and a spe- 
|cialized refill operation has been placed on the market 
|by Richard Krause & Company, 360 East Grand 
avenue, Chicago. 

The notebook comes in two popular sizes—5 x9 and 
6x9 inches and its refills are of all regular short- 


|THE STE-NOTE BOOK SHOWING HOW REFILL IS INSERTED 


| hand rulings. The cover is of a plastic closely re- 
| sembling celluloid and is available in yellow, orange, 
|blue or green colors. Non-skid rubber stays hold the 
‘book in ‘“copyholder” position firmly despite type- 
‘writer and other vibration. Refills are easily made 
on the special Wire-O binding. 

The Krause company has a quality of illustrative 
literature upon the Ste-Note-Book and has manufac- 
tured a miniature model which is a perfect replica of 
'the standard size books in every particular. All of this 
material is available on request. 


i a, 
THE PAKOIN COIN PACKER 
A practical and inexpensive method of packing coins 
|rapidly and accurately has just been introduced to the 
market as the “Pakoin” by the American Perforator 
Company, 625 Jackson boulevard, Chicago. 
The Pakoin, as indicated by the accompanying il- 
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QUALITY PARK LINE ATTRACTS 
DEALERS AT NSA CONVENTION 


They were impressed with its excellent sales possibilities for increasing their profits. 


Here are some outstanding items to start off your sales expansion program. 
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THE LEATHEROID SLIDE FASTENER 
WALLETS 


The Leatheroid Slide Fastener Wallet has made string 
ties a thing of the past. It's adjustable to any expansion. 
The fastener quickly and firmly locks at the desired point 
and permits instant access to the contents. 





EXECUTIVE DESK FILE 


The Executive Desk File is preferred over others be- 
cause of its smarter appearance and because the heavy 
- cover prevents warping. It comes in black or gray 
cloth cover in pin seal finish with either celluloid or 
cloth tabs. 








VERTICAL FILE POCKETS 


The vertical file pockets pictured here are ideal filing 
containers for bulky correspondence. They're reinforced 
to take care of heavy loads and hard knocks. They have 
foldover gusset tops and double fronts and backs. Glue 
welded throughout and made in all sizes and three 
expansions. 





L— ¥ a 
CHAMPION CLASP ENVELOPES 


Champion Clasp Envelopes are built for strenuous 
service. They are made of No. 1 Kraft or Manila with 
well gummed deep flaps and seams that do a perfect job 
of protecting heavy mail, catalogs and booklets. 


QUALITY PARK ENVELOPE CO. 


11-116 Merchandise Mart, Chicago, Ill. 
FACTORY AT ST. PAUL 

















STAX ON STEEL — the 
storage drawer that 
“builds its own shelving’’, 
cuts storage room invest- 
ment. Skeleton steel 
frame combined with cor- 
rugated board drawer per- 
mits unlimited stacking, 
assures perfect drawer 
operation, saves space. 
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Liberty Storage Box, the nation- 
al standard (21 years) for eco- 
nomical, safe, easy-to-use record 
storage. Made of high-grade jute 
corrugated board; moisture-re- 
sistant, dust-proof.Comesknock- 
ed down—sets up in a few sec- 
onds—lasts indefinitely. Stock 
sizes for every need. 
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AMERICAN BUSINESS 







Liberty Permanent Storage Binders for 
loose leaf records. Special ‘‘absolute’’ 
locking post keeps records intact, com- 
plete. Inexpensive, efficient. Stock and 
special sizes for all loose leaf forms. 


BILLIONS OF RECORDS WILL BE STORED BY 


THESE # PROVEN METHODS IN THE NEXT FEW MONTHS 


DEALERS: GRAB YOUR SHARE OF THIS QUICK-PROFIT BUSINESS! 


Bankers Box Company, pioneers in the field, offer you this unbeatable combi- 
fm nation for securing more volume, more profits for your storage product line. 





% New, punch-packing sales promotion plan—most complete, most 
powerful in our history. 


* A complete line of storage products—Liberty Storage Box, 
STAX ON STEEL Storage Drawers, Liberty Permanent Storage Binders 
and Liberty String Tie Binders. Stock and special sizes for every con- 
ceivable record storage need. 


% Quality merchandise backed by a trade name that is known where- 
ever records are properly stored. 


BANKERS BOX COMPANY ““* 
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lustration, stacks the coins inside of a tubular wrap- 
per which, in turn, is held rigid and secure by the 
device. The user simply inserts the empty wrapper 
into the Pakoin and then counts his coins directly 
into a funnel-shaped mouth as rapidly as desired. The 
coins cannot clog because they fall to the bottom of 
the wrapper and there lie flat. As soon as the neces- 











THE PAKOIN COIN PACKER 


sary amount has been counted in, the wrapper is 
closed at the top, removed from the Pakoin, closed at 
the bottom and the operation is ended. 

Sturdily constructed and small enough to be easily 
carried in a pocket the Pakoin is made of a light 
plastic material in three sizes—for pennies, nickels 
and dimes. The retail price is $1.25 per unit or $3.75 
per set of three. 

—-¢ 





THE BATES MANUFACTURING COMPANY’S NEW MODEL 

K LIST FINDER WHICH WAS DESCRIBED IN THE SEPTEM- 

BER ISSUE AT WHICH TIME THIS ILLUSTRATION WAS NOT 
AVAILABLE. 
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GAYLO APPOINTS THREE NEW REPRESENTATIVES 


The Gaylo Manufacturing Company, 820 North 
Michigan avenue, Chicago, last month announced the 
appointment of three new representatives to carry the 
Gaylo lines throughout the Eastern states. They are: 

R. B. Booth, Brooklyn, who will cover New York 
City and vicinity; Henry L. Guth, Wescoeville, Penna., 
who will travel a territory not including New York and 
the New England states, and Horace Stetson, Jr., of 
Melrose, Mass., who will cover the New England states. 
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It's 
Swing 
Time 





The SWING is to AMES as the 
logical source of supply for ALL 


Office Machine Dealers’ needs. 


This is our 
37th YEAR , 
of constant, reliable 


NON-COMPETITIVE 


service to the dealer. 


It will pay you to join hands with 


AMES on the UP-SWING. 


ERVICE 


MES BA@EANS “Senre 
USTAINED 


MES EVEEANS Ba THICS 


AMES SUPPLY COMPANY 


Manufacturers and distributors of typewriter and adding machine 


platens—parts—tools—ribbons—carbons and supplies 


CHICAGO, ILLINOIS 


583 Market Street 
SAN FRANCISCO 
206 Lane Street 
DALLAS 


564 West Randolph Street 


37 Murray Street 
NEW YORK 

11 Pryor St., S.W., 
ATLANTA 


617 Commercial Place 
NEW ORLEANS 


BOSTON—CINCINNATI—CLEVELAND—DENVER—LOS ANGELES— 
PHILADELPHIA — PITTSBURGH — SEATTLE — WASHINGTON, D. C. 
LONDON, ENG. 
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Representatives of office equipment concerns abroad, visiting the United States, are cordially invited to make the offices 


of this journal their headquarters. 


The staff at the main office, 20 North Wacker Drive, Chicago and the staff at 


the branch in charge of C. H. Everly at 418 Pershing Square Bidg., Pershing Square, 42nd St. and Park Ave., New 


York, will be happy to be of any possible service. 


While the facilities at New York are not so many as at Chicago, 


there will be found the same desire to serve. 


LONDON NOTES AND NEWS 


By Mr. Vincent Jackson 


United States manufacturers traveling to London are cordially invited to call 

upon Vincent Jackson at 22 St. Andrew street, Holburn Circus, London EC4. 

Mr. Jackson’s contacts with the trade and its organizations afford him informa- 
tion valuable to those desiting to cultivate the British market. 


London, September 9, 1938 

A friend of mine was on the telephone to New York 
last week and I gather that you folk picture Europe 
as a gunpowder dump with several guys running round 
with lighted matches! 

Well, dear old England is in Europe, and whilst a 
majority of the population realize that the last few 
weeks have been exceedingly critical in Mid-Europe, 
a visitor to London would sense no real tension, either 
in our national daily newspapers, the conversation of 
the “men and women in the street” or in business 
dealings. 

In our own particular trade, preparations are well 
ahead for the Business Efficiency Exposition to be held 
in Manchester in November. Possibly this part of 
England has “felt the draught” as much as anywhere 
because of the war in the East and unrest in Palestine. 


PARTICIPANTS IN THE TYPING MARA- 
THON AT THE CANADIAN NATIONAL 
EXHIBITION.—-The Young men (winners 
of the event) are Edwin Amsden, John 
Newman, Delmar Dodge, Charles White, 
the captain; Alexander Orr and Arthur 
Ballard. The girls are Irma Wright, 
Magaret Faulkner, Wilma Alexander, 
Margaret Ward, Elda McColl and Frieda 
Laidlaw. 


(Story appears in page 113) 


Manchester is in the midst of the cottonpiece goods 
district, and prosperity is largely dependent on export. 
Nevertheless, members of the office appliance indus- 
try seem full of faith in- the large exhibition they are 
planning in Manchester. 
*k a” on 

It is with much regret that I report the passing, on 
August 13th, of Mr. H. F. Bazeley, director and general 
sales manager of the Remington Typewriter Co., Ltd., 
London. It only seems a few weeks ago that I had a 
little business deal with him. I knew of him before, 
of course, but it was the first time I had made personal 
contact with him. My interviews were pleasant affairs 
when I heard something of his long experience with 
Remington, of his delightful country cottage —in 


Wales, if I remember rightly. I have before me a letter 
from his old company. 


There is a short list of his 
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MANY OFFICES NEED THESE USEFUL 
AND FAST MOVING ACCESSORIES 


There are many dependable G/W office acces- 
sories you can sell your customers—some of 
them are needed in every office. These useful 
business helps enable people to do more work 
with less effort and expense. 


Stock up on fast moving Globe-Wernicke mer- 
chandise that offers a good profit and helps to 
build repeat business. Don’t lose sales by not 
having what the customer wants when he is 
ready to buy it. 


Write for catalog and price list on stationers 
products, togethér with information about an 
attractive proposition to dealers. 





Box Files 


Meet almost every filing 


Clip Boards 


Two styles ... striped wood 
or Masonite board. The 
clip has powerful spring 
for holding papers. Made 
in note, letter, cap and 
waybill sizes. 


requirement. They are 


available in 15 different 
sizes with many styles of 


indexing. 


Storage Cases 


This inexpensive 
fibreboard case with 
steel reinforcement 
is made in 8 sizes. 
Other types of stor- 
age cases available 
for every storage 


need. 


Steel Waste Baskets 


Attractive steel waste baskets for 


home and office . . . easy to keep 
clean ... rounded corners... two 


sizes, both with or without legs... 





variety of finishes. 





Masonite Lapboards 
Handy for reading, writing, 
drawing, sewing .. . for 
refreshments, games . 
for the student or in the 


sick room .. . attractive 
brown finish . . . two 
weights, 34" and 14" thick. 





Everyday Files 
Made in ll styles . . . in- 
dexed alphabetically, days 
of week, days of month, 
etc. ... also with metal tabs 
having removable inserts. 
Available in standard and 
legal sizes. 





“Accesso” Wood Desk Trays 
Wide hand openings on all 
four sides and bottom make it 
easy to handle papers... 
every office a prospect. Trays 
may be stacked or combined 
laterally. 

















TOT 


$1.50—Has wide open 
non-jamming staple 
channel—Tacking Fea 
ture—Hardened mov 
ing parts Chromi 
umed steel body 
Tough plastic base 
and cap in three col 
ors, alnut, Ja 
Ebony —Capacity, 125 
TOT Staples—Throat 
2 inche 






SS aie —— 


Nos. 4-P & 3-P (Plier: 


$4.56 and $3.50 respectiv 


Have tacking 
} 


Yo 
Throat 4 
2p 
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THE 


SWINGLI 


FAMILY 
To Date! 


Here it is! The complete battery of 
Swingline Speed Fasteners. TOT, the 
latest member of this great family, so 
broadens the line that no dealer need 
leave the realm of Swingline for a di- 
versified stock of staplers meeting all 
requirements. No 





popular stapling 
user, however restricted his means, 
need deny himself the pleasure of 
Swingline’s smooth action and depend- 
ability. Three desk machines—Two 
pocket pliers. Stock them all. And 
don't forget—the new TOT, at $1.50, 
opens a market more vast in its sales 
possibilities than the tremendous office 
field. It's the Home Desk market. There 
are millions upon millions of them—all 
live prospects for this handsome de- 
pendable inexpensive Little Guy of the 
Swingline Group. This business be- 
longs to you. Start to enjoy it NOW. 


STAPLES 


Genuine TOT Staples packed 125 to 
strip, in boxes of 1000—25c and 5000 
—$1.00. No. 3 Staples, packed 105 
to strip, for No. 3 and No. 3-P models 
—and No. 4 Staples packed 210 to 
strip, for No. 4 and No. 4-P models, 
are standard size. Box of 5000—$1.00. 
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PARROT SPEED FASTENER CORP. 


37-18 Northern Blvd. Long Island City, N. Y. 
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progress dating from 1902. I give it here—in its simple 
but impressive form: 

Joined company 1902 as junior salesman at Liverpool. 

1906, manager of Nottingham. 

1908, manager of Leicester. 

1912, manager of Birmingham. 

1919, manager of Manchester. 

1924, provincial sales manager, northern division. 

1933, director and general sales manager, London. 

Died August 13th, 1938, after seven weeks’ illness. 

Age 60. 

Funeral—Stoke D’Aberon Church, Oxshott Surrey, 
August 16th, 1938. 

I have known few more charming men to deal with 
than the late Mr. Bazeley. 

* * * 

Today, I heard a surprising bit of news. That old 
friend of ours, Mr. Harry E. Stiles, past chairman of the 
Office Appliance Trades Association, and late of L. C. 
Smith & Corona Typewriter Company, is back in Lon- 
don. He has joined Harold Whitehead & Staff—vwell- 
known business consultants. Anyhow, in his capacity 
of business advisor, the office appliance industry have 
a very good friend.—VEJ 
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12 SPEED TYPISTS RUN MARATHON ON UNDER- 
DERWOOD MASTER 
(Picture on page 110) 

In a unique speed typing marathon which ran day 
and night for two weeks at the Canadian National 
Exhibition, twelve typists recently put an Underwood 
Master typewriter through a gruelling test. 

The unusual event drew hundreds of onlookers to 
the show as six girls and six men working in relays, 
copied “Gone With the Wind” nearly four times, piled 


up 1,560,341 words and made 7,801,705 key-strokes. The | 


typists had gone three times through the book and 


were hammering away at page 729 when the contest | 


closed at midnight September 10-11. 


In what was regarded as the most extraordinary 


typewriter test ever staged the women far out-wrote 
the men due to the presence in their midst of Irma 


Wright and Margaret Faulkner, Toronto’s two typing | 
stars. But the contest went to the men by virtue | 


of their handicap raising their total wordage to 821,494 
as against the women’s 815,297. 

The speedsters were: (winners) Edwin Amsden, John 
Newman, Delmar Dodge, Charles White, Alexander Orr 
and Arthur Ballard. The losers: Irma Wright, Mar- 


garet Faulkner, Wilma Alexander, Margaret Ward, 


Elda McColl and Frieda Laidlaw. 
en 
PLUSSING THE SALE 
Several large firms have increased their sales ten 
per cent during the past year. Their net profits have 
increased ten per cent during the last year. Their net 


profits have increased by fifty-two per cent. There is | 


a magic effect to giving sales a boost without in- 
creasing space, expenditures and general expensés. 


Very often, when a business is not doing very well, | 


an increase of ten per cent in the volume of sales 


will double the net profit. This is a most important | 


fact, and every business man should be familiar with 
it; they never seem to think about it. Ten per cent 
increase in sales greatly improves a balance sheet. 
(L’efficience, Brussels.) 

oo ——_—_ 


INTEREST IN A BUSINESS STORY 


Many manufacturers expend a great deal of effort 
in the preparation of a catalogue, said a writer in Ad- 
ministraetive Arbeid (Amsterdam). Yet they rarely 
give thought to reserving a few pages to the history 
of the business. It is always profitable to let your 
customers know that you wish to do everything pos- 
sible, so far as concerns time and research, to supply 
products which will be really worth while to them. 
Two or three pages will answer the purpose. 





1] 


Carter's Cube-Well 


A fountain-reservoir inkstand, 


eet 





T LAST an inkstand with 

A visible ink supply; the 

flow-control valve keeps ink at constant pen 
level—eliminates spilled ink and messiness; 
the pen itself, with stainless metal point, is 
always “ready to write’ —and writes pages 
without redipping. In its attractive box, the 
Cube-Well is a ‘‘natural” to feature as a gift 
item “under a dollar,” for bridge prizes, etc. 


The low price brings that EXTRA BUSI- 
NESS and GREATER PROFIT that come 
from volume sales... The low price enables 
Stationers to equip entire offices with per- 
fect writing pleasure . . . And the sale of 
one Cube-Well a day means 25 dozen a 
year. Every Carter Cube-Well sale means re- 
peat sales in Carter’s Ink refills, too. 


? 
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The Carter’s Ink Co. 


BOSTON NEW YORK CHICAGO 


Makers of fine Inks—Adhesives—Carbon Paper— 
Typewriter Ribbons—Fountain Pens 
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AMERICAN WRITING MACHINE CO. 
NEW YORK, N. Y. 


115-117 WORTH ST. 


ATTENTION 


TYPEWRITER DEALERS! 


Your attention is directed to the profit possi- 
bilities of the varrous AW MCO lines. 

From the shining new MONARCH 101, to the 
PREMIERS and reliable ROL GHS—Y ou are 
assured top-value at prices your customers 
want to pay. 

Drop us a line, today. Guaranteed profits are 


yours. 





MONARCH 101—STANDARD 
Full-sized streamlined standard, exemplifying 
the mode of today. Amazingly quiet, with a 
touch and action suited to the speed of the 
fastest steno. Exclusive territory for dealers. 


PREMIER NOISELESS NO. 6 
Last word in factory Rebuilt typewriters. 
Mechanically 


Saves customers about 50°. 


perfect. 


FACTORY RECONDITIONED NOISELESS NO. 6 


This machine with Factory Seal, is a real buy. 
They will supply a good income, taking 
care of discriminating Rental-customers and 
for Sales, too. 


MONARCH PORTABLE TYPEWRITERS 
AND ADDING MACHINES 
The famed portable typewriter line fills every 
portable typewriter need from the beginner to 
the veteran. The adding machine line fills the 
need of every business. 
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THE GUEST BOOK 


H. W. Heinrich, South American manager of Gunther 
Wagner, Hanover, Germany, with executive head- 
quarters at Buenos Aires, Argentina, and production 
plants for some lines in two other South American 
countries, gave us the pleasure of a call September 4 
on his first trip to the United States: Chiefly for 
pleasure, but to make some observations of conditions 
affecting such products as are made by Gunther Wag- 
ner, none of which are now sold here, but which 
have high prestige and substantial distribution in 
many other countries. After seeing the midwest, Mr. 
Heinrich was to proceed to San Francisco, whence he 
would go to southern California and return to New 
York via the southern route. He is apparently enjoy- 
ing his experience and receiving a good impression. 
He has served his company in South America for thir- 
teen years, prior to that having held posts in Spain 
and elsewhere. He leaves for South America in Novem- 
ber. We enjoyed conversation with Mr. Heinrich, 
sensing in the interesting and too short visit his bal- 
anced view and sound philosophy. We trust his experi- 
ence in this country will afford him pleasant recollec- 
tions. 


Ronald G. Burns, New York, signed the Guest Book 
September 9. Mr. Burns is known to many dealers 
through his connections in office furniture, having 
served as advertising manager and Chicago branch 
manager for the Macey Company and later in charge 
of office furniture departments in New York, Indian- 
apolis and Oklahoma City. He is enthusiastic about 
a new development which is occupying his time, which 
also is in furniture lines. 


Frank F. Casey of La Porte & Austin, Inc., advertising 
agency in New York, signed the Guest Book September 
17. Mr. Casey handles the advertising of a number of 
well known stationery manufacturers located in New 
York and vicinity. He was in Chicago with Ben Lee- 
dom, another official of the company, to attend a con- 
ference of agencies and arranged for Mr. Leedom to 
listen for him at one of the sessions while he played 
hookey long enough for a brief visit. Frank is an in- 
defatigable worker and personally handles copy and 
other matter for his various accounts. 


A. W. L. Zecha of the Soekaboemi Printing & Pub- 
lishing Co. and Lawsim Zecha & Company, Soeka- 
boemi, Java, son of Mr. L. Zecha, founder and head 
of both successful establishments, affixed his signa- 
ture to the Guest Book on September 20. He arrived 
in San Francisco, via Victoria, on September 8. After 
a brief visit with old friends there and in Los Angeles 
and Pasadena, he went to Janesville, Wis., and spent 
a week at the Parker Pen Company, for which the 
Zecha organization has had the Netherlands East 
Indies agency for twenty-two years. After several days 
in Chicago, Mr. Zecha went to Iowa City, Ia., to renew 
acquaintances made through the years spent as a 
student at the University of Iowa, of which he is a 
gradaute. Back to Chicago, to attend the N.S. A. con- 
vention at which he was a registered guest, and where 
he made many new friends. Here he encountered some 
acquaintances made on his trip to this country six 
years ago. He will take a Dutch steamer for Nether- 
lands in October, spend about a month in Europe. 
Thence Java with Soekaboemi in the hill country— 
the place of joyous welcome at journey’s end. 


Dudley Jones of Stevenson & Company, office fur- 
niture dealers in San Francisco, called at the office of 
this publication September 22. On his initial trip to 
the Middle West, he arranged to spend practically all 
his time visiting with manufacturers whose products 
his company sells. He had much to say about progress 
being made on the San Francisco Fair to be held next 
year and was hopeful that some of the problems facing 
his particular district soon would be worked out. 


Charles W. Lipman of New York, traveling repre- 
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TRI-GUARD FEATURE 









V°CUT POCKET 





TRi-GUARD 
suPppoRT 








SWAY CKECK 







The Tri-Guard filing 


principle is an exclusive 


Left: The Tri-Guard file 
makes possible quick fil- 
ing, fast finding, greater 
visibility, more economy 
and increased efficiency 
. .. Choice of grade A or 
grade B label. 


Right: This sensational new 
steel file saves over 7% 
floor space... . 
quiet drawer operation ... 
rugged construction. . . 
C grade label. 
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Gemetesioree YOUR CUSTOMERS WILL LIKE EXCLUSIVE 
ipagpemmmmmes FEATURES OF G/W BUSINESS EQUIPMENT 









PhZ 
Each guide slides on. 













three rod | ts, , . 
iit all the retail profit on each sale. 
as well as indexes con- 


tents of the drawer. 


and unfair competition. 


Ample working space is 


provided without fre- 





quent readjustment of 


. Advance steel desks combine rigid construction 
follower or use of addi- with light weight. Masonite top . . . dark green, 
brown or maroon Duro-Velv finish . . . not easily 


tional accessories scratched or marred . . . popular prices. 









Cr 








Service 


Sell your customers dependable, efficient Globe-Wernicke 
business equipment and accessories—the most complete line 
available from one source of supply. Many of these products 
have distinctive, exclusive advantages that offer extra value to 
users. This modern equipment keeps business routine operat- 
ing smoothly, increases efficiency, saves time and money. 


Globe-Wernicke products are sold only by dealers who make 


Complete cooperation is pro- 


vided to help them build larger and more profitable businesses. 
Write for catalog, price list and details of our proposition which 
offers a road to business success free from unsound practices 





& 


This superb line of GlobeArt desks has many 
built-in features, are convenient, efficient and 
comfortable. They are attractive, well made and 
will last a business lifetime...many styles and sizes. 







Globe-Wernieke . 


ické Se 
wert Cincinnati, Ohio 


MAKERS OF OVER 4000 ITEMS NEEDED IN OFFICES 
Steel and Wood Office Furniture, Filing Equipment, Bookcases, Partitions—Special Ste« 
ind Wood Equipment for Libraries, Schools and Public Buildings—Filing Supplies 
Stationers’ Products; Storage and Visible Record Equipment and Steel Shelving 
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Brand New STEEL Gifice Chairs 


Dealers Say: 


OFFICE 


Smartly Styled by 
HARTER 


APPLIANCES 


“These New Universal Chairs 


Are Easy to Sell and So Worth Selling! 
They Go Well With STEEL DESKS.” 











aoet height from floor adjust- 
NO. 1530 ° able 17%" to 20%”. Seat— 
” wide. Width 1734” wide, 1534” deep, 2” Evrflex pad, welt seam. 
Back—seat to top 17 ’, floor to top 3334”. Uphol- 
stery, genuine leather. ot frieze. Streamlined 
formed steel base ball bearing casters. 


Seat—18" high, 1934” wid 
NO. 1510 173,” "deep, #” Evrilex pad 


Seat height from floor adjustable 
NO. 1500 7%” to 20%”. Seat—1934” wide, 
1734” deep, 2” Evrflex pad, welt seam. Padded arms 
1% " wide. Width berween arms 20’. Back—seat to 
top 17 , floor to top 3354 Streamlined formed 
steel base — 156” soft rubber, ‘ball bearing casters. 


welt seam. Padded arms 1% 
etween arms 20”. Back—seat to top 1738” 
Upholstery, genuine leather or frieze. Rub- 
ber cushioned, noiseless glides of steel 











ARTER DEALERS well know that the 
keynote of our policy is co-operation. 

e have said this before and we are going to 

oe it again and again—so that all may know. 
That co-operation is our watchword is most 
aptly demonstrated in the introduction of the 
New Universal Steel Chairs. Some little time 
ago it became apparent that dealers desired 
changes in the Universal Suite and in various 
other suites as well. It was decided that these 
well known steel chairs should be re-designed 
to add to their smart lines and genuine com- 


fort. The result has been most gratifying and 
we have the pleasure of herewith presenting 
our New Universal Steel Chairs. Here is a 
suite that combines smart and comfort-giving 
styling with light weight and rigid construction. 

If you are not a Harter Dealer perhaps you 
would like to know more about the Harter 
basic - atvgg gg. gneenses Alert dealers are 
invited to join our organization. Simply let 
us know that you are interested and we will 
see that you get complete details about our 
dealer plan. 


THE HARTER CORPORATION 


STURGIS, 


MICHIGAN 
MANUFACTURER OF THE WORLD’S FINEST STEEL SEATING EQUIPMENT 
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sentative of George B. Graff Company, arrived in Chi- 
cago early enough for the stationers’ convention to 
sign the Guest Book on the twenty-fourth. Charlie is 
an intensive producer and covers a large amount of 
territory. During the convention he busied himself at 
the Graff exhibit which he set up, and in visiting with 
many friends in the trade. 


William Tonkin, Los Angeles agent for the Victor 
Adding Machine Company, Chicago, and field repre- 
sentative of the company in eight Western states, 
called on September 28. In Chicago for conference at 
headquarters, where he renewed old acquaintances 
and made some new ones. By invitation of an ex- 
hibitor he visited the display of products at The 
National Stationers Association convention and met 
some old friends there. He reported far west business 
particularly good in August and in good promise for 
September when he left at mid-month, although labor 
troubles were hindering progress. Fortunate to be in 
Chicago when the Chicago Optimists’ Club enter- 
tained Doctor F. Fern Petty, Los Angeles, president of 
Optimist International, of which Mr. Tonkin is an 
enthusiastic member. 


Howard S. Sanders of New York, executive credit 
advisor of The Stationers and Publishers Board of 
Trade, Inc., affixed his name to the Guest Book Sep- 
tember 29. Mr. Sanders is a man of no mean ability. 
After the stationers’ convention at which he delivered 
an address reprinted elsewhere in this issue, he con- 
ducted an enthusiastic meeting of the members of his 
organization located in the Middle West. He was ac- 
companied by Wilbur Comstock of G. J. Aigner Com- 
pany who held a stop-watch on him to make sure he 
did not miss his train for New York. He was putting 
in every minute to good advantage. 


Charles P. Garvin, general manager, The National 
Stationers Association, having tarried in Chicago a day 
beyond the “departure of the captains and the kings,” 
looked in upon us on October first. Nothing in 
countenance or physique reminiscent of the strenu- 
ous work at the big convention completed the day 
before. In high spirits over the sustained interest in 
the program from opening to close. Lavish in praise 
of officers and committees to the combined efforts of 
whom the success of the convention must be credited. 
Happy over the small number of complaints which 
was a source of particular satisfaction to the execu- 
tive staff this year. In a convention composed of 
groups having such very specific interest, some causes 
for complaint are bound to develop. And always — 
“some like it hot and some like it cold.” And that is 
well. Makes for progress. But always the chief objec- 
tive is the greatest good for the greatest number. 


Albert McLane of East Orange, N. J., representative 
of Spencerian Pen Company, signed the Guest Book 
the first of October. He had been in Chicago for a 
week as a member of the Spencerian group attending 
the stationers’ convention and of course participating 
at the company’s exhibit. He is not a stranger to Chi- 
cago, having made it his headquarters for a number 
of years. While in the office he gave some interesting 
information on studies in penmanship. 


Luigi Lagomarsino of Ditta E. Lagomarsino, Milan, 
Italy, gave us the pleasure of renewing acquaintance 
on October 3, affixing his signature to the Guest Book 
for the third time within six years. Mr. Lagomarsino 
is a good will ambassador for his country, custodian 
of some of the world’s most valuable possessions. But 
while having pride in Italy’s accumulated treasures, 
Mr. Lagomarsino’s keen interest is in modern Italy, 
keeping step and tempo with the changing times. 
His company’s work is significant of the progressive 


THAT’S WHAT DEALERS 
SAY ABOUT THE NEW 


EMBERGLO 
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Its fiery glow attracts the eye like Will o’ the 
Wisp! Its beauty and balance arouse the itch 
to possess! Its flawless action makes it the 
world’s most practical pencil! No wonder the 
new Autopoint DeLuxe Emberglo is ringing up 
sales records on hundreds of pencil counters. 

$250 VALUE FOR *7¢ 
This newest number in the famous Autopoint 
line is really a $2.50 value by any standard. 
Priced at $1 regular, or $1.50 with gold filled 
trim, it is a natural for quick turnover at full 
profit! Other new translucent colors are the 
Amberclear, Ruby and Emerald Green... 
all of striking beauty and appeal! 

All the regular Autopoint features are like- 
wise present. Sturdy two-part mechanism... 
smooth unfailing action....Grip-Tite tip 
which grips leads firmly down to the last one- 
eighth inch. Production on this new model ts 
limited. Stock early to avoid disappointment! 
Send for samples for inspection. 





4-COLOR 

NORMA evencit 
Another amazing new 
Autopoint product! 
NORMA is the instant- 
shift 4-color pencil that 
really works, and always 
works! Four popular mod- 
els, from $3.50 to $12 each. 
A most appealing gift 
item. Put some in now and 
start plugging for the Holiday trade. Send for 
samples for inspection. Colorful easel displays. 




















AUTOPOINT COMPANY, DEPT. 0A-10 
1801 Foster Ave. Chicago, Ill. 


Exclusive Eastern Distributors to Stationers: 

Mutual Stationery Company, Inc., 368 Broadway, New York City 
Exclusive Midwestern Distributors to Stationers: 
Associated Stationers Supply Co., 229 S. Jefferson St., Chicago 
Exclusive Western Distributors to Stationers: 
Zellerbach Paper Company 
San Francisco—Los Angeles—Salt Lake City—Seattle 
In Canada: The Brown Brothers, Ltd., 100 Simcoe St., Toronto 













Better Pencil 
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Well 
Made 


Best Ma- 
terial 


Quality 


Finish 


Longest 


Life 


PRESIDENT POINTS 


NEW DEALERS as well as Old 


in office furniture, attention: 


ture Co. advises you—now that t 


a rush in the Office Furniture Line 


stood the test for 18 years as the 


the market. 

Always have one in stock to 
show to your customer and to 
make immediate delivery, a 
service that pleases so very 
much. 


Send 


for 
Catalog 


No. 8500 


Manufactured by 


1656 Hastings St. 








The president of The Toledo Met 


WAY! 


Dealers 


al Furni- 
here is a 


definite upturn in business—to prepare for 
Get acquainted with the UHL Steel Pos- 
ture Chairs, the originals, which have with- 


best and 


lowest priced genuine steel posture chairs on 









The Toledo Metal Furniture Co. 


Toledo, Ohio 
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spirit of his country: For the business of the Ditta E. 
Lagomarsino is built around specialized office ma- 
chines and systems for achieving economy, conveni- 
ence and dispatch. The company makes surveys and 
analyses of business enterprises; systematizes pro- 
cedures and provides the mechanisms and forms best 
adapted to the conditions of the respective operations. 
Besides the Addressograph, for which the company is 
Italian agency, it handles the following computing 
machines: all models of the “Dalton,” “Mercedes,” 
“Facit,” “Brunsviga,” “Astra,” “Cordt Universal” and 
the “Addo.” Headquarters are in Milan. Branches 
with service staffs are maintained in Rome, Turin, 
Genoa, Bologna, Naples, Florence, Padua and Bolzano. 
The special object of Mr. Lagomarsino’s trip at this 
time was the study of Addressograph developments. 
Not only has the company had the Italian agency for 





MR. LAGOMARSINO AND OTHER VISITORS FROM ITALY 
BEFORE THE ENTRANCE TO THE ADDRESSOGRAPH-MUL- 
TIGRAPH PLANT IN CLEVELAND LAST MONTH.—Lett to right: 
Luigi Lagomarsino, Ditta E. Lagomarsino, Milan, Italy; A. P. 
Ardito, Addressograph Division, New York branch, Addresso- 
graph-Multigraph Corporation; Mario Jovane, new sales man- 
ager of Lagomarsino Addressograph department in Italy; Henry 
Metz, manager of the Addressograph-Multigraph Overseas De- 
partment; Mario Battelli, general purchasing agent and effi- 
ciency expert, Banca Nazionale del Lavoro, Rome, Italy. Mr. 
Jovane is particularly qualified for his new work of controlling 
and directing the activities of the addressing machine depart- 
ment because of his fifteen years experience with bank organ- 
izations in Italy. 


the Addressograph many years, but it manufactures 
some models of the machine in its Milan factory. 

With Mr. Lagomarsino was Mr. A. P. Ardito of the 
foreign department of the Addressograph-Multigraph 
Corporation in New York. Mr. Ardito has been with 
the Addressograph Company a number of years, one 
of which was spent with Mr. Lagomarsino in Milan. 

Imports into Italy have been much curtailed. Up 
to the first quarter of this year, twenty per cent of 
the volume brought in in 1934 was allowed. Since 
the close of that term, however, imports have been 
by special permit only. As a national policy, Italy has 
engaged in a program of home industries develop~- 
ment; to produce as far as possible the manufactures 
required for Italian usage. Considerable advance has 
been made in the production of office equipment and 
utilities. Several adding machine models are being 
developed. As profitable production of such mechan- 
isms depends upon quantity, Italian office equipment 
exports will be incfeased. 

Mr. Lagomarsino sailed for home on October 8th. 


E. E. C. Mathieson, chairman and managing director, 
Mathieson & Ashley, Ltd., Johannesburg, South Africa, 
in Chicago for a brief stay, but part of the time con- 
fined to his hotel by illness, gave us the pleasure of a 
telephone visit October 11. In his three weeks in the 
United States, Mr. Mathieson had conferences with 
the manufacturers for whose lines his company has 
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LINCOLN-LIBERTY BUILDING 


COLUMBIA 
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COLUMBIA 





STEEL OFFICE EQUIPMENT 


of 
VARIETY and 
DISTINCTION 


QUALITY 
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When You re Asked 
for FACTS 


Can You Give 
Them ? 


Conditions are changing daily 
in the Industry. Are YOU 
keeping pace with them? 
Timely information will help 
you plan sales, act decisively, 
push profitable items, keep 
your stock up to date. 


"The information your Serv- 
ice Bureau gave us was just 
what we needed and placed 
us in a position to secure 
additional business that other- 
wise we could not have got- 
ten." A. R. Taylor Co., Mem- 
phis, Tenn. 


OFFICE APPLIANCES brings 
you the latest styles, news and 
trade gossip every month. 
The Service Bureau helps you 
gain information, lists and 
data gratis, almost impossible 
to gain elsewhere at any price. 


Ask for your FREE copy of 
OFFICE APPLIANCES 
and subscription particu- 
lars. 


THE OFFICE APPLIANCE COMPANY 


20 North Wacker Drive 





Chicago, Illinois 
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exclusive agency in South Africa, and had opportunity 
to see the business show in New York. On October 19 
he sails on the Queen Mary to join his family, who 
awaited him in Scotland, whence they returned to 
their home. 


Mathieson & Ashley, Ltd., systems specialists, is one 
of the important factors in office equipment distribu- 
tion in South Africa. Headquarters are in Johannes- 
burg with branches at Capetown, Durban, Pretoria, 
Bloemfontein and also at Lourence Marques, Portu- 
guese Africa. The company is sole agent for Kardex, 
Ohmer and Remington cash registers, Dictaphone, 
Universal postal frankers, Barrett adding and listing 
machines and Ditto machines, all on this side. It is 
also agent for Brunsviga calculators and “Swallow” 
ribbons and carbons of European origin. 


= SOO 


“A WEBSTER SALESMAN’S LAMENT” 


From the September issue of “The New Webster 
Way,” the official house organ of the F. S. Webster 
Company, comes the following interesting and amus- 
ing poem ostensibly written by a salesman who knows 
whereof he speaks: 


A crowd was in the courtroom; 
The excitement was intense, 

As every eye was watching 
The first witness for defense. 

“What is your occupation?” 
Snapped the prosecutor guy. 

“T am a traveling salesman,” 
Said the witness with a sigh. 
“How long have you been sélling?”’ 

“Thirty years, and that’s a fact— 
But wait a minute, lawyer, 

And I'll answer more exact. 
Thirty years I’ve been employed 

And that’s beyond debating, 
But fully twenty years of that 

I’ve spent in simply waiting. 
I’ve waited for the busses 

And the trains were always late, 
The waiters in the cafes 

Have always made me wait. 
But, oh, the weary moments 

In the store along the way, 
Have I waited for the buyer 

Til the closing hours of day. 
And now to cap the climax 

Hear me, lawyer, while I speak, 
To serve here as a witness 

I have waited all this week. 
Some day I'll go to heaven, 

Hand my card in at the gate— 
I wonder if they’ll let me in, 

Or if I still must wait.” 


And the editor of The New Webster Way explains he 
prints this without comment as he used to be one him- 


self. 
—k-  — 


RICHARD CONELL PASSES AWAY 


On Sunday morning preceding the National Station- 
ers Asociation convention word was received concern- 
ing the sudden death of Richard T. Conell, for over 
twenty-five years sales manager of the Stationers 
Loose Leaf Company, Milwaukee. Mr. Conell arrived 
in Chicago on Friday evening in expectation of being 
present during the convention. He apparently suffered 
a heart attack while a guest in a Chicago hotel which 
is believed to have been the aftermath of a siege of 
grippe. Mr. Conell was fifty-six years old and was the 
first traveling representative sent out to call upon the 
trade by his company. For many years he covered the 
Pacific Coast territory. 
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rtMatal DEALERS [i 
Lead the Parade 


With New Products Offering 


Speedfile . » Everything about this new type file 
is designed to accelerate the filing and finding of 
papers. When the drawer is closed the papers are 
kept tight and compact by the “Auto-Tilt Compres- 
sor’. The instant the drawer is opened the contents 
are tilted rearward for easier reference and filing. 
Time is saved because the automatic operation of 
compressor minimizes handling of material. Space is 
saved because better compression irons out folded 
and wrinkled papers. 


The Mainliner Desk . . This is really three 
desks in one in that a customer can have his choice 
of four, six or eight legs as he prefers. A new and rad- 
ically different type of construction makes possible 
this easy interchangeability. No matter how many 
legs are used the desk design is maintained in perfect 
proportions. See following pages for further details. 


Planfile . . The Planfile provides the one practi- 
cal system of vertical filing for all kinds of engineer- 
ing drawings. Because of its letter file simplicity, the 
Planfile provides instant, accurate location, selection, 
reference and refiling. Other advantages are visible 
classification, easy portability, small space required 
and fire and water protection. 


Recordak Film File . . With the government, 
banks and large industries employing the photo-re- 
cording methods of preserving important data, there 
has been an urgent need for a dependable type of file 
to protect the film. The Art Metal 

Recordak Film File fills the bill to 

aT”. It has three compartments, 

holding 24 film boxes or 72 boxes 

per drawer; 576 per Cabinet. 


Card Index Cross Filing 
Trays .. These Cross File Trays 
may be inserted in either letter or 
cap files to provide a convenient 
place for the card index of the file. 


New Art Metal Wastebasket 
. » This is too good looking a waste- 
basket to stick under a desk and out 
of sight. Its modern rounded lines 
harmonize with any office furniture. 
And the rubber bumper around the 
top saves wear and tear on other fur- 
niture when the cleaning women 
swing into action. 


Tabulating Card File . 

At first glance you'd hardly suspect 
that this compact card file affords 
over fifty feet of linear filing space. 
The actual net filing capacity is 639 
linear inches. Each unit measures 
28% inches. Provided with new 
full-extension side-rail suspension 
and self-equalizing "gear clutch” 
compressor. 


Art Metal 
Jamestown. New York 


388 U.S.A /938 
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HERE'S one nice thing about being an Art 

Metal dealer: you know you can offer your 
customers the most outstanding new products. 
You know that some startling innovation or 
long-needed development will be dropped in 
your lap that offers a new lift to business and 
gives you renewed enthusiasm to go out and 
do a real selling job. 

Paraded before you on this page are a few 
of the latest contributions of the Art Metal en- 
gineering and designing departments. Each 
one of these items has something about it that 
sets it widely apart from competition. These, 
plus everything else Art Metal has to offer, 
make our franchise the most desirable in the 
whole office equipment field. There is still 
some good territory open. Write our Agency 
Division today about yours. 
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Art Metal MZuwLiver DESKS 





The Main Line to 
CUSTOMER PREFERENCE AND DEALER PROFIT « 


OME BUSINESS MEN prefer a desk with four legs. 
Others like six. Still others hold out for eight. The 
quick interchangeability of the new Art Metal Mainliner 
Desk permits you to satisfy each of these individual pref- 
erences—but without stocking three different desks. You 
sell a four, six or eight-leg desk. All you do is add or 
omit legs right on the floor. The desk design is main- 
tained in perfect proportions with four, six or eight legs. 
The inside legs, while they can be removed, are an in- 
tegral part of the desk. You miss no sales because of not 
happening to have just what the customer wants at the 
time he wants it. 
While this makes easier selling for you, it meant 





some hard work for Art Metal engineers. The structure 
of the desk had to be radically different in order to pro- 
vide such flexibility. A new type of construction had to 
be developed that would insure perfect distribution 
the stresses regardless whether the desk was used wi 










four, six or eight legs. 

After the engineers had licked the problem the 
Metal designers went to work—and went to town. 
smooth flowing lines of this Mainliner Desk, its m 
sleekness are a worthy counterpart of its namesake 
the air and a fitting companion to the now famous 
line desks. 

The three-in-one advantage of the Mainliner De 
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Art Metal 


Jamestown. New York 
USA 


| ll offers untold possibilities for meeting every customer re- Art Metal agencies will have this new Mainliner 


quirement. Its instant and wide appeal will insure you Desk exclusively. We urge that you write our Agency 
more sales and profit with a minimum of inventory. Division today if your territory is open. 


ART METAL’ CONSTRUCTION COMPANY, Jamestown, New York 


Constantly in Touch with Improved Office Methods 


Copyright 1938, Art Metal Construction Co. 
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OFFICE APPLIANCES 


B EN. FRANKLIN 


REG.U.S. PAT. OFF. 


PENCILS , 


THE RIGHT PENCIL WITH S 
THE WHITE BAND 


REG.U.S. PAT. OFF. 



















PRECISION 
BUILT AND A 
FAVORITE WITH 
BIG CONSUMERS 











RETAILS | 
FOR FIVE CENTS EACH 





Are you acquainted with 

the Ben. Franklin Fran- 

chise Protection Plan? 
Ask us, if not. 
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PENCIL (CO. 


PHILADELPHIA, U.S. A. 
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LISBON COMPANY PROUD OF EXPANSION 
(Picture will be presented next month) 

Although the company is only two years old its ac- 
tivities extend over the entire length of Portugal, 
adjacent islands and the country’s African colonies. 

That was the proud boast of officials and executives 
of the Sociedade de Organisacoes Comerciais, Ltda., 
a well-known office equipment and supply house of 
Lisbon, Portugal, which is this month celebrating 
its second anniversary by moving into new quarters 
at R. do Comercio No. 8-lo. 

The company is headed by Ernesto Mendonca and 
Manuel Garcia. Both men are well known in the 
industry, having graduated into the business world 
from humble positions by dint of perseverance and 
determination to get ahead. Mr. Mendonca, a nation- 
ally-known yachtsman and Olympic challenger, is a 
veteran salesman and prior to going 


distribution of Kalamazoo loose leaf equipment and 
supplies introduced into Portugal by the local agents 
of the Royal Typewriter Company. He proved to be 
the right man in the right place and his host of 
friends and clients can be traced back to his first 
activities in the field. 

Mr. Garcia, one-time assistant to his present part- 
ner, is also a salesman of long standing and has had 
a major part in bringing his organization to its pres- 
ent high place in the industry. 

During the first year of operation of the new com- 
pany the volume of business transacted exceeded by 
far the men’s most optimistic forecasts. The year 
1937, however, turned out still better, sales register- 
ing an increase of ninety-eight per cent over those 
of the previous year. These results, coupled with the 
fine prospects for 1939, are responsible for the com- 
pany’s recent move into more roomy premises and its 
present show-rooms, stores and repair shops reflect 
a genuine desire to be one step ahead of their com- 


petitors, not only in the size and variety of stock | 


carried in their show-rooms but in the service the 
firm offers its clients. 

Amongst the many lines for which they act as sole 
agents and distributors in Portugal, they have spe- 
cialized in loose leaf systems of both British and 
American manufacture; visible records; steel office 
furniture; typewriters and calculating machines, man- 
ual and electric, etc. 

The American products offered by the organization 
include Art Metal equipment and furniture, Bostitch 


stapling machines, Postindex equipment and Allen- | 


Wales adding machines. 


They are assisted by a full staff of salesmen and | 
skilled mechanics, some of whom were sent abroad | 


for proper tuition, and are thus fully equipped to 


deal efficiently with all kinds of repairs and service 


demanded from them. 

Mr. Mendonca attends to all the organization of 
record systems, such as are furnished to hospitals, 
banks and other large size institutions. His extensive 
travels in Europe have proved a great asset in en- 
abling him to always recommend the appropriate 
material. 

They have a well-spread net of agents operating 
at every point of vantage in the country and the 
results obtained during the last few monthly amply 
proved the value of their codperation, not only in the 
number of sales effected as also in the good will it 
has established between the Sociedade de Organisacoes 
Comerciatis, Ltda., and their clients in the provinces. 

If we consider that Portugal, in spite of its pos- 


Sibilities as a “come back” country enjoying the bene- 
fits of a strong government, is a small nation scantily | 
populated and suffering like the rest of the world 
the effects of a prolonged depression, such an achieve- 
ment as that is indeed a remarkable one and both 
Mr. Mendonca and Mr. Garcia are amply justified in 
their boast. 





into business | 
for himself, was responsible for the organization and | 













’ 
Don t let unattended details 
pile up on your desk. Handle ’em 
as they come up. Get ’em off your 
mind and on their way. 





Don’t giVE a lot of good ideas : 
a chance to die of inaction. If it’s 
a vague hunch, dictate an outline 
for further thought. If it’s ready 
to use, put it right into action... 
Get a Dictaphone! 

















Don’t make « 


shorthand ma- 
chine of a good 
secretary. Let her 
keep on doing 
things, even while 
you dictate... Get 
a Dictaphone! 











. 
5 Don't risk confusion when you 
give or take instructions. The 
spoken word is written word, 
when you speak across the 
mouthpiece of a Dictaphone. 


Don’t take tis modern dic- 


tating machine for granted. 
Let lend you a Dicta- 
phone to try. No obligation. 


us 





al 
THE Ip (Cr 
TREND TO 
i 
Dictaphone Sales Corp., 420 Lexington Ave., N. Y.C. In Canada—86 Richmond St., W., Toronto 
I would like to talk with someone about the loan of a Dictaphone at no expense to me. 
OA—10 
Name ~ 
Company Address = 
The word DIC TAP HONE is the Re ogis tered Trade-Mark of Dictaphone Corporation 


Makers of Dic ng Machines ar ories to which said Trade. Mark is Applied. 
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50TH ANNIVERSARY LUNCHEON OF THE OFFICE SPECIALTY MFG. COMPANY, TORONTO 


Branch managers of the well-known Canadian firm journeyed 
to Toronto from every section of the country to take part in 
the Golden Jubilee and were royally entertained by executives 
of the company. Seated at the head of the table, (below small 
cross marks) from left to right, are: Robert McEwen, a director; 


Canada's Office Specialty Co. 
Celebrates Golden Anniversary 


A half-century of steady growth and expansion 
from coast to coast of one of Canada’s leading office 
equipment manufacturers was celebrated last month 
by the Office Specialty Manufacturing Company, Ltd., 
of Newmarket, Ontario. 

In view of the fact that the founding of the well- 
known company occurred in Toronto in 1888, it was 
fitting that the major part of the golden jubilee 
celebration took place in that city with a convention 
of the firm’s branch managers and a luncheon in their 
honor at the Royal York hotel. There gathered 
branch managers from Vancouver, Calgary, Edmonton, 
Regina, Winnipeg, Hamilton, Toronto, Montreal, 
Quebec, and Halifax, Saint John and Ottawa. 

Upon their arrival the delegates were greeted by 
executives of the company headed by President J. Y. 
Murdoch, K.C. Participating in the hearty welcome of 
the visitors from every section of the nation were 
G. L. Manning, managing director; Robert McEwen, 
a director; Thomas Reid, K.C., vice-president, and 
F. J. Yawman, a director and president of the Yaw- 


man and Erbe Manufacturing Company, Rochester, 


N. Y. The spirit of good-fellowship permeated the 
meeting and celebration as these men of 1938 sat 
down together to talk over the past and plan for the 
future, recalling with justifiable pride the history of 
the organization in its steady march forward from 
year to year and from decade to decade. Progress 
impelled by integrity and sound business practice. 
They recalled each major expansion as it occurred 
and eventful October, 1930, when plans were laid for 
the erection of a fine building in Montreal which 
marked another important advance in the company’s 
history. And the building in 1931 of a considerable 


G. L. Manning, managing director; J. Y. Murdoch, president; 

Thomas Reid, vice-president; F. J. Yawman, director, and presi- 

dent of the Yawman and Erbe Manufacturing Company, Roches- 

ter, N. Y. Inset at the upper left, close-up of J. Y. Murdock. 

president of the company. Inset at the lower right, a view of 
the several buildings comprising the factory. 


addition to the factory at Newmarket which, when 
completed, made the factory area of the plant more 
than 200,000 square feet. 

The formal opening of the Montreal branch in 
March, 1931, was the occasion of a meeting similar 
in every way to that which they were then attending 
afforded pleasant memories. 

The company, at its Newmarket plant and factory, 
manufactures complete lines of steel and wood office 
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THE OFFICE SPECIALTY MANUFACTURING COMPANY 
MAINTAINED THIS WELL LAID OUT DISPLAY BOOTH AT 
THE RECENT CANADIAN NATIONAL EXHIBITION. 


furniture for which it has extensive business in Can- 
ada, Newfoundland and the British West Indies. The 
annual output is impressive and includes filing cabi- 
nets, desks, tables, chairs, safes, lockers, partitions, 
post office equipment, filing systems, office equipment, 
shelving, cards and supplies. 
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It’s a Fair Trade Item, and 


It’s Tested 


for 


RESULTS! 


(Peerless 


TUCHTYPE KEYBOARD 


Of course you want to be protected on all sales in 
your territory—and with the Peerless plan you 
are! Peerless cooperation means that you take no 
chances—hundreds of dealers swear by the Peer- 
less 4-square dealer policy and the success they 


have made with it. 


Right now, the Peerless Tuchtype Keyboard is 
proving the big item with dealers everywhere. A 
small display in one dealer’s window sold 7 Key- 
boards in 6 days. Another dealer with a larger 
display sold 18 sets in 10 days. A steel company 
installed 50 Tuchtype Keyboards. Repeat orders 
come in steadily. 


The Peerless Tuchtype Keyboard is no shelf- 
warmer— it’s a seller, tested for results and backed 
by the fullest cooperation. It speeds up typing 
results from 5% to 20% for your customers—it 
speeds up sales and profits for you. Send for a 
display or write for information and get your 
share of the business now. 





WITH THIS 
NEW PLAN 


the customer himself 


helps you sell 


IMPERIAL RIBBONS 
& CARBON PAPER 


You may not agree that “‘the customer is 
always right,’ but just a simple test will 
convince you that the easiest, quickest, 
surest method of getting more carbon 
paper sales is with the new Imperial plan 


which lets the customer sell himself. 


Despite competition, direct selling, price 
cutting, high pressure salesmanship, you 
can now get the business that used to go 
elsewhere—you can make the sales and 
profits—you can get and keep the customers 
that you want. 

Everywhere dealers who are using this new 
Imperial plan are cashing in on it. Try it 
yourself—without risk—at our expense. 


Write us for details today. 








PEERLESS KEY-IMPERIAL Mfg. Co., Ine., General Office & Factory :401-407 Mulberry St., Newark, N. J. 
THE KEY MEN OF AMERICA 


Vanufacturers with the dealers’ viewpoint 


New York City, 321 Broadway 


BRANCHES: Detroit, 1000 American Radiator Building 


Chicago, 19 South Wells Street 
Los Angeles, 1127 Wall Street 


N 
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MEETINGS—CONVENTIONS—DINNERS 


SO. CALIFORNIA BRANCH OF UEF HOLDS 
FIELD DAY 

On Saturday, September 10, the Southern California 
branch of the Underwood, Elliott Fisher Company put 
on one of the most enjoyable field days in the history 
of the organization. The event occurred at Brookside 
Park, Pasadena, and drew an attendance of about 250 
people, everybody enjoyed himself thoroughly. There 
were all manner of games and sports from pitching 
quoits to baseball and lawn tennis. One could choose 
his fun, therefore, according to age, physical aptitude 
and condition of laziness. Great credit is due to the 
chairman and members for their conscientious labors 
in making the event a success. J. A. Johnson, branch 
manager, was delighted with the smoothness with 
which the event transpired and he and Mrs. Johnson 
and their son and daughter were pleased to be able 
to entertain Mr. A. I. Case and his wife from Australia. 

Following are the several committee chairmen: Lo- 
cation—Joe Rogers; Finance—Matilde Witt; Publicity 
—Paul Zimmerman; Transportation—Bill Brant; Re- 
ception—Jack Hillis; Food and Refreshments—Harley 
Hass; Entertainment—Bud Fleming; Sports—Jack 


Abell; Sub-committees: Baseball, Art Smart; Cards— 
Katherine Fitzpatrick; Children’s Games—Esther Stir- 
ling; Golf—Gene Bailey; Horseshoes—Bill Lord; Races 
—Harry Pritchard; Swimming—Al] Meredith; Tennis— 
Ted Lott. 

Late in the afternoon, the happy partakers of Under- 
wood hospitality started to leave and before Venus 
had hung her lamp in the western sky all had de- 
parted with the recollection of a day made happy by 
mutual regard and friendship. 

oes ag 


WIS-ILL CLUB HOLDS FIFTH DISTRICT OUTING 


September 8 was the date of an outing by the Wis- 
Ill Club at Lakewood Country Club, Tecumseh, Ont. 
The club is located on Lake St. Claire. This outing was 
held principally for the benefit of members in the 
fifth district N. S. A. and dealers in the same terri- 
tory. It was preceded by a meeting of Michigan sta- 
tioners at Detroit in the morning presided over by 
C. W. Leonard of Leonard & Company, Detroit. 

The golfers were divided into four groups or classes, 
according to score. Class A was monopolized by Wil- 
liam Diehl, Jr., of Columbus, Ohio, and H. C. McPike 





PEOPLE AND SCENES AT THE UEF OUTING AT PASADENA ON SEPTEMBER 10 


of Stott & Hoare Typewriters, Ltd., UEF agents. They are return- 
ing home after a nine-month tour in other lands. 

6. Miss Helen Ellis, switchboard operator at the UEF Los Angeles 
office, and Mrs. K. C. Kline, wife of a Los Angeles UEF sales- 


1. Come and get it! These magic words drew the happy crowd 
toward the food supply in practically no time at all. 

2. Now you've got it, eat it! And they did as demonstrated by 
part of the UEF sales staff, (seated) Messrs. Bailey, Los Angeles; 
Cox, Ventura; Kline, Hollywood; Peal, Los Angeles; McFarland, 
Los Angeles, seated on table. (Standing) Messrs. Olmstead, 
Long Beach; Scholtz, San Diego; Grasenz, Los Angeles; Haas, 
Los Angeles, chairman of the food committee, and Chairman of 
the Entertainment Committee Bud Fleming. The gentlemen with 
backs to camera were not identified. 

3. C. B. Kelly. Crown City Typewriter Company, Pasadena; Jack 
Fleming. Los Angeles. 

4. Bill Dietrick, Paul Zimmerman. Bill Bryant, J. L. Hoyt, J. A. John- 
son. They are respectively wholesale portable representative. 
assistant Los Angeles branch manager, assistant manager, adding 
machine division, manager at San Diego. manager at Los Angeles. 


5. Mr. and Mrs. A. J. Case, Perth, Australia. Mr. Case is manager 


man. 

7. With the food completely gone the merrymakers set out for new 
attractions and more entertainment. 

8. ‘‘What’s the matter, little man?’’ W. J. Dietrick, wholesale por- 
table representative, seems to say to the young gentleman in 
the next picture. 

9. The downcast young man is Jackie Rodgers, son of Joe Rodgers, 
Los Angeles. 

10. Part of the female contingent watching the ball game. Mrs. 
Harvey Zeiders (head showing in background), Mrs. Kathryn 
Kirkpatrick, Mrs. Herbert Nagel, Mrs. Clay Peal, Mrs. Mel Swar- 
stad, Miss Julia Lee Peal. 

1l. Harry Hunt, deputy district attorney at Los Angeles; Joe Rodgers, 
Jack Abell, all of Los Angeles. 
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WIS-ILL CLUB OUTING AT LAKEWOOD COUNTRY CLUB 


. Dan Smith and A. C. Van Horne, Eberhard Faber Pencil Company. 

. Walter Bussing. Bussing’s, Detroit; Fred Richmond, Richmond & 
Backus Company. Detroit; Murl Stuck, Prompt Press, Detroit; Joe 
Leroux, Franklin Printing & Stationery Company, Toledo; Kenneth L. 
Boyer, Newell B. Newton Company, Toledo, governor, fifth district; 
C. W. Leonard, Leonard & Company, Detroit, president, Stationers 
Club of Michigan; O. D. Morrill, Ann Arbor, Mich.; Tom Riendl, 
Peerless Key-Imperial Manufacturing Company. 

3. William Fox, pro at Lakewood, and Mrs. Fox. 

4. W. F. (Monte) Mont Pas, Wilson-Jones Company; Leo Bigelman, 
General Office Supply Company, Detroit. 

5. R. A. Macdonald and H. F. Stingel, Seemann & Peters Company, 

Saginaw. 


wo — 


of Weis Manufacturing Company, Mr. Diehl turning 
in a seventy-five while Mr. McPike took one stroke 
more. Both were rewarded with excellent prizes. 
Prizes in class B went to Tom Bussing of Bussing’s, 
Detroit, and Jack Johnstone of Wallace Pencil Com- 
pany; Class C to Harry Balch of Quality Park En- 
velope Company and Thomas Riendl of Peerless Key- 
Imperial Manufacturing Company; Class D to John 
Hegarty of Boorum & Pease Company, and Harry 
Short of Columbian Art Works Company and Oak- 
ville Company. Four door prizes were awarded, to 
O. D. Morrill of Ann Arbor, Mich., Harry Nichols of 


6. Ed Klebba. Klebba’s, Royal Oak, Mich.; John D. Hegarty, Boorum & 
Pease Company. 

7. A. R. Skibbe, Associated Stationers Supply Company; Jack Johnstone, 
Wallace Pencil Company. 

8. Kenneth L. Boyer, Newell B. Newton Company, Toledo; E. L. Thomp- 
son, Eagle Pencil Company; H. C. McPike, Weis Manufacturing Com- 
pany; 4 Denomme, Lynn B. Emery Company, Detroit; Glenn Cham- 
bers, Scripto Manufacturing Company; Parle Cooley, Bates Manufac- 
turing Company; Karl Castle. Weis Manufacturing Company; William 
R. Diehl, Jr.. Diehl Office Equipment Company, Columbus, Ohio; 
Ray Eichenlaub, Service Steel Products Company; F. H. Stephens. 
Gregory. Mayer & Thom Company, Detroit; Harry Balch, Quality 
Park Envelope Company; W. G. Wintrich, Acco Products. Inc.; Jo 
McKay. The Wahl Company; Henry Block, General Pencil Company. 


Weis Manufacturing Company, Jo McKay, the Wahl 
Company, and E. L. Thompson, Eagle Pencil Company. 

Following the dinner Mr. Balch, as president of 
the Wis-Ill Club, introduced Kenneth L. Boyer of 
Newell B. Newton Company, Toledo, governor of the 
district. Mr. Boyer expressed his thanks to Mr. Balch, 
to Henry Block, chairman of the Wis-Ill Club com- 
mittee, and Ray Eichenlaub of Service Steel Products 
Company, for their contributions at this outing and 
other affairs in the district. He extended a welcome to 
Jack Johnstone of Wallace Pencil Company as a new 
vice-president of the national association. He expressed 





District managers of the Globe-Wernicke Co., Cincinnati, met 
September 8 for a four-day sales convention at the factory 
after arriving from every section of the country. Many of them 
brought optimistic reports of dealers who plan extensive sales 
efforts for the balance of the year. Shown here the group in- 


fe 
fe 


GLOBE-WERNICKE BANQUET FOR ITS DISTRICT MANAGERS IN CINCINNATI HOTEL 


cluded members of the factory sales department at a dinner 

held in honor of the visitors. President J. S. Sprott was the 

principal speaker after being introduced by General Sales 

Manager Harry C. Anderson acting as toastmaster. He de- 
livered an inspiring address to his listeners. 
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his appreciation to C. W. Leonard and the Stationers 
Club of Michigan for their fine help to the district. 

Mr. Balch complimented the stationers and travel- 
ers for their hearty participation and the excellent 
spirit of codperation which characterized the event. 
He stated the hope that the outing be continued as 
an annual affair. 

' i a 


HORDER’S BOWLERS HOLD GOLF TOURNAMENT 


Persistent rain failed to do more than slightly 
dampen a crowd of merrymakers when members of the 
Horder’s (Chicago) Bowling League met at the North- 
brook Country Club, Northbrook, on September 11 for 
their annual golf tournament. 

Although threatening clouds promised rain in large 
and copious quantities from early morning the bowling 
league golfers, flanked by a goodly number of visiting 
manufacturers’ representatives, braved the elements 
with the result that by 9 o’clock seventy-three players 
had teed off with six more following in a few minutes. 


1. F. P. Seymour, Fred Jones, Elmer Long; A. R. Skibbe. Associated 
Stationers Supply Company; Jack Johnstone, Wallace Pencil 
Company. 

George Herrmann, Jr., 
Corporation. 

O. T. Stahl, Dr. Scat Chemical Company; Art Kuhfuss, guest; 
George Kuhfuss; William C. Lipner, Koh-I-Noor Pencil Company. 
Hy Linden, Ace Fastener Corporation; G. J. Aigner, G. J. Aigner 
Company. 

. Phil Lloyd, Ben Kania. 

W. G. Pankonin, Ace Fastener Corporation; Ralph Maneval, A. W. 
Faber, Inc. 

Front row: Gordon Westlake, Ajax Box Company; Frank White. 
Badger Paper Mills; Homer Schulenberg; George Bassing. Rear: 
K. M. Todd; Harry Balch, Quality Park Envelope Company; Art 


with George Herrmann, Sr., The Heyer 


“- ou &} © BW 


BOWLERS AND GOLFERS AT HORDER’S BO NG LEAGUE GOLF OUTING, SEPTEMBER 11 


OFFICE APPLIANCES 


Shortly thereafter the promised rain descended but the 
majority of those on the fairways concluded eighteen 
holes of golf. 

Following a mid-afternoon dinner the prizes were 
given with Philip D. Lloyd being awarded, for the third 
consecutive time, the H. G. Horder golf trophy for low 
gross score for the day. The trophy becomes the per- 
manent property of Mr. Lloyd. Two runners-up were 
Marshall Palm and E. E. Long who turned in creditable 
scores. 

The prizes were awarded by the draw system, elim- 
inating the low gross, low net or blind bogey methods 
used in the past. Of the seventy-nine contestants 


seventy-one received prizes with several of the winners 
being manufacturers’ representatives who participated 
on the same basis as the Horder men. 

In the late afternoon a few hardy souls again hit 
the greens for more golf with the majority electing 
to remain indoors and tinker with a less fatiguing and 
much drier deck of cards. 





ENS 





Dreesbach; U. L. Hobbs; C. H. Bird; A. A. Mosher. 
8. L. Wolter, guest; Jack Lydiard, Associated Stationers Supply Com- 


pany. 

9. Ed. Battey, Boorum & Pease Company; R. C. Molloy. guest: J. W. 
Starck, Boorum & Pease Company; Al Kennedy, Al Schermer, 
C. Folkerts, M. V. Palm. 

10. Elmer Klorig, S. W. MacDonald and J. L. Swope. all of Commercial 
Stationery Company; Harry Sturdevant, Ace Fastener Corporation; 
Leonard Rose, National Blank Book Company. 

1l. Frank Rainey, G. Schori, Harry Statham. 

12. Russell Carpenter, Sanford Manufacturing Company; Arnold Hed- 
man. 

13. Harold E. Hawkins, Stationers Loose Leaf Company; C. H. Carlson, 
H. R. Wilson. (All of the above not otherwise indicated are con- 
nected with Horder'’s.) 


























Busy Executives Always Select Sf cee 
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Right there when wanted—out of the way when not in use. A file that will put 
system and service within close range. Keeps special correspondence or other import- 
ant papers properly indexed for quick and easy reference. Made in two sizes—letter 
and cap widths. The letter size is 304" high, including the easy rolling casters, 134" 
wide and 162" front to back. The cap size is three inches wider. Furnished in 
finishes to match other equipment. Put one of these Deskside Files on your floor and 
note the attention it will draw. Then demonstrate it and you will find them easy to sell. 


The Weis Manufacturing Co.. Monroe. Mich. 


New York Chicago Boston 
The Weis Mfg. Co., Inc. Associated Stationers Adams, Cushing & Foster 
54-56 Franklin Street Supply Company Incorporated 


















































OOKED at from every angle, We 
=") Clear Index is the Quick Filing— Easy 
Finding system that should be recommended 
to the users of vertical files. Why? Because 
the units comprising the ‘‘system”’ are regular 
stock, items in the Weis line—no special sizes 
no special designs—no special anything, 
just guides and folders you can take from 
stock. and easily assemble to produce a most 
attractive ‘‘system”’ for quick, accurate filing. 
There are no frills or furbelows attached to 
a Clear Index—nothing concealed in the 
price of our regular stock items to cover 
the cost of a ‘“‘system’’. 
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F YOU have customers who have just 
an ordinary everyday method of filing 
their correspondence, suggest to them that 
they install a Clear Index “‘system’’. The 
guides and folders comprising a Clear Index 
arrangement cost no more than what they 
are at present using, but are so arranged 
in the file that the filing is quickened and 
simplified thereby resulting in a larger 
degree of accuracy and more efficiency. 
When your customers know that a “‘system’’ 
can be installed at no extra cost, they are 
then easy to sell. Once installed the repeat 
business just naturally comes to you. 
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Gummed Typewriter Lotels 


are essential to efficient correspondence filing. Packed 
either 1000 or 250 to a pack which enables you to satisfy 
your customer when he says: “‘I want some gummed type- 
writer labels but I don’t need a thousand’’. Four inches 
wide or less as desired. Come in strips of ten and a strip 
may be typed at one time. After typing a strip, it is only 
necessary to separate the labels at perforations, moisten 
the gummed backs and apply them to the folder tabs. 
Seven colors—white, blue, buff, salmon, cherry, green and 
goldenrod. Colored labels are used to classify the matter 
filed—white for general filing; blue for credit correspon- 
dence; buff for sales; salmon for purchases, etc. 































No. 6L5—1000 Labels 4" wide 
No. 3LG6—250 Labels 4" wide 
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STATIONERS & PUBLISHERS BOARD OF TRADE DINNER IN CHICAGO 


Outside of table from left to right: Joseph Rock. Wilson-Jones 
Company; Miss A. B. Carroll, National Blank Book Company; 
H. Dinkelman, Wilson-Jones Company; Miss M. C. Peterson, 
The Reilly & Lee Company; Miss E. Dorf, Stein Brothers Manu- 
facturing Company; Fred J. Hertel, The Wahl Company; Mrs. 
E. S. Kingsley, Ames Supply Company; C. A. Counihan, Weber 
Costello Company; J. T. Driscoll, Sanford Manufacturing Com- 
pany; W. F. Wandtke, Sanford Manufacturing Company; W. D. 
Comstock, G. J. Aigner Company; L. W. Brigham, The Wahl 
Company; Howard S. Sanders, Stationers & Publishers Board 
of Trade; R. M. Kramer, Wilson-Jones Company; A. H. Mueller, 
Associated Stationers Supply Company; Miss B. H. Meyers, 
Progress Corporation; A. M. Wolfson, Progress Corporation; 

S. & P. BOARD OF TRADE MEETS IN CHICAGO 

A meeting of members of the Stationers & Pub- 
lishers Board of Trade located in and near Chicago 
was held Thursday evening, September 29, at the 
Palmer House, Chicago. The gathering was held for 
the purpose of greeting Howard S. Sanders, executive 
secretary and credit adviser of the organization, who 
was in Chicago as a speaker at the National Sta- 
tioners Association convention. 

Mr. Sanders’ address at the Thursday evening meet- 
ing centered about the origin and history of the organ- 
ization of which he is an executive. He told of its 
formation in 1875 and its subsequent growth through 
the years. He explained how the board of trade has 
developed its Credit Interchange so that it is now 
national in scope in aiding members keep an accurate 
record of the paying habits of customers. 

Many other matters pertaining to the job of the 
credit man were discussed, including assignments, 
bulk sales and the rehabilitation of distressed busi- 
nesses. 

L. W. Brigham, The Wahl Company, acted as toast- 
master. The committee in charge of arrangements 
was composed of W. D. Comstock, credit manager, G. J. 
Aigner Company; Mr. Brigham, and R. M. Kramer, 
credit manager, Wilson-Jones Company. 


YOU ASKED FOR iT~; , 


“GENTLEMEN, MEET THE ROYAL ‘NEW 
NUMBER ONE’.”—So said Paul Jones, 
manager of the Chicago branch of the 
Royal Typewriter Company, when he 
called his staff together to present them 
to Royal's latest member of its typewriter 
family. The meeting was one of twenty- 
nine held at branches throughout the 
country recently 


Miss M. L. Higgins, Associated Stationers Supply Company; 
D. R. Terhune, Johnson Chair Company; Mrs. E. M. Leary, 
Parker Pen Company; Morris Ness, Wilson-Jones Company; 
Miss Agnes Stetzel, Parker Pen Company; D. B. Sterett, Louis 
Melind Company. Inside of table from left to right: M. H. 
Snyder, All-Steel-Equip Company; Mrs. D. Luehr, Shipman- 
Ward Manufacturing Company; K. C. Bolesky, All-Steel-Equip 
Company; Sidney E. Collins, Automatic Pencil Sharpener Com- 
pany; Miss C. M. Bircher, Shipman-Ward Manufacturing Com- 
pany; Miss Selma G. Marrs. G. J. Aigner Company; A. Gray, 
Frank Mashek & Company; R. Kalivoda, A. C. McClurg & Com- 
pany; Charles A. Hofstetter, Ace Fastener Corporation; S. O. 
Severson, Johnson Chair Company. 


ROYAL’S ADVERTISING TO FEATURE NEW 
TYPEWRITER 


A far-reaching and intensive advertising campaign 
has been placed in operation by the Royal Typewriter 
Company, New York City, to acquaint the trade and 
public with its new model typewriter recently pro- 
duced. The machine, listed as the “New Number One” 
typewriter, is described and illustrated elsewhere in 
this issue. 

According to W. H. Beckwith, Royal’s advertising 
manager, the campaign will include eighty-five news- 
papers and seventeen magazines. The opening gun 
was fired when a one-thousand line newspaper in- 
sertion, announcing the new typewriter, appeared in 
each of Royal’s branch office cities. This advertising, 
like that of the magazines, featured the newly-created 
“Magic-Margin” which is also described elsewhere. 

The “New Number One” was presented to the sales 
staff at a sales convention held at the Hotel McAlpin, 
New York, on October 1 when approximately 300 
attended from eastern points. Similar meetings were 
held at twenty-nine other points throughout the 
United States. 

Typical of gatherings staged from one end of the 
country to the other was that held in Chicago under 
Branch Manager Paul Jones. There, with an elaborate 
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ADDING 
MACHIN 


SEALED ON A SPOT 
TEARS ON A DOTTED LINE 


eet 


WITH A STOP SIGN AT 
THE END OF THE ROLL 


@ There’s no waste of 
tape or time in opening 
‘'‘Spotseald’’ Adding 
Machine Rolls...Grasp 
a corner—tear on the 
line... that’s all! A 
couple of inches of tape 
—a couple of seconds 
of time... it’s done. 


And there’s no excuse 
for printing totals on a 
bare platen, either! For 
three whole feet from 
the end of each roll there 
runs a red stop signal 
...ared band on each 
edge that says ‘Have 
another roll handy.” 


“'Spotseald’’ Adding 
Machine Roils are made 
in three grades and in 
all standard sizes. Write 
for complete informa- 
tion and prices. 


ROCKWELL-BARNES 


1511 West 38th Street 
CHICAGO 








POTSEALD 
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stage set, the Chicago contingent jammed one of the 
larger meeting rooms to figuratively shake hands with 
the bouncing baby of the Royal family, and to listen 
to the proud introduction of Foster-Father Jones as 
he explained that at a New York City christening the 
infant had been named “New Number One.” 

Near a speaker’s rostrum at which Mr. Jones stood, 
there was a small table upon which rested amid 
dazzling decorations the new machine. Behind it, for 
the purpose of demonstration, was a huge photograph 
of the typewriter which contrasted greatly with the 


_ compact and streamlined comparatively small type- 


writer before it. 
It was a happy gathering and an enthusiastic one 
by which to gauge the spirited activity of the Royal 


| organization if eagerness to introduce the “New Num- 


ber One” to the general public is a criterion. 
——————“_——=- —__ 
OFFICE APPLIANCE MANAGERS ELECT COREY 
AT OUTING 
September 9 marked the last outing of the season 
and the annual election of officers of the Office Appli- 
ance Managers Association of Chicago. The place 
was the Westward Ho Golf Club. The new president is 
E. H. Corey of International Business Machine Cor- 
poration. J. T. Stewart of W. S. Gilkey Printing Com- 
pany is vice-president, Herbert Frank of Shelby Sales- 
book Company, secretary-treasurer. The board of con- 
trol includes S. H. Cundall of Stromberg Electric Com- 
pany; J. A. Salisbury, Kee Lox Manufacturing Com- 
pany; William Eisemann, Nelson Eisemann Company; 
Harry Cross, Dictaphone Sales Corporation, and Don 
Oakes, Postage Meter Company. 
A. H. Foxcroft, president for the past year, called 
the business meeting to order. After reviewing some 








E. H. COREY 


of the work during the year he presented the report 


| of the nominating committee which was adopted with- 


out change. 

The first act of the new president was to suggest 
a contest for the last three months of the year, the 
top man in each company represented in the organ- 
ization to be a guest at the January meeting and there 
receive a suitable reward. 

The golf was played on a wet course as the result 


| of a shower in the morning. Casual water on the fair- 


ways did not bother the golfers. First prize was won 
by Don Oakes of Postage Meter Company; second by 


| A. H. Foxcroft of L. C. Smith & Corona Typewriters 


Inc.; third by Harry Cross of Dictaphone Sales Cor- 


poration. By remarkable coincidence the three prize 
winners played together as a threesome. 


—_—_——-0—___—_ 

COLUMBIA ENTERTAINS EMPLOYES AT OUTING 

Almost 200 strong, employes of the Columbia Ribbon 
& Carbon Manufacturing Company, Inc., and their 
families, met on August 23 for the firm’s annual out- 
ing held at Glenwood Landing near the Columbia 
plant at Glen Cove, Long Island, N. Y. 

The actual count of those on hand was 180 and 
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@ “Sealing my packages with 
Scotch Cellulose Tape gives me a 


fast, clean seal. 


"It also creates sales of Scotch 
Cellulose Tape to my customers. 
They like the TRANSPARENCY of 
the tape and the fact that it SEALS 
WITHOUT WATER. 


“We call their attention to the 25c 
Utility Dispensers on the counter 


and usually a quick sale results.” 


SCOTCH CELLULOSE TAPE 


Made and Patented in U.S.A by 


MINNESOTA MINING & MFG. CO. 


SAINT PAUL MINNESOTA 


This Trade-Mark Your Guarantee of Quality 





Patented Under one or more of the following U. 8. Patents; Nos. 1357020,1779688, 
1514132,1856086, 1895978, 1954805, 1959413, Re. Nos. 18742, 19128. 


EEALING Packages 


MAKES SALES 


for 











me! 














Send coupon today for 









introductory order of 
Scotch Cellulose Tape. 
This Sealing-and-Selling 
plan has worked success- 


fully wherever used! 








ORDER BLANK 





OA10-38 
Minnesota Mining & Mig. Co. 


Saint Paul, Minn. 


Please ship the following order through 
my wholesaler: 

[) 2 rolls Scotch Cellulose Tape ) 
Transparent 1/2” x 2592 in. . .$2.30 » $3.70 
1 Heavy Duty Dispenser.... 1.40 " 

(0 1 Display No. 135 Scotch Cellulose 
Tape Transparent in Utility Dispen- 
sers, 34"° x 300 in. (12—25c rolls)... 2.00 

[] 1 Display No. 131 Scotch Cellulose 
Mending Tape Transparent 3%" x 100 
in, (36200 SOUR, gw ccccctocesveen 1 


Name . pares an 
Address woke 
City & State 


Wholesaler — ; = 











Announcing 


CLEAR-PRINT 





THE MODERN Indestructible 


STAMP PAD 
NO CLOTH....NO FELT 


A Remarkable Achievement 


Ink dries instantly on paper 
but never dries within the pad 








Patents Pending 


"CLEAR PRINT" Stamp Pads 
Are Superior 


WHY 


1. The 
chemically treated to 
absorbent for ink. Thousands of Capil- 
lary Tubes within the wood hold a large 
quantity of ink and feed just the right 
amount at each impression of the rub- 


wood 


block of 


make it 


Inking Pad is a 


highly 


ber stamp. 
2. Will not collect Lint. 
3. Impressions are Water Proof. 
1. Will not Clog the type. 
>». Not affected by Atmospheric Conditions. 


6. Outlasts several ordinary pads. 


Manufactured by 


PHILLIPS PROCESS CO. 


Incorporated 
194 Mill Street 
Rochester New York 
EASTERN DASTRICT Sates 


Macintosh & Sheridan, 1206 |8th St.. N. W., Washington, D. C. 
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included the Glen Cove office and factory forces, the 
New York office and sales staff and executives of the 
company headed by President A. B. Holmes. 

Races and games were held throughout the after- 
noon which also witnessed softball games between 
Plant A and Plant B and the New York office force 
against the main office. The winning team in each 
played the finals with the factory team winning the 
much-coveted cup. 

In the evening a full course dinner was served 
during which short speeches were made by Mr. Holmes, 
Vice-president L. M. Dixon, Secretary-Treasurer R. H. 
Pierce, Sales Manager F. R. Nichols, Howard Trowern, 
New York office and export manager, and Edgar R. 
Mead, company attorney. 

After dinner dancing was enjoyed interspersed with 
several vocal numbers given by Columbia employes. 
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ALL O. E. M. I. OFFICERS RE-ELECTED 

William K. Page, vice-president of the Addresso- 
graph - Multigraph Corporation, last month was 
re-elected president of the Office Equipment Manu- 
facturers’ Institute at the annual meeting in the Wal- 
dorf-Astoria hotel in New York City. 

The remaining officers, all of whom were also re- 
elected to their offices, are: 

L. C. Stowell, vice-president, Underwood Elliott 
Fisher Company, vice-president and chairman, execu- 
tive committee; W. R. Hickok, Stromberg Electric 
Company, vice-president and chairman, sales executive 
committee; W. F. Arnold, general sales manager, Un- 
derwood Elliott Fisher Company, treasurer; E. D. 
Taylor, secretary and assistant treasurer. 








L. C. STOWELL 


W. K. PAGE 


Their terms having expired the following directors 
were re-elected for three-year periods: S. C. Allyn, 
National Cash Register Company; F. W. Nichol, Inter- 
national Business Machines Corporatiou; W. H. 
Wheeler, Jr., Postage Meter Company. W. H. Mathews, 
Remington Rand, Inc., was elected to serve out the 
term of C. F. Price, retired. 

The meeting and election was featured by a lunch- 
eon given by the International Business Machines 
Corporation at IBM headquarters with Vice-President 
F. W. Nichols presiding. 

*—- © 
CALIFORNIA RIBBON DEALERS MEET 

The Carbon and Ribbon Dealers Association of 
Southern California, W. E. Sibertson, president, held 
its initial meeting of the season in the committee’s 
room of the Clark hotel. On the preliminary an- 
nouncement two questions were asked: “What’s Your 
Problem?” and “What’s Our Problem?” After dinner 
those present fell into a discussion of codperation vs. 
competition. The principal speaker who had been in- 
vited to carry on the discussion was C. K. Bland, head 
of the Western Carbon Paper Manufacturing Company. 
Following is an outline of Mr. Bland’s remarks: “Col- 
lective cooperation in buying merchandise that we all 
use, such as boxes, folders, envelopes, wrapping paper, 
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SHEAFFER'S ARE YOUR CUSTOMERS’ 
TOP-FLIGHT GIFT SELECTIONS 





EYE-LEVEL 





VOLUME SOARS, THIS WAY! 
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DISPLAY 
WRITES 
PEN HISTORY! 








And here is why Sheaffer’s EYE-LEVEL display 
is writing pen history! Everybody wants to give 
the finest gift of its kind. But when the gift 
budget is limited to $10. or $15., the finest of 
almost any class of gift is ruled out... unless 
that gift is a Sheaffer. For here is the only LIFE- 
TIME pen, marked by the famous White Dot, 
the finest gift of its kind! 


Sheaffer’s LIFETIME is the pre-eminent gift 
choice because it satisfies equally the desire to 
give and to receive the finest. 





That is why Sheaffer dealers the country over 
are augmenting their displays with Sheaffer’s 
striking EYE-LEVEL unit shown here. It con- 
stantly tells the world that Sheaffer’s are the 
finest gifts for all occasions. It is scientifically 
designed to speed and ease selling. It enhances 


any store interior. It cuts selling time and in- 
creases the unit of sale. 


And mark this: More than a billion 200 million 
dollars are spent annually for gifts, many of 
which are not enduring. In the U. S. A. there 
are more than 210 million gift occasions each 
year, exclusive of Christmas. There is more 
advertising behind pen gifts than any other gift 
line. Sheaffer’s Higher Unit Plan, providing the 
correct display, the right sales plan at the counter 
and the only line engineered for gift selling and 
gift giving, will increase your gift sales the year 
round. 


THAT IS WHY DEALERS BY SCORES ARE 
DAILY CHANGING THEIR FOUNTAIN PEN 
DEPARTMENTS TO FOUNTAIN PEN GIFT 
DEPARTMENTS with Sheaffer’s Higher Unit 
Plan. Write for full details today. 





SHEAFFER'S 


W. A. Sheaffer Pen Company, Fort Madison, lowa. 































FrRE-FILES 
<ts> The SOURCE of 


‘s EXTRA PROFITS 


yi? IRE-FILE sales are producing thousands of 

ev dollars in Extra Profits every month for all 

172 ry dealers in the “Built Like A Skyscraper” family, 
@ regardless of size. 

However, Fire-File products represent only 
a few of the many exclusive profit-producers 
among the 8,000 items in the enormous Shaw- 
Walker franchise. 

Ask any dealer who has changed to Shaw- 
Walker if he hasn’t increased his sales and 
profits. Then ask yourself: Could we do better 
with this enormous Shaw-Walker line? 

Shaw-Walker wants to improve its repre- 
sentation in certain cities. Yours may be one 
of them. Ask about your city today. All corres- 


pondence is confidential. 


, “Built Likea 


Skyscraper* 





SHAW-WALKER 


MUSKEGON, MICHIGAN 


LARGEST EXCLUSIVE MAKERS OF OFFICE FURNITURE 
AND FILING EQUIPMENT IN THE WORLD. 


THESE LABELS PROTECT CONSUMER 
b= aNUTATUNEES NATION ASSOCIATiqy | A N D S I M P L I F ¥ 
INSULATED FILING CABINET YOUR SELLING JOB 


SELLA ONE HOUR EXPIeC aE TarlemD 

All products in the Fire-File line 
bear the Shaw-Walker ‘Certified 
Protection” and the Safe Manufac- 
turer’s National Association labels 
certifying that they meet rigid 
specifications and will provide defi- 
nite protection in full compliance 
with established standards. 
























The FIRE-FILE “60” 
Loftie 2 
products in the 
Fire-File Line 


The four drawer Fire-File “60” letter 
size weighs 560 pounds, net. 


HEAVY INSULATION 
Provides Protection 


Fire-File heavy steel walls enclose 
a thick reinforced, monolithic insu- 
lation. (Illustration at left.) Insu- 
lation is mesh reinforced, cast in one 
piece. Bottom, sides and cross sec- 
tions are an integral part of the 
wall and frame structure, 
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tape, and all supplies that are used by all of us, could 
be purchased to the advantage of all and to the dis- 
advantage of none. In fact, we should try to lower the 
cost of our products so that we may give the better 
value without raising the price. Raising the price, 
without giving the customer an increased value, is 
disastrous to any business or association. 

“Factories should never allow, or at least encourage 
the sale of their products outside of their own city 
at a brokerage profit of five per cent. All associations 
of this kind should frown upon and discourage the 
practice, for it is not fair to the firms who maintain 
an overhead expense to have this sort of competition. 

“Tt is an evident fact that the buying public is price 
conscious. Buyers are paid to purchase the best values. 
The different high pressure sales methods are respon- 
sible for the confusion in the minds of the buyers as 
to the values and grades of carbon paper and type- 
writer ribbons. It is very evident that the dealers in 
these products, by their selling methods, have caused 
this confusion. I have been connected with the indus- 
try on the Pacific Coast for over twenty years. I have 
seen a great many changes, and I look at the future 
with an optimistic eye. Conditions are better than 
they were fifteen years ago. Now, more of these prod- 
ucts are purchased through legitimate dealers than in 
the past. This is a very good sign. Codperation among 
dealers by associations is creating a better feeling 
toward one another. The result will be less confusion 
in the minds of the buyer as to value; it will stimulate 
a demand for better grades and this means better 
profits.” 

Those present at the meeting included the following: 
Willard C. Klabfleisch, The Waters & Waters branch 
of the Neidich Process Company, San Francisco; Louis 
Mirabile, Industrial Printing & Stationery Company, 
Huntington Park; C. K. Bland, Western Carbon Paper 
Manufacturing Company; Arthur Wilson, Wilson’s 
Carbon Company; Robert B. Picou, California Carbon 
Paper Company; John H. Ruff, California Carbon 
Paper Company; W. E. Sibertson, American Ribbon & 
Carbon Company; and H. W. Martin, OFFICE APPLI- 
ANCES. 


—e 
DIXON EXECUTIVES FETE ARMSTRONG 

H. W. Armstrong, secretary-treasurer of the Joseph 
Dixon Crucible Company, Jersey City, N. J., was given 
a surprise dinner by officers, directors and members 
of the management staff on September 16 at the 
Hotel Governor Clinton, New York City, in recognition 
of his thirty-fifth year of service with the company. 

Serving as toastmaster George T. Smith, president 
of the Dixon organization, introduced as speakers 
J. H. Schermerhorn, Murray S. Wilson and Howard S. 
Sanders, the latter acting head of the Stationers & 
Publishers Board of Trade of New York City, of which 
Mr. Armstrong is board president. Outlining the career 
of Mr. Armstrong, the speakers told of his rise from 
office boy to his present executive position. 

Prior to the world war, Mr. Armstrong was assistant 
to the sales manager and then was absent from 
September 4, 1917, to May 3, 1919, during his army 
service. He then became credit manager and while 
serving in that position reorganized the staff of the 
Stationers & Publishers Board of Trade. He was made 
assistant treasurer in 1926 and three years later be- 
came treasurer. His elevation to secretary-treasurer 
came in 1931. 

Included among the guests at dinner was Mr. Arm- 
strong’s father, Aubrey D. Armstrong.—NJNS 


a et 
SEVENTH INTERNATIONAL MANAGEMENT CON- 
GRESS HELD IN WASHINGTON 

With nearly 2,000 industrial leaders and manage- 
ment experts in attendance, the seventh international 
management congress was held at Washington, D. C., 
September 19 to 23. The delegates present repre- 
sented twenty-one countries. 

The success which marked every phase and session 
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If typewriters could talk, 
they'd say... 


“USE 
€EN-TR=KOTED 
CARBON PAPER 


With the Perfected Cen- Tr - Koted 
Backing Sheet”’ 



















You get finer, cleaner, sharper carbon copies 
with CEN-TR-KOTED! Scientific manu- 
facture assures CEN-TR-KOTED superi- 
ority. And rigid factory inspection assures 
absolute uniformity! Dependable—long- 
lived—saleable. It makes friends and keeps 
friends for you! 








Send for our helpful 
booklet ‘‘Carbon 
Paper Facts.” It will 
be sent to you free on 
request and will give 
you many informa- 
tive facts on Carbon 
Paper. 






An Exclusive Agency on Grand Prize 
Carbons and Ribbons in your city 
is a sure step toward greater profits. 
Write for our dealer proposition 
booklet. 








GRAND PRIZE 
CARBONS and RIBBONS 
PACIFIC CARBON & RIBBON MFG. CO. 


J. Francis O’Connor, Pres. 


Head Office and Factory: 


1451 Harrison St., San Francisco 


Denver 


Los Angeles 











A NEW— 





A complete line of metal parts for 
binding ring books, post binders, ledgers, 
catalogs, record books, visible records, 
and numerous special binders . . . all 
guaranteed and listed at new attractive 
prices. 





Send for your 
copy of our No. 
36 Catalog today. 


The Tenacity Mfg. Co. 
Lockland, Cincinnati, Ohio 
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of the five-day convention was due in a major part 
to the splendid publicity campaign which was under 
the personal direction of Merrill B. Sands, president 
of the Dictaphone Sales Corporation, in his capacity 
of chairman of the publicity committee. Through his 
efforts newspapers and a great number of trade jour- 
nals were kept informed of every activity of the vis- 
itors and meeting sessions. 

More than 200 addresses and papers were presented 
during the meeting. These covered the fields of ad- 
ministration, production, distribution, personnel, agri- 
culture and home and office management. Some of 
the articles were not read or presented at the con- 
gress but were used as the basis for discussion, among 
them being the following: 

“Some Recent Developments of the Problem of Sea- 
sonal Variations in Sales and Sales Results” by Dr. 
J. G. Stridiron, chief, division for commercial control 
and analysis, Philips Lampworks, Holland; “Changes 
of Operating Expense Ratios at Different Price Levels” 
by Vilem Sada, secretary, Institute for Business Man- 
agement, Masaryk, Czechoslovakia; “Scientific Direc- 
tion of Sales Effort” by Clarence Francis, president, 
General Foods Corporation; “Salesmen’s Compensa- 
tion and Incentives” by Dr. Harry R. Tosdal, profes- 
sor of marketing, Harvard University; ‘Pricing Policies 
and Customer Classification” by Willard L. Thorp, 
director of economic research, Dun & Bradstreet, Inc.; 
“Salesmen Training” by G. H. Armstrong, sales man- 
ager, International Time recording division, Inter- 
national Business Machines Corporation; “The Merits 
of Selective Selling” by Wroe Alderson, Curtis Pub- 
lishing Company, and “The Control of Office Work” 
by Gordon A. Hardwick, vice-president and comp- 
troller, Penn Mutual Life Insurance Company. 

The speakers who appeared before the various ses- 
sions included the following: 

Daniel C. Roper, secretary of commerce; William 
Allen White, editor of the Emporia (Kans.) Gazette; 
George H. Davis, president of the Chamber of Com- 
merce of the United States; Viscount Leverhulme, 
London, president of the International Committee of 
Scientific Management; W. J. Cameron of the Ford 
Motor Company; George Seebauer, director, German 
Board of Efficiency, Germany; Dr. A. Basch, Prague, 
Czechoslovakia; Nils A. Sterner, Stockholm, Sweden; 
Ralph E. Flanders, Jones & Lamson Machine Com- 
pany, Springfield, Vt.; A. W. Robertson, chairman, 
Westinghouse Electric & Manufacturing Company; 
Dr. Henry C. Link, secretary, Psychological Corpora- 
tion; Alex Brule, vice-president, National Committee 
of French Management; Oswald W. Knauth, presi- 
dent, Associated Dry Goods Corporation; R. Lloyd 
Roberts, London, Imperial Chemical Industries, Ltd.; 
Dr. Karl T. Compton, president, Massachusetts Insti- 
tute of Technology; Lewis H. Brown, president, Johns- 


Manville Corporation. 
tlle ae 


PITTSBURGH STATIONERS ENJOY GOLF OUTING 

The Pittsburgh Stationers Club held its fourth an- 
nual golf day meeting at the Wildwood Country Club, 
Monday, September 12. In spite of consistent rain 
from early morning to afternoon, twenty-three golfers 
braved the elements and completed eighteen holes just 
as another downpour started around 7 o’clock. Men- 
tion of scores is unnecessary as they ranged from 166 
down to almost championship level. 

After golf, dinner was served in the clubhouse with 
Club President Harry Sheppard acting as master of 
ceremonies and presenting Jack Dwyer as speaker of 
the evening. 

The highlight of the meeting was the appearance of 
Albert Cooper, the guest of honor, who celebrated his 
seventy-fourth birthday on the same day. Many times 
during the evening attention was called to the fact 
with “Happy Birthday” songs, not only by the mem- 
bership but also the entertainers at the end of their 








OCTOBER, 1938 14: 






—and BEST LOOK- 
ING of them all! 


The On 








PAT OFF 


Selling the new Oxford STEEL-CLAD file will be the easiest 
job you ever had, because beyond question, this is the BEST 


LIST OF STOCK SIZES LOOKING STEEL FRONT FILE you ever saw! 

OXFORD STEEL-CLAD FILES That’s what we set out to do—to design a file with lots of sales appeal. 
Stock Inside Measures We made the frame with solid-looking square edges, just like current 
No. For records such as High ‘Wise Deep steel files; we obtained a board for the shell that is a perfect match for 
o aaa es Cap size forms aa on ~ the rich, dark green of the steel front; we designed the interlocking 
73 Invoices or 2 rows 8x5 cards*. 8% 10% 24 members for appearance as well as utility. 
75 Checks or Vouchers 4\/, N/4 24 
76 Checks or Vouchers 4%, 10/2 24 And while we were achieving this goal of the HANDSOMEST file, 
= heaperacrgp hea adie nn in we also kept in mind that sturdiness, stackability, and ease of setting up 
79 4x6 cards, 2 rows* 4%, 12%, 24 should be second to none. Actually, in these details, it is just as much 
he woe Sela tl x rs - of a leader as it is in appearance! 
ee = = - Size for size, these new files meet competitive prices for ordinary steel 
734A Ledger Sheets, 12x!2 12'/, 12!/4 18 


Rie sil Hin ‘ean tenia — front files. Order a stock today, from the 12 sizes listed on this page 
ivicer strips for row Tin urnisne ree w e . . . . 
Nos. 73, 7, and 710. a are —get behind the file that is going to be the sensation of 1939! 


OXFORD FILING SUPPLY COMPANY 


340 Morgan Avenue . . ..... . . . . Brooklyn, N. Y. 
125 Soutn Gin Street . . 2. . ws te te te ee 
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Eagle-Ottawa swatch books frequently 
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serve as rich sources of inspiration for 
new and attractive office furniture crea- 
tions. That's why they are standard equip- 
ment in the offices of the best designers 
and manufacturers. 

Now more than 150 Controlled Colors 
in Eagle-Ottawa’s Colonial, Guildhall 
and Dixie lines of fine upholstery leathers 
are available. They make it a simple 
matter to match any color scheme, or to 
produce attractive harmonies or con- 
trasts in upholstering and decoration. 

Perhaps the Eagle-Ottawa swatch 
books find their greatest utility in the 
conception of completely new ideas. You 
see the results in richly inlaid desk and 


table tops . . . in wall panels that take 

executive or professional offices into new 

spheres of beauty . . . in unusual chair 

upholstery that reflects charm and char- 

acter anywhere—from the most extreme netic pagers 

modern to dignified traditional period tive easy chair that gains 
distinction through careful 


design. selection of its Eagle-Ottawa 
leather upholstery 
If you have Eagle-Ottawa swatch books Another Chicago manu- 
e the Colo ic? 
at hand, we urge you to make fullest use sie lj ae eae aa 
ompany, finds this Eagle- 


Ottawa upholstered chair a 


of them . . . it pays! Otherwise, write at 
once for these books that will be of great 


Jeservedly popular number. 


value whether you're selling a single 
chair or equipping a complete deluxe 


suite. 
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performance. Mr. Cooper was presented with a book | 


of the latest issue with signatures of all present in- 


scribed therein. 
Before the meeting came to an end it was decided to 


greatly increase the attendance at the fifth annual | 


outing by asking members of the club to bring their 


ladies. 
ci tt, 


N. Y. STATIONERS TOURNAMENT END DRAWS 
NEAR 

With but one game remaining to be played, the end 
of the tournament for the season’s cups of the New 
York Stationers Golf Association draws near. The con- 
cluding event is scheduled for October 18 at the Rich- 
mond County Country Club when final tabulations 
will decide winners of the cups for Class A and B. 


In a recent report the standing of the individual | 


members was as follows: 


Class A. T. R. Rudel, 14: R. A. Weissenborn, 9.25: | 


N. R. Kremer, 9; A. L. Ficks, 7.50; W. J. Bell, 6.25; 


J. M. Kahn, 5.50; R. Franz, 5; L. McCready, 5; J. W. | 
Tamany, 5; G. S. Morrisey, 4.50; R. B. Sainberg, 4.50; | 


W. D. Evans, 4; R. J. Urmston, 4; W. Hueglin, 2; 
S. Kahn, 2; E. A. Berolzheimer, 1.25; R. A. Ken- 


nedy, 1.25. 
Class B. H. Yager, 16.16 2/3; M. Lowenstein, 13.50; 


L. J. Messina, 8.66 2/3; E. Payne, 8.50; H. Price, 7; S. J. | 


Donnelly, 7; H. B. Barnett, 5; F. B. Leedom, 5; E. T. 
MacIntyre, 5; J. E. Neary, 5; J. Petchesky, 2.66 2/3; 
E. Dooley, 2.50; M. A. Dreyer, 2; H. C. Whittemore, 2. 
ete 
EAGLE-OTTAWA IS HOST TO FURNITURE 
DESIGNERS 

Eighty-four members of the Grand Rapids Furni- 
ture Designers Association and a number of their 
friends were guests of the Eagle-Ottawa Leather Com- 
pany on September 10. 


several] of the company’s executives were on hand to 
welcome the visitors when they appeared at the Eagle- 
Ottawa plant at Grand Haven, Mich., for a tour of 


the tannery, after which they amused themselves | 


with various sports and games. A highlight was a 
softball game between the Eagle-Ottawa employes 
and the association members, the visitors winning 
with a score reliably reported to be 89 to 47. 

In the evening the designers were given a dinner 
and a floor show in the company’s Hatton recreation 
building. The only address was made by Sterling B. 
McDonald, head of the company’s color and design 
division. Sales Promotion Manager Phil S. Johnson 


told “his guests that similar get-together parties will | 


be held for other groups interested in leather in the 


furniture manufacturing trade. 
———o—ti 9 


D. M. A. A. HOLDS CONVENTION IN CHICAGO 
Featured by a series of business sessions and a fine 


program of entertainment, a three-day convention 


was held September 28, 29 and 30 at the Stevens Hotel, 
Chicago, by the Direct Mail Advertising Association. 
At the daily sessions delegates were divided into 
study clinics, each supervised by a host diagnostician 
and assistants. The various groups on the first day 
were taken through a consideration of mechanical 


or detail elements. On the second day the delegates, | 


under their leaders, went on to the consideration of 

the broad application of direct advertising to specific 

fields. On the third and last day the hosts devoted 

the time to answering questions put to them by the 

delegates based on studies of the two previous days. 
9 


STATIONERS SQUARE CLUB RESUMES MEETINGS 


The Stationers Square Club of Greater New York re- | 
sumed its regular meetings when, on September 15, its | 


members met in the Greeley room of the Governor 
Clinton hotel. A fine attendance was present to listen 
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«Our Annual ACME Sales 
Run Into Six Figures 
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ACME CARD SYSTEM CO. 


WORLD’S LARGEST EXCLUSIVE MANUFACTURER OF VISIBLE RECORD EQUIPMENT 


8 S. MICHIGAN AVE., CHICAGO, U. S. A. 



























No 
Messy 
Filling 
Ever! 


IT’S A BEANER! 


FOR SALES AND REPEATS 


A specialty that literally sells itself! Opens doors 





to new business and builds up volume through | 


CUSTOMER SATISFACTION 


Clean, instant starting; uninterrupted writing; no dipping or 
filling: no fighting dry pens; time saving, money saving, un- 


failing service. Fount-O-Ink has been tried and proved in the | 


crucible of use through five years. Join phenomenal Fount-O- 
Ink success with Fount-O-Ink. 

A full line of better grade merchandise. Price models. 
models. Beauty models. Gift models. 


Get your order in and get the money rolling into your cash 


Utility 


register. 


See the Fount-O-Ink Exhibit at the New York Business Show October 
3 to 8, Booth 136, and meet Mr. Gregory, the inventor who gave this 
amazing new writing system to the world. 


or write for folders and information to 


"ag 5 co. 


2652 PASADENA AVE. LOS ANGELES, CALIF. 


Fount-O0-Ink is covered by patents. Infringers warned to beware. 
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to State Senator John J. McNaboe who was the guest 
of honor and delivered an interesting address. 

On a motion of the entertainment committee headed 
by Chairman L. Wachtel, it was decided to hold an 
open night and card party instead of the regular 
monthly meeting. This event will be staged on Octo- 
ber 27 in the Florentine room of the Governor Clinton 
Hotel, according to Secretary Albert McLane. 

—~<=e }§ 
HUGHES EMPLOYES ENJOY FOURTH OUTING 

Featured by a clamsteam and many diversions and 
sports, the fourth annual outing of employes of C. W. 
Hughes & Company, Inc., wholesale stationers and 
paper dealers of Troy, N. Y., was held last month. The 
event was staged at the Saratoga Battlefield where Mr. 
and Mrs. C. W. Hughes and other executives of the 
company welcomed the employes and their families. 

o—=e = 
HILL TO HEAD N. A. P. IL. M. 

Adolph B. Hill, Jr., president of Hill-Hentschel Com- 
pany printing ink manufacturers, 3928 Clayton avenue, 
St. Louis, Mo., has been elected president of the Na- 
| tional Association of Printing Ink Makers. The asso- 
| ciation has just concluded its meeting as Hot Springs, 

W. Va.—CG 





© 
CHICO STATIONERS HOLD FALL OUTING 
Members of the Chico Club and guests gathered at 
Glenbard Golf Club, Glen Ellyn, Ill., October 7 for a 
golf outing and dinner. 


The Glenbard course is hilly 





SOME WHO PARTICIPATED IN THE CHICO OUTING AT 
GLENBARD.—Top, front row: Clarence Henkel, Englewood 
Blue Stationers; Rudy Janovsky, Wilson-Jones Company; D. 
Conklin, Boorum & Pease Company; Ray Kirk, Office Supply 
Company. Rear: Cless Burras, Cless O. Burras Stationery Com- 
pany; V. L. Beggs, Elmhurst; W. C. Haiges, Oak Park. Middle, 
M. Rosenthal, Wicker Park Stationers; Lon Hancock, P. F. Vol- 
land Company; Saul Hurtig, Wicker Park Stationers. Bottom: 
C. J. Eck: Peyton Barkley, C. L. Barkley & Company; R. B. Vail, 


| Vail Manufacturing Company; E. R. Lund, Englewood Blue Sta- 


| and attractive. 


tioners; R. E. George, Tomahawk Kraft Paper Company. 


It was in excellent condition. 

The Chico Club is composed of stationers in the out- 
lying parts of Chicago and suburbs. One of its mem- 
bers, Cless O. Burras, is governor of the Sixth District 
N.S.A. 











OCTOBER, 1938 147 









TRANSFILE Files inter- 
locked with the 2-Way 
Interlock are welded in- 
to rigid batteries. 


~ The FIREFOE 
Fire-resistive specially processed asbes- 
tos covered —non-inflammable— Vermin 
proof—Ball bearing drawer action— 
steel front. 










(TRADEMARK) 


TRANSFILE | 
CORRUGATED FILES 


A demonstration quickly convinces—for TRANSFILE Files 
are unique and original. Shipped flat they fold together 


The DELUXE 
Steel Front—Steel Roller bear- 
ing drawer suspension. 


like a glove—no screws, bolts or tools are required. Assem- 
bled, the buyer is readily impressed with the extra heavy 
drawer and the steel reinforced case, the easy effortless 


drawer operation of the ball bearing or roller bearing sus- 





The LEADER 
Steel front. The greatest cor- 
rugated file value ever offered. 


pension models—and the attractive appearance. 


Every TRANSFILE File is built to give a greater measure of 
service in daily use. They look and act like regular steel files. 
It's much easier to sell corrugated files made to fit cus- 
tomers’ requirements than it is to adapt needs to fit files. 
That's why so many dealers concentrate on TRANSFILE 


Files. Investigate now. 


GUIDE SYSTEM & SUPPLY CO. 


335 CANAL ST. NEW YORK, N. Y. A Pe ge :' The REGULAR 
me ihe ae The original and low-priced 





model. 
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The Beauty and Quality of Polar Products Gained Additional Prominence 


Through Their Exhibit at the National Stationers Convention, Chicago 


( - the many stationers who once more commented so 


favorably on the exhibit of the Polar line and who placed so 


many substantial orders, we extend our sincere appreciation. 


“Oay NOT get your share 


of this profitable business opportunity. 


There is a big demand for high grade chair 
and desk accessories. Polar not only makes a 
widely varied line but provides the Stationer 
with two powerful and effective selling helps. 

The Polar Display Rack 
Developed as a result of searching inquiry 
among the trade, careful consideration of the 
Polar line itself, and study of the display 


problem, the Polar Rack is of simple design 





and can be built by your local carpenter in a 
short time and at low cost. Write us for 
FREE blueprint with complete directions for 


construction. 


The Polar Catalog 
an excellent buyer’s guide in ordering mer- 
chandise and an illustrated sales manual as 
well, showing both your inside force and your 
outside salesmen how to increase their sales 
of Polar products. If your sales force is not 
individually supplied, just let us know how 


many you need. 


POLAR MANUFACTURING COMPANY 


Terminal Commerce Bldg., 401 


N. Broad St., Philadelphia, Penna. 
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YAWMAN COMPLETES 40 YEARS WITH “Y AND E” 


Another stepping stone in an honorable career was | 


reached when, on September 8, Francis J. Yawman, 
president of the Yawman and Erbe Manufacturing 
Company, Rochester, N. Y., completed forty years of 
service with the company he now heads. 


Mr. Yawman’s enviable record is equalled by that 
of other and former executives of the House of 
Y. and E., including that of his father, founder of the 
business. It was in 1880 that the late Philip H. Yaw- 
man and the more recently deceased Gustav Erbe 


launched in a small way the organization which was | 
destined to become one of the leading companies in | 
the office equipment and furniture field. Through the | 


tremendous energy of its founders and those who fol- 
lowed them Yawman and Erbe has surmounted almost 
impossible difficulties, has grown and prospered and 
has maintained the high degree of integrity and honor 
with which its founders imbued it. 


Mr. Yawman, the present president, received his 


education in the Rochester public schools, the Roches- | 








FRANCIS J. YAWMAN 


ter Business Institute, the Mechanics Institute and 
the Rensselaer Polytechnic Institute. He was a mem- 
ber of the class of 1899 and of the Delta Kappa Ep- 
Silon fraternity. During his summer vacation periods 
he formed a liking for the business which his father 
then headed and, upon graduating, entered the draft- 
ing department to quickly earn promotion through the 
bookkeeping, cost, payroll, shipping and correspond- 
ence divisions. 

Determined to learn the business from every pos- 
sible angle Mr. Yawman in 1903 asked for and was 
given permission to try selling with the result that he 
was sent to the Y. and E. Philadelphia branch. From 
there he was sent to New York and later to the home 
office to work in the sales department. 


At the completion of his twelfth year with the com- | 
pany he was appointed secretary, a position he held | 


until he was named assistant sales manager and 
elected to the board of directors in 1919. 

In 1921 Mr. ¥Yawman was made general sales manager 
and seven years later was appointed vice-president in 
charge of sales. His splendid technical education 


coupled with his tested sales ability made him the | 


logical choice for president in 1932 when he took over 
the chair left vacant by the death of Mr. Erbe. 

To the messages of congratulation from his hun- 
dreds of friends all over the country OFFICE APPLIANCES 
adds the fervent hope that the forty years of honor- 
able service of Mr. Yawman be followed by as many 
more. 

=> ____- 


BAKER COMPANY NOW FRIDEN AGENT 


On September 1 the Friden Calculating Machine | 


Company, Inc., San Leandro, Calif., announced ap- 
pointment of the Baker Company of Lubbock, Texas, 
as exclusive representative for the Lubbock Trade 
Territory. 
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STAPLES 


STAPLES BY VAIL begin with accurate wire 
gauge and temper and follow through with pre- 
cision in construction that only the best of 
material plus up-to-the-minute equipment and 
finest expert craftmanship can produce. 


PINS 
PINS BY VAIL are finished to a fine degree 
of precision. Points are sharp and smooth; heads 
are accurately formed. These pins give complete 
anywhere in fact 
that consistent perfection is demanded. Their 


satisfaction in offices, banks 


uniform high standard makes friends of your 
customers. 


PAPER CLIPS 
In selling PAPER CLIPS BY VAIL you supply 


your customer with high quality merchandise. 
Operation of our own wire mills enables us to 
exercise complete control over the vital factors 
of temper and finish. This insures snappy spring 
and high finish, which are distinguishing features 
of the Vail line. 


BRASS FASTENERS 


BRASS FASTENERS BY VAIL, sold under 
trade name “Thor,” have always been popular. 
Made in especially high quality in all standard 
lengths and gauges, round head and flat head 
styles. Stiff shanks and sharp points pierce 
through several sheets of paper at a time. Hand- 
somely packed in convenient round strawboard 
tube boxes. 


THUMB TACKS 


Our quality line of THUMB TACKS is excep- 
tionally complete. It includes both solid head 
and cut-out types in nickel and brass finishes, 
enameled heads in a wide variety of colors, 5c 
and 10c resale packings. All are attractively 
packed for effective display. 


{1/1 Vail products are attractively 
packaged and priced right. Prompt 
shipment always. If you are not a 
Vail dealer, try us on that nezt order. 


VAIL 


MANUFACTURING 
COMPANY 
900 E. 95th St. Chicago, III. 


inet TO VAIL” 
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ACCOUNT OF NOTEWORTHY ACTIVI- 
OF THE INDUSTRY 


REPORT OF IMPORTANT EVENTS AND 
TIES FOR THE MONTH IN EVERY DIVISION 
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DE COU HEADS SALES FOR COMMERCIAL 
FURNITURE COMPANY 


Robert A. DeCou, for the last three years general 
manager of Tell City Desk Company, Tell City, Ind., 
has been appointed sales manager of Commercial 
Furniture Company, Chicago. He took his new office 











L. E. HOOKER 


ROBERT A. DeCOU 


September 15 fully equipped for the task before him. 
For twelve years he had been selling office furniture. 
Prior to his connection at Tell City he was a factory 
representative traveling out of Seattle, Wash. 

L. E. Hooker, whom Mr. DeCou succeeds, has taken 
over the sale of the Commercial line in the New York 
metropolitan district, Philadelphia, Baltimore, Wash- 
ington and up into New England. He is well known 
to the trade in that territory as well as all other 
parts of the country, and has established a reputation 
among the dealers for his talks on office furniture 
merchandising at national conventions and regional 
meetings. 

Mr. DeCou indicated that the program of the com- 
pany was to further develop its sales territories in 
close cooperation with the trade. 


Oe) 


FINN AND BERNER ORGANIZE NEW COMPANY 

C. P. Finn and H. L. Berner, both well-known to the 
trade in Wisconsin, last month announced the launch- 
ing of a new firm at Antigo, Wis., to be known as the 
Office Equipment & Supply Company. The organiza- 
tion will be Remington Rand, Inc., representatives in 
six northern counties covering its complete line of 
typewriters and supplies. Mr. Finn is president and 
Mr. Berner is secretary. 





TWO SMITH-CORONA PROMOTIONS ANNOUNCED 

Vice-president J. B. McCormick of L. C. Smith & 
Corona Typewriters Inc. last month announced two 
new appointments effective immediately. 

George H. Farrell, formerly manager of the Wor- 
cester branch office, has been appointed home office 
field representative for that portion of the New Eng- 
land area covered by the following branches: Boston; 
Providence; Worcester; Portland, Me. Mr. Farrell en- 
tered the organization at the Springfield branch in 
1916 and has continued with the company in various 
capacities since that time with the exception of a 
period of war service in 1917-18. 

During the past four years he has been manager of 
the Worcester branch where he had a successful record 
resulting in his promotion to home office field repre- 
sentative. 

Mr. Farrell’s place was taken by G. D. Wurzel who 
was transferred from sub-office managership at Man- 

















G. H. FARRELL 
chester, N. H. to be manager of the Worcester branch. 

Mr. Wurzel first entered the organization as a stu- 
dent salesman in the Boston branch. He made rapid 
progress and in 1937 was appointed manager of the 
sub-office at Manchester. Mr. Wurzel was one of the 
winners of the Top o’ the Heap contest which was 
conducted during February and March. 


BROKERAGE OFFICE SUPPLY CO. OPENS 
Headed by Mrs. M. A. Moers, owner, and M. A. 
Moers, sales manager, a new organization has opened 
under the name of the Brokerage Office Supply Com- 
pany, 111 East Fourth street, Cincinnati. 
Under a plan of brokering office supplies to semi- 
large and large consumers, the company will carry 
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CELLULOID FACED 


HEADINGS 
FOR STEEL TABS 


The list includes an almost endless vari- 
ety of Alphabetical headings from 3-div- 
ision to 2000 division, Periodical, Numer- 


tc., in our stock. 
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GUARANTEED 10 STAY FLAT 


Special headings to meet special needs 
can be made quickly and satisfactorily. 


(jhe Wabash Cabinet Co. 


Wabash~IiIndiana. 
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no stock whatsoever and will operate by charging a 
commission for representing out-of-town concerns 
when a sale is made. The new firm is interested in 
hearing from any line that has no representation 
in Cincinnati within the scope of the office supply 
business. Its slogan will be: “If It’s for the Office, 
We Have It.” 
a 


THOMAS DIXON PAYS VISIT TO U. S. 


One of the prominent visitors to the United States 
from abroad in September was Thomas Dixon, man- 
aging director of the Dictaphone Company, Ltd., of 
London, England. Mr. Dixon arrived on the seven- 
teenth and sailed home eleven days later. 

Arriving in New York aboard the SS Washington, 
the British Dictaphone official made a brief pause 
and then journeyed on to Washington, D. C., where 
he was a special representative of the Office Appliance 





THOMAS DIXON 


Trades Association of Great Britain and Ireland at 
the International Management Congress then in prog- 
ress. The convention he characterized as “very in- 
spiring and helpful.” 

Returning to New York Mr. Dixon in the limited 
time at his command managed, however, to visit the 
Dictaphone headquarters in that city and to make 
a hurried trip to the Dictaphone factories in Bridge- 
port. 

Describing his visit as “exceedingly pleasing though 
very hurried,” the visitor sailed home on September 28 
abroad the SS Normandie. 

<>. —__— 


TELLS USE OF DITTO DUPLICATOR IN CUTTING 
PRINTING COSTS 


In commenting upon printing and its cost to the 
average company or business house, George Schill, 
production manager of W. W. Garrison & Company, 
Chicago, advances the theory that a great many jobs 
need not be printed. This is demonstrated by the fact 
that his organization replaced printing in several in- 
stances through use of a Ditto machine. 

“We have found,” Mr. Schill points out, “that many 
jobs need not be printed at all—that our Ditto dupli- 
cating machine with its eight colors, making copies 
for about five cents a hundred, often makes conven- 
tional printing unnecessary.” 

In this connection Mr. Schill explained that his 
organization as well as those of several of its clients 
use the Ditto duplicator for survey forms, price change 
bulletins, advance trade news of product changes, 
distribution, maps, notices and reports, etc. 

“Recently a nine-by-twelve inch, twenty-four page 
merchandising plan and advertising portfolio was 
made,” Mr. Schill said. “It had maps, pictures and 
lettering, and body type filled in from a regular and 
oversized typewriter. In four colors the total pro- 
duction cost of the job, for 200 copies, was five dollars 
on a Ditto R-4 model.” 
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BUSINESS CHAIRS dy 2. L Marble 


% No matter what the requirements may be, 
you'll find the answer to your selling problems in 
the extensive B. L. Marble line, unequalled for its 
flexibility and diversity of design. Furthermore, 
you'll find that the prestige of the B. L. Marble name 
will help you build profitable sales volume! It’s the 
best known, most dependable office chair line on 
the market. 

Distinctive upholstered groups in period de- 
signs for use with the finest Executive suites! Mod- 
ernized commercial designs (upholstered as well as 
all-wood patterns) for every conceivable require- 
ment of private and general office use! A varied 
line of posture chairs for Executives and clerical 
workers, in which are incorporated the most ap- 


proved principles of correct and healthful seating! 


And that's not all! There’s a world of helpful 
selling cooperation available to all B. L. Marble deal- 
ers, particularly on contract jobs and public build- 
ing prospects, which includes the services of a full 
time Designing Department for the submission of 
sketches and detailed specifications. Most impor- 
tant of all—B. L. Marble has a nationally known 


reputation for exceptionally prompt shipments! 


It will pay you to concentrate on B. L. Marble 
Business Chairs... the most complete line available 
from one source of supply. It means standardized 
and simplified selling . lower inventories .. . 
increased profits through quick turnover! Catalog 
and full particulars of the B. L. Marble franchise will 


be sent promptly on request. 


* 
FOR SUCH AN INTIMATE PIECE OF FURNITURE AS A CHAIR THERE IS NO SATISFACTORY SUBSTITUTE FOR Wood 


* 


THE B. L. MARBLE CHAIR COMPANY 


Foremost Manufacturers of Wood Office Chairs 
BEDFORD, OHIO, U.S.A. 
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HERE is your PRICE LEADER 
por Christmas SELLING 


Remette/ 


THE MOST COMPLETE 
PORTABLE TYPEWRITER 
ON THE MARKET 

AT THIS PRICE... 


$2975 RETAIL 


SEND THE 
COUPON FOR 
FULL DETAILS. 
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SPECIAL! 


This beautiful leather bound 
Carrying Case, made of sturdy, 


Study these 14 FEATURES 


and see how much more you 
can give your customer for 


it is NEW ece It is complete cece 7. SHIR Lock 29 75 
and it is a real Price Leader! 2. Back Spacer wire 


* 
3. Pica or Elite type Remette 


3-ply wood, is included in the 


purchase price 


The Remington Remette is a complete typewriter in every respect. 

It is NOT a stripped machine. It has every essential feature to do a 4. Positive Alignment 

real typing job for many years to come. , 
: oa 5. Carriage release lever 

A new market with greater sales and trade-up possibilities is open 


to you through this newest of Remington Portable Typewriters... 6. Pressure roll release lever 
Remette will bring people to your store. Le : , 

' ; ' , A 7. Two adjustable margin stops 
..And remember... NO other Portable Typewriter offers these feat 2 | g P 
ures found in Remette for $29.75 retail .......-.2+eeeeeeees It is : 8. Right and left hand shift keys 


low priced. It has beautiful appearance. It has sturdy construc- 
re : 9. Upper and lower case characters 


tion. It has lasting features...a combination that spells more sales 


and more profits for dealers selling Remette. 10. Exclusive Remington gear action 
REMINGTON RAND INC. 11. Single and double space adjustment 
Get full information on the profit possibilities of Remette. 12. Chrome line space carriage return lever 


SEND THIS COUPON TODAY. 


13. Four-row standard keyboard, 84 characters 


. ‘ . , : , 
® Remington Rand Inc., Portable Typewriter Div. O.A.-10 14. Special wrinkle finish which will not scratch 


465 Washington St., Buffs 2zlo, N. Y. 





or show finger marks 


Gentlemen: Please send at once, full information 
on the new Remington Remette 
*N . ° A 
other typewriter at this price 
NAME a yP P ° 
t has all these features 
ADDRESS 
Crary STATE 


NES a Na eK Ge Real IO 


CMOS 


Seeeee eee eeaewtteeane 
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Seen and Heard BATES STAPLER 
The Stapler with 


real selling points 


in Southern California 


By Hobart W. Martin 
230 Avenue D, Redondo Beach 


Now that vacations are practically over, business 


in the office equipment field is showing signs of re- 
turning vitality; but apparently if it isn’t one thing 
then it’s another, for the prospect of war in Europe 
affects the stock market and acts as a brake to slow 
up buying. The world can’t afford to fight. A war 
among the European powers would absorb the produc- 
tive capacity of all young and middle aged men and 
many women. It would destroy the lives of an in- 
credible number of people, and the nations emerging 
from the conflict would find their strength reduced by 
half. Since industry depends on buyers and sellers 
of all manner of merchandise, anything that reduces 
the volume of demand must in like proportion slow 
up business. War kills and maims, it increases burdens 
of taxation and reduces the number of those able to 
pay. War leaves nations sterile by killing off their 
effective men. 


s * % 


Indiana Desk Man Visits West.—S. Guy Norman, 
treasurer and general manager of the Hoosier Desk 
Company, Jasper, Ind., accompanied by Mrs. Norman, 
paid a visit to the cities and points of scenic interest 
in the intermountain and Pacific Coast points last 
month. The visit was the first Mr. Norman had made 
to the west, and both he and Mrs. Norman were de- 
lighted with the scenic beauties of the region, and 
impressed with the wonderful industrial and farming 
possibilities. They visited the Yellowstone National 
Park, the Yosemite, Mount Ranier, where a glacier 
discharges a powerful stream of ice-cold water from 
its base; spent some days calling on the trade in 
Seattle, Portland, Los Angeles and other points, re- 
turning home by way of Albuquerque, the Grand 
Canyon, Dallas, Fort Worth, and Memphis, Tenn. 

While in Los Angeles Mr. Norman spent some time 
with the California Desk Company, one of his com- 
pany’s principal agents, 
carrying the Hoosier desks. 


and with other concerns | 


Mr. Norman emphasized the beauty of matched | 
grains throughout, and showed a useful and interest- | 
ing diagram emphasizing the fifteen points of good | 


desk construction. 
* * * 

Victor Adding Machine Company Appoints Some 
New Coast Agents.—The following gentlemen have re- 
cently been appointed Victor sales agents in their re- 
spective localities: F. T. Carpenter, Phoenix, Ariz.; 
T. B. Northington, Fresno, Calif.; Wayne Hunter, Oak- 
land, Calif.; Darwin D. Parrish, San Pedro, Calif.; 
L. W. Vail, Lewiston, Ida. All the foregoing were 
appointed by William Tonkin, western sales manager, 
with headquarters at Los Angeles. 

* * ” 

Australian Typewriter Man Visits U. S.—A. J. Case, 
manager of Stott & Hoare Typewriters, Ltd., Under- 
wood Elliott Fisher Company, Perth, Australia, accom- 
panied by Mrs. Case, visited the Los Angeles office of 
the U. E. F. Company early last month. They were 
on their way home after nine months spent in tour- 
ing some of the principal countries of the world. 

Mr. Case is of the opinion that of the world’s big- 
gest countries the only one to possess real freedom 
are Australia and the United States. He found condi- 
tions in Britain fair; difficult in France, Germany and 
Italy. In Germany standards of living are low. Clerks 
in department stores receive the equivalent of $4.50 a 





Bates Staplers are different and better. 
They are economical; make their own 
staples, 5000 in one loading. They are 
easier tO Operate, won’t jam or clog. 

And here’s another big economy that 
you can show to your customers—Bates 
staples take up less filing space. This 
is a tremendous saving, just study this 
photograph and pass the idea along to 
your salesmen. 





The camera tells the story—left 40 sheets (20 
Bates Staples), center 40 sheets (20 preformed 
staples), right 40 sheets (20 old fashioned clips). 
Bates staples save from 25% to 75% of valuable 
filing space. 


THE BATES MFG. CO., Orange, N. J. * New York Office: 30 Vesey St. 


| Bates Numbering Machines, Bates List Finders, Bates Indexes, Bates 


Mun-Kee Pads, Bates File Fasteners, Bates Eyeleters, etc. 
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“| WANT BASKETS 
THAT CAN 
TAKE IT!” 















“BUT I WANT 
THEM GOOD- 
LOOKING!” 
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SATISFY THEM BOTH... 


For they are built to stand tough wear 
year after year without losing their 
bright, shiny looks. They are made of 
extra-heavy metal, lithographed in 
many attractive colors and wood fin- 
ishes that blend perfectly with any 
furnishings. Canco baskets are priced 
right to sell faster . .. They give more 


satisfaction and win repeat orders. 


Write today for more information about 


this good-looking, long-lasting line. 


Galvanized Ware Department 


AMERICAN CAN COMPANY 


CITY PARK AND HAMILTON ST., TOLEDO, OHIO 
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week, and even men in responsible positions get seldom 
more than $65 a month. 

In Italy Mr. Case set out one morning to buy some 
cigarettes. After pursuing the search for several blocks, 
he finally found a small shop that handled them. 
When he took a whole package the tobacconist looked 
surprised, and a question or two brought out the fact 
that people there seldom could afford to buy more 
than one or two cigarettes at a time. 

= s a 


Peirce Returns After Trip East.—Theodore F. Peirce, 
president of the Pacific Desk Company, 1031 South 
Hill street, Los Angeles, returned on September 10 
after a “swing around the circle.” At Chicago he 
visited the famous Furniture Mart on the North Side. 
He called on well known concerns in Buffalo, visited 
the Leopold Desk Company at Burlington, Ia., and 
friends in Texas on his way home. 

2 * » 

Barney Alderson Adds Pencil Line.—Barney Alder- 
son, who represents the Zundel Seating Company and 
the Pronto File Corporation, both at 6720 Victoria 
avenue, Los Angeles, recently added the lines of the 


| Richard Best Pencil Company. Mr. Alderson will han- 


dle the lines from Denver west, to and including the 
Pacific Coast and intermediate points. 
» * ” 
“Bob” Smith Takes Aigner Representation.—“Bob”’ 
Smith, who handles the Pacific Coast territory for 
the Hotchkiss Sales Company and the George B. Graff 


| Company, has taken on the several lines of the G. J. 
| Aigner Company of Chicago 
. o 


for the Pacific Coast. 
oF 
Anderson Adds New Territory.—Al. Anderson, who 
handles the Eagle pencils on the Pacific Coast, has 
increased his territory by the addition. of El Paso, Tex., 
and Arizona, Colorado, Utah and Southern California. 
s . e 
West Coast Stationery and Printing Company Dec- 
orates.—This company, having recently bought the 
ground and building at 1144 South Broadway, Los 
Angeles, which they have occupied for the last fifteen 
years, are busy decorating the premises inside and out- 
side. Before moving to their present location the 
company had the store at 757 South Spring street. 
The company was organized in 1917 and is conducted 
by a board of directors, officered as follows: President, 


| W. F. Lucas; vice-president, W. R. Lindsay; secretary, 


Mrs. Minnie Harvey, and treasurer, R. B. Carpenter. 
” * * 


Pacific Coast Regional Controllers Hold Congress.— 
On September 14th to 17th at the Biltmore hotel, Los 
Angeles, the Department Store Controllers of eleven 
western states held a Regional Congress. Among the 
exhibits were a number of office equipment machines 
and devices, including those of the Underwood Elliott 
Fisher Company, the International Business Machines 
Corporation, the Marchant Calculating Machine 
Company, Remington Rand, Inc., Recordak Company, 
the National Cash Register Company, the Monroe- 
Gardner Company, McDonald Ledger and Looseleaf 
Company, and the American Multigraph Sales Com- 
pany. 

The exhibitors were well pleased with the result of 


' the exhibition. The Underwood-Elliott Fisher Com- 


pany exhibit and others were attended by practically 
every delegate. It was estimated that four hundred 
people saw demonstrations in the U. E. F. booth. Dele- 
gates came from retail stores in the area, including 
Denver and all states West. The new president is 
J. E. Alexander of the Fifth Street Store, Los Angeles. 
oii 
ROYAL PORTABLE STOLEN FROM OWNER 

A. L. Austin, 6007 Euclid avenue, Cleveland, has 
asked dealers throughout the country to be on the 
lookout for a Royal portable typewriter and case stolen 
from his office recently. The machine is equipped with 


| pica type and its serial number is 634436. 
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Browne-Morse Co. 
Muskegon Michigan 


New York Office and Warehouse 112-114 Wooster St. 
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To ring your cash 
register in the 1938 gift season 


—Sengeaa presents a distinguished line of 


desk sets 


with breath-taking beauty to stop customers — moderate prices to sell them — 
and the genuine satisfaction of Handi-pen writing to bring them back for more 


They look like a million — and sell for such a whale of a lot less, that they give you a sure- 
fire sales appeal for 1938 conditions — when everybody wants to make a big impression as 





economically as possible. The basic idea of the Handi-pen — effortless writing perform- 


ance — makes it easy-to-sell. If the boss gets one, he soon equips the entire office with 
standard sets — for the lower-priced standard Handi-pen sets have already won their 


way to the desks of big-name executives on efficiency alone. Pen rests in ink — 


ready to write instantly, smoothly. Holds a year’s supply of 
refilling nuisance... Take advantage of this year’s biggest gift 
opportunity. Write today for complete information. 


Sengbusch Self-Closing Inkstand Company 


1015 Sengbusch Building ¢ Milwaukee, Wisconsin 





Available in genuine mahogany or walnut wood base with siream- . 
lined plated top in Gun Metal, Statuary Bronze, Silver. Satin. Two 
Handi-pens and wells. Feather-light, graceful holders with 14K gold 
nib pens that do not clog or flood. Smart oval shape—1114” x 642”, 


\ ink—ends 





‘rim and smart, with one Handi-pen well 
and 14K gold nib pen. 612” diam. Holds 
enough ink, in one filling, to last a year's 
. Available in genuine 


3 


| 


‘“welnut wood base with plated top in Stat- 


uary Bronze, Silver Satin or Gun Metal. 
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JOSEPH GINSBURG 


Joseph Ginsburg, forty-one-year-old president of Jo- 
seph Ginsburg, Inc., office furniture and equipment 
dealers, Chicago, Ill., passed away suddenly in Roch- 
ester, Minn., on September 21. Mr. Ginsburg first ven- 
tured into business at the age of seventeen when he 
entered his father’s haberdashery business at 605-7 
West Madison street. 

Upon the death of his father during the year 1919, 
he became the operating head of the business, at 
which time his brother, A. H. Ginsburg, became asso- 
ciated with him. During the course of this business, 
while attending auctions for the purpose of buying 
merchandise and window fixtures, they conceived the 
idea of branching into the store and office furniture 
business. They commenced operating in a small way 
and rented temporary loft space in the building which 
housed the haberdashery business. Eventually they 
rented a small store on North Halsted street and from 
then on kept branching out until at this time Joseph 
Ginsburg, Inc., the company they founded, occupies 
the entire one-half block at the corner of Halsted 
street and Washington boulevard as well as several 
warehouses. 

The untimely passing of Mr. Ginsburg was a shock 
to his many friends and business associates in Chi- 
cago. He enjoyed an enviable reputation for fair deal- 
ing. His pleasant and jovial personality has made him 
scores of friends both in the business and social world. 

The operation of the business will be carried on 
under the same policies as before, supervised by the 
surviving brother, A. H. Ginsburg. 

Mr. Ginsburg is survived by his widow, Belle Gins- 
burg, and his sons, Norman and Harold, the former 
having just decided to withdraw from the University 
of Michigan to assist in the operation of the business. 

+ - 
F. A. SEARLES 

Frederick A. Searles, for thirty-three years identi- 
fied with the typewriter business at Elmira, N. Y., 
and a resident of that city for nearly a half-century, 
died September 4 following a lengthy illness. He was 
sixty-three years of age. 

Mr. Searles spent his boyhood at Ulysses, Pa., and 
when a young man went to Elmira where he opened 
one of the first office equipment businesses. He was 
prominent in civic affairs and belonged to the fol- 
lowing organizations: Ivy Lodge, F. & A. M.; Elmira 
Chapter, R. A. M.; Kiwanis Club, Maccabees, Loyal 
Order of Moose, Knights of Pythias, Independent 
Order of Foresters, Modern Woodmen of America and 
the Elmira Association of Commerce. 

He is survived by his widow, Mrs. Margaret Howley 





Searles; a son, Frederick, Jr., who was associated with | 


him in business, and two grandchildren, Theresa Mary 
and Frederick Searles III. 
+ - | 
L. R. MYERS 

Lewis R. Myers, president of H. M. Myers, Inc., a 
large stationery house at Jersey City, N. J., died on 
September 12 from a heart attack suffered at his 
summer home at Spring Lake, N. J. He was sixty-three 
years of age. A sister, Miss Maude Lee Myers, of 
Jersey City, survives. 


Tt & 
C. W. FOSHAY 


C. Wilson Foshay, for thirty-four years associated 


with the ink manufacturing industry, died Septem- 
ber 9 at the New Rochelle (N. Y.) hospital at the age 


of fifty-one. He was a native of Brooklyn and lived at | 


21 Nassau road, Larchmont. 
Mr. Foshay began his career in the ink manufac- 


turing field with the Ault & Wiborg Company, now | 
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Tridium-tipped 


Guaranteed 


THE BEST DOLLAR PEN 
is the best dollar gift! 


HERE may be as much giving 

as ever this Christmas—but 
most of the gifts will be inexpensive. 
Good dollar gifts are going to be 
popular. And right among the lead- 
ers you'll find this fine Spencerian 
Pen—the big buy in dollar sellers. 


In both performance and looks it 
tops all other pens at the price. It 
has a flexible, iridium-ltipped, guar- 
anteed point that is always quick- 
starting and smooth-writing. And it 
has a beautiful bevelled shape—the 
smartest design in pens—with a 
choice of eight popular colors. 


Push this fine dollar pen as one 
of your best bets for Christmas sales 
—also the Spencerian $1.50 pen- 
and-pencil set. Display them where 
your customers can see them—your 
customers and your cash register 
will do the rest. Order an assort- 
ment now—with free counter card. 


84.00 


yen’ 


SPENCERIAN PEN CO., 434 BROADWAY, DEPT. P, NEW YORK 
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TIME TESTED 


Machines to ‘FASTEN 
THINGS TOGETHER’’ 


Since NEVA-CLOG introduced the first original 
Plier Type Stapling machines more than twelve 
years ago their worth and reliability have been 
proved by years of performance. Their univer 
sal use dictates the advisability for dealers to 
stock and sell them to assure their own profits 


and customer satisfaction. 





MODEL J-30 STAPLING PLIER, $3.00 


A light weight portable stapling machine—2 inch depth 
For office or light production. Load 105 





MODEL S-100 STAPLING PLIER $4.50 


tapling machine using a medium 


A portable production s 
weight staple. Ideal for general stapling requirements 
S up to 40 sheets 


for offices and factories. Staples 


Write for compl pric displays and promotiona 


literature 


NEVASLOG PRODUCTS. Inc. 


BRIDGEPORT, CONN. 


| Dougal, 


| Robert Frierson and Mrs. George Hulan, Jr.; 
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a subsidiary of the Interchemical Corporation. He 
was secretary of the company when, in 1928, it was 
taken over by the International Printing Ink Corpora- 
tion. This, nine years later, became the Interchemical. 

Mr. Foshay is survived by his widow, Mrs. Frances 
Rose Foshay, and two brothers, Addison Y. and Harold 


A. Foshay. 
+ - / 


MRS. G. EISENLOHR 

Believed to have been stricken with a heart attack 
while resting in bed, Mrs. Gainor Eisenlohr, wife of 
Otto Eisenlohr, manager of the Dorsey Company, Dal- 
las, Texas, died Wednesday, September 14. 

Mrs. Eisenlohr was forty years of age and lived with 
her family at 1042 Lausanne street. Besides her hus- 
band she is survived by two sons, David Otto and John 
Edward Ejisenlohr, of Dallas; a sister, Mrs. Fred Mc- 
Wichita Falls, and two brothers, Edward 
Roberts of New York City and Gibbons Roberts of 
McAllen, Texas. 

Funeral services were conducted September 16 with 
the Rev. Harrison W. Baker officiating, burial following 
in Oak Cliff cemetery. 

+ -— 
G. W. SULMAN 

George W. Sulman, prominent stationer and office 
supply dealer of Chatham, Ont., died recently in that 
city after a prolonged period of ill health. Mr. Sulman, 
who was a former mayor of the city and an ex-member 
of the Ontario legislature, was noted as a lecturer on 
foreign lands few of which he had not at some time 
visited. During his travels he had collected many rare 
and valuable curios and possessed one of the finest 
collections in North America. Surviving are his widow 
and one son, Charles D. Sulman, who.has been operat- 
ing the business established by his father.—SJL 

+ ok 
H. G. MITCHELL 

Horace G. Mitchell, 63, 1415 Spring street, president 
of the Democratic Printing and Lithographing Com- 
pany since it was founded in 1906, died at a Little 
Rock, Ark., hospital September 27 after an illness of 
several days. He was widely and favorably known in 
the lithographing and office supply trade, was a native 
of Fayetteville, Ark., and was son of James Mitchell, 
founder of the daily Arkansas Democrat, that in 1906 
was acquired by George C. Naylor and the Little Rock 
Publishing Company. His widow, two sons, two daugh- 
ters and several brothers and sisters survive. Funeral 
was held from the residence September 28. 

+ -- 
J. R. MUSGRAVE 
James R. Musgrave, owner and manager of the Shel- 


| byville (Tenn.) Musgrave Pencil Company, died Sep- 
| tember 9 from the effects of a stroke of paralysis 


suffered a week previously. He was sixty-three years 


of age. 

He is survived by his widow, two daughters, Mrs. 
three 
grandchildren, a sister and five brothers. 
ae 

POLAROID OPENS DESK LAMP CAMPAIGN 

Utilizing full-page advertisements in Newsweek and 
other nationally-known magazines, the Polaroid Cor- 
poration, West Haven, Conn., is launching a compre- 
hensive advertising and merchandising campaign to 


| introduce the Polaroid desk lamp and its glare elimi- 
| nating feature. 


Copy of the advertisements will stress “eye relief” 


| qualities of Polaroid, while dealers will be equipped 


with a portfolio containing display instructions, repro- 
ductions of the first series of advertisements and many 
other items. 

An interesting feature of the merchandising plan is 
provision with each lamp of a “cancellator” which al- 
lows self demonstrations of Polaroid glare-elimination 
and which was illustrated in a recent issue. 
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WATCH SALES »yMP 


WITH THIS 






FiberstoK 
CT) 


EXPANDING 


the Lf OX 1. Insert tab 2. Then slip 
NEW through through slot 
PATENT APPLIED FOR fastener. to lock. 


QUICK \¥ 
FASTENER | '\. 


NO MORE TAPE! NO MORE KNOTS! a 
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@ Cost no more than ordinary wallets. This device is a distinct and practical im- 
I 
All ki provement over the regular tape fastener 
b f » Le are or . . on 
@ Allow closer packing. . in common use. Its simplicity and 


novelty will make an immediate appeal 


Wore convenient. . ; , 
Ld and create quick sales. Sales creating 


@ More durable. window display and counter card carry- 
ing life size FiberstoK Expanding Enve- 
@ Easier to handle. lope and new Fi-Lox Fastener attached, 
on request. Also attractive, imprinted 
@ Stronger than tape fastener. consumer folder in full color. 


Exclusive with 


NATIONAL FIBERSTOK ENVELOPE COMPANY 


Philadelphia, Pa., 429-447 Moyer Street .... . Chicago Warehouse, 308 Randolph St. 






































THE NEW YandE” STEEL 


(ALL CLEAR BENEATH) 


A year ago we announced the New “Y and E” Steel Suspension Des 
At that time we made claims for it that we knew time would justi 
We told you how suspension construction made it the most a 
desk ever built. We stressed the superb new gray finish — talked of 
system planned interior, and emphasized greater roominess inside and 4 


: 
Today, a year’s experience backs up every claim we have ever made ff 


this desk and more too. Dealers tell us that the ‘‘Y and E’’ Suspension 

is the fastest selling desk they ever handled. The 65 models, includi 
the new dictaphone desk, meet every office need. And dealers apprecié 
the system sales this desk makes possible. Yet this combination is } 


one of the values of the ‘‘Y and E”’ Franchise. Want the whole stor 
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sales outlets. 


Last year we said to you that proof 
of the sales value of the New “Y and E” 
Direct Vision System was in its ease of 
selling. Featuring ‘Skyline Visibility’’ 
that makes speedy and accurate filing 
an easy-to-prove fact, we told you that 
this remarkably simple system sells it- 
self on a single demonstration. 


A year has proved how profitable this 
line is for dealers. Such features as 
Direct Vision tri-angle tabs; straight 
line filing and finding; color co-ordina- 
tion; logical left to right arrangement; 
numeric check; maximum flexibility; 
unlimited expansion—stand out from 
competition, clinch sale after sale. 


Write for full information and your 
FREE copy of the “Y and E” Filing 
Control Folder. Available for distribu- 
tion to your prospects, this popular 
folder contains many practical and 
profitable suggestions for the improve- 
ment of filing procedure. A natural 
sales opener. Yawman & Erbe Mfg. 
Co., 1055 Jay St., Rochester, N. Y. 





THE “‘Y and E’’ DIRECT VISION EXPANDING INDEX 


The ‘‘Y and E”’ Direct Vision Expanding Index for cards opens up even more 


simplicity. Most flexible and readily adaptable system ever created. 


STRAIGHT LINE FILING AND FINDING 


THE NEW“Y and E” Visoot om FILI 


Can be expanded at any point, without waste or sacrifice of 
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For audacious simplicity _ 
\ \p! : 


It lends itself to the Business World 
by its practicability and distinguished 
business-like grace when used in Ex- 
ecutive Offices—Doctors Offices— 
Dentist Offices—Display Rooms—Re- 
ception Rooms—Rest Rooms—Rec- 


reation Rooms—Lunch Rooms. 





No. 230 FOLDING BANQUET CHAIR 


This chair represents the latest and probably the 
foremost achievement by Royal—manufacturers 
of steel folding chairs for over twenty-five years. 
Quantity buyers for this fool-proof unbreakable 
chair will be found numerous and frequently, be- 


cause it most satisfactorily 
fills a definite need for a 
chair that requires less 
storage space and does not 
resemble a folding chair 
when in use. 


No. 875 
SIDE CHAIR 


This is one of the many 
popular chairs produced by 
Royal for use in the ex- 
ecutive office as a side 
chair or in many other 
places for general utility 
purposes. 





No. 981 SECRETARIAL AND 
RECEPTION ROOM DESK 


Equipped with 24x48 inch linoleum 
top with edges fully protected by 
aluminum binding. Chest of draw- 
ers all steel construction and over- 
all height of desk exactly suited 


for typewriter use. 


Our latest catalog will 


interest you. Write for | | = j 


it—today. 





DISTINCTIVE FURNITURE 


OFFICE APPLIANCES 
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No. 992 SETTEE . 
This is only one of the many attractive and com- 
fortable settees (with chairs to match) illustrat- 
ed in Royal's new 46 page catalog. Equipped 
with distinctive pajama type Marshall filled 
spring cushions covered with guaranteed Tuftex. 


BUSINESS MEN are enthusiastic about 
ROYALCHROME because it has dig- 


nity while adding a crisp new interest 


No. 249 
EXECUTIVE CHAIR 
A roomy and comfortable 
executive chair providing 
20 inches of space between 
upholstered arms. Equipped 
with ‘‘Flotilt’’ tilter that 
never requires oil or grease 
and will never squeak. 
Arms and seat are rubber 

cushioned. 


to the office. Being practical men of 


affairs dealers find it easy to sell 


ROYALCHROME 


because of its 10-year construction guarantee, 
a large color and material variety to select 
from, including Leather—Weaves or TUFTEX, 
Royal's exclusive and guaranteed leatherette. 


No. 370 
RECEPTION ROOM 
CHAIR 


Equipped with removable 
and reversible seat and 
back cushions. This chair 
is available with two and 
three seater settees to 
match and represents what 
is unquestionably the pre- 
ferred choice for the mod- 
ern reception room. 


No. 394 SECRETARIAL 
POSTURE CHAIR 


Proving that correct pos- 
ture is possible without 
sacrificing appearance. 
Equipped with tufted com- 
fort shaped seat and back 
and providing every essen- 
tial adjustment. Royal 
tailored upholstering and 
lustrous Royalehrome as- 
sure enduring attractive- 
ness, 


ROYAL METAL MANUFACTURING CO. 
General Offices: 1109 S. Michigan Ave., CHICAGO 
Factory: Michigan City, Ind. 


Branch Factories and Showrooms: 





New York Los Angeles Toronto 


Showrooms: Miami Beach Pittsburgh Boston 














“Metal Furniture Since °97”’ 
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FOX JOINS MOSLER SAFE CO. 


Sam Fox, who until September 1 was sales manager 
of the safe-cabinet division of Remington-Rand, Inc., 
has become the general sales manager of the safe and 
chest division of The Mosler Safe Company, 320 Fifth 
avenue, New York City. 

Mr. Fox takes to his new work twenty-seven years 
of experience as salesman, sales agent and sales man- 
ager of all kinds of record protection. He is chairman 
of the executive committee and past president of the 
Safe Manufacturers National Association and about a 
year ago, the National Fire Protection Association ap- 
pointed him a member of its committee on protection 
of records. He will make his headquarters at The 
Mosler Safe Company’s factory, Hamilton, Ohio. 


The Mosler Safe Company was founded over eighty 
years ago and is one of the largest builders of vaults 
and safes in the world. They recently built for the 
U. S. Government, vaults for the storage of gold at 
Fort Knox, Ky. They have also built vaults in a 
majority of the Federal Reserve banks in the United 
States as well as foreign countries. 


—< 


SOMETHING NEW IN CIRCU- 
LARS.—An interesting circular 
is being offered dealers by the 
Heyer Corporation, 911 Jackson 
boulevard, Chicago, as part of 
a promotion on its new Model 
C Lettergraph. The circular is 
made to look like the dealer's 
own work as the illustration 
shows in the job done for Hor- 
der’s, Inc. A special hand-set 
imprint of the dealer's name 
dominates the cover accom- 
panied by an announcement of 
the “10 Big Office Specials,” 
to which an inside page is de- 
voted. Space is provided for 
the dealer to promote any ten 
such specials as he may choose. 
Details of the offer may be had 
by writing The Heyer Corpo- 
ration. 





= —___ 


COOPER IN NEW LOCATION 


Marking another important step in its career, 
Cooper’s Office Supply, Chattanooga, Tenn., recently 
moved into new quarters at 717 Cherry street. The new 
establishment includes three floors and a basement 
serviced by an electric elevator. 

The business was launched by George, Jr., and Her- 
bert Cooper, brothers, handling carbons, ribbons and 
stencils. In 1936 the firm moved to a larger store 
at 722 Cherry street. Although this was a large store 
still another move became necessary due to increas- 
ing business and the new establishment was remodeled 
and taken over. 

The personnel of the company consists of George 
Cooper, Jr., W. L. Ownbey, Albert Howard and Grant 
Crerar, salesmen; R. E. Stephenson, office manager 
and store salesman, and Jack Askew, delivery depart- 


ment. 
=< © 


BELT INVENTS SCALE IN 100THS 


F. A. Belt, Mt. Washington, R. 8, Cincinnati, Ohio, 
last month announced the invention of a scale in hun- 
dredths which is easily operated. It is arranged for 
direct reading in per cent, interest, mark-up, dis- 
count, prorate, split rate, etc. The device simplifies 
all fractional multiplication under 100 parts and can 
produce multiplication and division simultaneously. 
A circular describing the scale is available on request. 
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with the most complete line of quality 


Filing System Supplies 





@“LeatherX” Expanding Envelopes 


featuring a new full-laminated double wall File 
Pocket line, Straight top, tab cut, Viz-Tab, and 
Steeltab. The Veco LeatherX line is complete. 


@“Viz-Tab” DurX Folders 


Angular celluloid Tab folders of DurX - a super- 
weight 17 point brown stock of indestructible na- 
ture. Superior to all folders of this type because 
the tabs are not only securely riveted, but also 
inseparably fused to the stock. Full protective flap 
at full one inch expansion. 


@“Plytab” Double Top File Folders 


Superkraft and Supermanila stocks. Reinforced 
where the wear is greatest. All standard and sys- 
tem tabbing. The quality folder for todays needs. 


@“Straight-Line” Filing Systems 
Combines the best in efficient filing practice with 
the latest developments in indexing in the most 
logical plan of filing. In Steeltab - Plytab, and in 
Full-Vision “Viz-Tab.” 


@Steeltab Blackite Guides 


The guide of tomorrow! Angled and straight tabs, 
blank and indexed. Card, check, letter, legal sizes. 


@Cellotab and Cellocote Guides 


Complete coverage of the field, all standard sizes. 


@VECO type-your-own Index Tabs 
Flex-Ribbed - the preferred Celluloid Index Tab 








14 years of manufacturing experience are behind VECO Products 


Ask the dealer who sells VECO ! 


Write today for a samplekit of all these quality items, 
placing your name on our mailing list to receive our 
new catalog, soon going to press. 





The VEIT Co. 1947 € Kirby st. Detroit, Mich. 


VECO Filing Systems and Supplies 




















Do you ever wonder why 
so many of the largest and 
best stationers are deciding 


to feature the Zaxw line? 


Of course, you might properly think it is 
because of superior workmanship, quality 
and design—but possibly you have over- 
looked some of the little things that go a 
long way toward getting new accounts— 
and keeping them. 


For instance, we stress that personal re- 
lationship that is so desirable between 
dealer and manufacturer and possible only 
in a small organization whose owners de- 
vote their entire time to the business. 


Every order, be it large or small, receives 
the same careful attention by our entire 
organization. That's how we operate—we 
insist, in fact, that without constantly 
guarding the interests of our good custom- 
ers, we cannot expect to retain their good- 
will and continued business. 


It will pay you to investigate. 


PREDSSELL 


MANUFACTURING 
COR Paw 7 


POUGHKEEPSEE, N. Y. 
“Hustle with Fawvell”’ 



















OFFICE APPLIANCES 





OLD TOWN INCREASES SALES ACTIVITIES 

Greatly increased sales activities have recently been 
undertaken by the Old Town Ribbon & Carbon Com- 
pany, Inc., Brooklyn, N. Y., consisting of the appoint- 
ment of new representatives and salesmen and the 
addition of two more chemists to the research depart- 
ment staff. 

In Kansas City B. J. Holz & Company, Scarritt Ar- 
cade building, has taken over the exclusive rep- 
resentation of Old Town products in Missouri, Kansas, 
Oklahoma and Arkansas. Jack Holz, owner of the 
business with more than twenty years of experience 
behind him, is putting in a complete stock, with cut- 
ting, delivery, and other facilities to make an up-to- 
date branch. 

In Chicago Robert H. Melsome, Thomas H. Armbrust 
and R. A. Beckman have joined the Old Town organ- 
ization. Messrs. Melsome and Armbrust will work the 
Chicago territory while Mr. Beckman will cover Mil- 
waukee. The Chicago branch is being enlarged and 
additional stock added. 

In addition to increasing the chemist staff the com- 
pany has added 8,000 feet of floor space to the factory. 


—. 








TWO VIEWS OF REMINGTON RAND, INC., NEW BRANCH AT 
ATLANTA.—Located at 342 Peachtree street, N. E., the branch 
is one of the showplaces of Atlanta. Quarters are spacious; 
allowing plenty of room for display purposes while the balcony, 
visible in lower picture, affords a fine “bird's eye” view of the 
entire establishment and its display of typewriters and other 
office machines. 
o—— et 
POWERS COMPANY ISSUES NOVEL FOLDER 

An interesting advertising folder replete with pic- 
tures and text which combine to tell their story in 
a novel manner has been published recently by the 
Powers Company, Mobile, Ala. 

The booklet has ten pages and is captioned “Modern 
Mobile Offices,” carrying out the theme of the photo- 
graphs within. Seven pages contain pictures of actual 
installations made in Mobile offices by the Powers 
organization which features the Art Metal “1500” line 
of office furniture, Airline desks and Gunlocke chairs. 

The photographs include general business offices, 
private suites, brokerage offices, bottling company 
offices and physicians offices, all of which were fur- 
nished by Powers. 

Opposite each spread is a message to the reader 
written in such a manner as to completely avoid cut- 
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PLANNED_EQUIPMENT 


























@ Court Buildings @ Hospitals 
@ Building and Loans @ Banks 
@ Book Stores .. . and 


Scores of other opportunities for planned 
steel equipment installations are present- 
ing themselves every day to the progres- 


sive dealer. 


Working in cooperation with Security's 
staff of office equipment specialists no in- 
stallation problem is beyond the scope of 


the average dealer. 


When that big installation comes along 
don’t pass it by—submit the proposal and 
sketches to Security—and—land the job. 


An elaborate brochure is in the course of 
preparation—In it will be found actual 
photos of many Planned Installations—All 
furnished by Security in conjunction with 
Security dealers. 








Security Steel Equipment Corp. | ] 


Avenel New Jersey 











A Wall Cabinet and Counter as installed in a 
modern hospital. Counter Top is of Monel Metal— 
Cabinet base recessed for toe space 














44-Ol 21°! Street. - 


THE LOGICAL 
LINE FOR 
ANY DEALER! 


With improved conditions indicated for 
the fall months there is bound to be a 
better market for new record keeping 
equipment. Out of date, antiquated meth- 
ods will be replaced with modern up-to- 


date systems. 


Cesco Dealers enjoy the advantage of be- 
ing able to offer their customers a com- 
plete and modernized line of Record 
Keeping Equipment—a line that is con- 
stantly being improved and revised to 
meet present day needs. They have at 
their disposal an organization of nearly 


40 years standing. 


Exclusive Agencies Available 
No matter how well you may be satisfied 
with your present connection, an investi- 
gation of the Cesco Line is suggested. It’s 
worth your while to get our catalog and 


dealers exclusive agency plan. 


The C.E. SHEPPARD CO., 


LONG ISLAND CITY, N.Y. 
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and-dried advertising phrases. The following is a 
good example of all those in the booklet: 

“Isn’t it strange that many successful Mobile busi- 
ness and professional men, who drive a new model 
car every year, live in a beautiful modern home with 
expensive furniture and all modern conveniences, 
won’t spend a dime on modernizing their 1910 office?” 
The pictures then offer illustration of many suites 
available at Powers for a comparatively low cost and 
stress the beauty and simplicity of the merchandise 
the company has to offer after it has been scientifi- 
cally installed to the best advantage of the user. 

Under “trivial details” the company devotes an en- 
tire page to explaining the low cost of minor repairs 
to office furniture for those who desire such accom- 
modations. 

o—=e——— 
KRENZ JOINS OFFICE SUPPLIES, INC. 

C. B. Krenz, for the past seven years secretary of 
the Tisch-Hine Company, Grand Rapids, last month 
became affiliated with Office Supplies, Inc., Muskegon, 
Mich., as buyer and store manager. 

Mr. Krenz, prior to becoming secretary of the Tisch- 


Hine organization, was for several years buyer fcr 


that company. During his service he obtained years 
of experience in the office equipment field and be- 


‘C. B. KRENZ 


| came well known to the industry in the Middle West. 


Office Supplies, Inc., was formed about two years 


| ago and has grown steadily ever since. At the pres- 


| 


| 


| ent time the management is planning further expan- 


sion and the taking over of some new lines to add to 
those already carried which include Browne-Morse 


filing equipment and supplies, Wagemaker wood desks, 
| Murphy chairs, Meilink steel safes, Boorum & Pease 
| blank books, Faultless loose leaf devices. 


—>-e—__— 


HUBER TO HEAD FOREMEN’S CLUB 
F. G. Huber of the Eberhard Faber Pencil Company 


| is announced as president of the New York Associa- 
| tion of Foremen’s Club, a new organization with offices 


at 130 West Forty-second street, New York City, to 
promote improved industrial relations. 

The new association will endeavor to teach the prin- 
ciples of labor relations to supervisors from execu- 
tives to foremen. Foremen’s clubs will be formed in 
many plants. The association will instruct confer- 
ence leaders, who in turn will instruct foremen. 
Declaration of plans emphasize the association is not 
an anti-labor organization, but will help labor by 
enlightening reactionary employers on labor problems 
and at the same time enlightening labor on manage- 
ment problems. 

Included among industrial firms listed as having 
helped form the new group, which held an all-day 
conference at the Hotel Astor on October 1, are Texas 
Company, Johns-Manville, Mergenthaler Linotype 
Company, General Foods Corporation, Sperry Gyro- 
scope Company and Goodyear Tire and Rubber Com- 
pany.—NJNS 














COMPLETE LINES OF ADDING MACHINES 


* STANDARD MODELS * DUPLEX MODELS * STATEMENT MODELS 


Electric or hand operated — with or without direct subtraction 
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ALLEN W WALES conecration 
Pee RPORATION 
Executive Office 


515 MADISON AVENUE NEW YORK, N.Y 
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EYLAR PHONES WINNING UEF BRANCHES FROM 
ABROAD 
Three branch managers of the Underwood Elliott 

Fisher Company, New York City, last month under- 
| went the novel experience of being congratulated on 
achieving their August sales quota over 6,000 miles of 
telephone line from abroad. The messages were re- 
| ceived from Vice-President M. S. Eylar. 

The three men who described their transatlantic 
chats with Mr. Eylar in enthusiastic telegrams to the 
home office in New York are: J. L. Hoyt, manager, 
San Diego, Calif., first winner of the quota contest; 
L. A. Weitz, Spokane, Wash., second winner, and 
F. M. Anglim, Davenport, Iowa, third winner. 

In all three cases the entire staff of the branch 
was present to listen to the conversation between 
Mr. Eylar and the branch manager amplified by a 











you can't damage or affect 
the speed and precision of 


MARKWELL 


STAPLE - 
ROBOT * 


of superior construction .. a real worker 

. in Lifetime Steel . . will take the bad 
bumps and rough usage that small sta- 
plers inevitably get. 











M. S. EYLAR 


loud-speaker. That the experience was thoroughly 
enjoyed by everyone concerned is aptly demonstrated 
by the following telegram sent to General Sales Man- 
ager W. F. Arnold by Mr. Hoyt and which was identical 
with messages received from Messrs. Weitz and 
Anglim: 

“T just had the pleasure and honor of talking with 
Mr. Eylar in London. All my staff present got a great 
kick out of a 6,000-mile telephone call.” 

The telephone calls to the three winners, respec- 
tively, were received from London, Paris and Basel, 
Switzerland, where Mr. Eylar is visiting export deal- 
ers of UEF. 


THERE'LL BE NO COMEBACKS . . REPAIRS . . REFUNDS 


USE THE DROP TEST 


You can’t damage the STAPLE-ROBOT 
it takes the ‘gaff’. . keeps its new 
look... efficiency. .. precision. . . speed 





improved stroke control 

fully guaranteed 

staples up to 30 sheets 

* pins up to 15 sheets 

enclosed parts . . insure long life 

+ straightens out flat in a second for 
tacking 

+ rubber feet cushion sound . . protect 


polished desks 
_ Retails at | including 


100 staples 








Write NOW for particulars of 
our protected Profit-Plus Plan 





S 
MARKWELL MANUFACTURING COMPANY 


TWO SNAPSHOT VIEWS OF THE MODERN WINDOWS 
200 Hudson Street, New York, N. Y. MAINTAINED BY THE OFFICE SUPPLY COMPANY. 


* trade-mark INC., 521 MAIN STREET, EL CENTRO, CALIF. THIS 
ENTERPRISING ORGANIZATION IS UNDER THE MAN- 
AGEMENT OF LOUIS B. McMANUS. 
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Turn on the light: Daylight-Saving Time is over. 


IT’S TIME FOR “EYE-EASE” 


The best time to sell eye-saving merchandise is the time when 


days are getting shorter, artificial light more necessary. 


Show related items: desk lamps, indirect-lighting equipment, 





strong-contrast pencils and inks—and especially show books, 


sheets, forms and pads made on 

6 7 ] N a” ™ 99 

‘EYE-EASE” PAPER 
—The National-Hammermill green-white paper, ruled in rest- 
ful brown-and-green, that cuts glare, lessens eye-strain, pro- 
motes speed and accuracy. 
National has new booklets, displays, newspaper-mats, for 


stationers who feature this exclusively National line. 


NATIONAL “EYE-EASE” ITEMS INCLUDE: 


End-Bound Column Books . . . End-Bound Account Books . . . Loose-Leaf Ledger Sheets . 
Loose-Leaf Columnar Sheets . . . Ring Book Sheets . . . Analysis Pads, coiled-wire-bound or ordinary 
Stenographer’s Note Books . . . Simplex Business Records . . . New Metal-Holed Sheets. 


NATIONAL BLANK BOOK COMPANY 


HOLYOKE, MASSACHUSETTS 


OV ¢- Vole a Oro) '4-) a Fas Molos-{-W -t-taN slo) bb ale WS = {ole} <M bt-58 oJ (=) Records 


71. N. Y. City-100 Sixth Ave Chicago-328 S. Jefferson St Boston-45 Frank! 
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BASSICK FLOTILT CHAIR 
CONTROL IS SOMETHING 
YOU CAN TALK ABOUT 


Control is the heart of any office chair 
—and the heart of any sales argument. 
What will it mean to your customers in 
terms of comfort? Of easy, quiet opera- 


tion? Of lasting satisfaction in use ? 





Therezs no other control like Flotilt 


Flotilt offers the dealer every possible modern chair control 


feature. It is simple in design and operation — provides 
easily controlled tilting action. It has no springs — which 


eliminates the danger of serious accident from spring 





breakage. It requires no lubrication — can never disturb 


with squeaks or squeals. 


Bike ewes! 9 a. arnag momen Many chair manufacturers are now using Flotilt as stand 
the neart o c Ir. 
sed in steel by hydraulic com- ; 
ccaiasancienah cael de. ard equipment — many dealers have found that it pays to 


terioration. : ; : 
feature it. It provides a Selling Edge you can’t afford to 


2 Elevating mechanism completely 
enclosed. Swivel bearings encased 
and self-lubricating. 


Fingertip tilting tension adjust- : 
— of manufacturers who have adopted Flotilt. 


ment. 


overlook. Write today for complete information and list 


4 Elevating adjustment control. 











THE BASSICK COMPANY ¢e BRIDGEPORT, CONNECTICUT 


The world’s largest manufacturers of Casters and Floor Protection Equipment 
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SOUTHERN TRAVELERS CLUB NEWS 

The Southern Travelers Club extend to the family 
of Horace G. Mitchell their sympathy in their bereave- 
ment. Mr. Horace G. Mitchell, sixty-three years old, 
president of the Democrat Printing & Lithographing 
Company of Little Rock, Ark., died September 27 at 
a Little Rock hospital, where he had been critically ill 
for several days with a heart ailment. 

co x * 

Two former employes of Hall Brothers, a greeting 
card firm of Kansas City, Dick La Marr and Mr. 
Phillips, have opened their own store in Gadsden, Ala., 
known as the Gadsden Office Supply Company. Con- 
sidering their former connection, it is needless to say 
they have as fine a display of greeting cards as you 
will find anywhere, as well as a complete line of office 
supplies. 

co tk * 

The Reprint Company of Birmingham, Ala., one of 
the leading stationery and printing firms, held the 
grand opening of their new store, on First avenue, 
September 1 and 2. The store is strictly modern in 
every respect with a beautiful front and latest design 
in display equipment inside. 

M. E. Yeadaker, formerly with Dement Printing 
Company of Meridian, Miss., has accepted a position 
with the Tucker Printing House of Jackson, Miss., tak- 
ing complete charge of their stationery department. 

ok * * 


We regret to learn of the serious illness of P. D. 
Kennedy, buyer for the Democrat Printing & Litho- 
graphing Company of Little Rock, Ark. We under- 
stand he will probably be away from his desk for 
three months. 

* * * 

The many friends of Vernon Greer of Marshall 
Bruce Company of Nashville, Tenn., will regret to 
learn of his serious illness. Mr. Greer has been con- 
fined to the Protestant Hospital of Nashville for the 
past five weeks, after an operation for ruptured 
appendix and other complications. 

* * * 

We have just recently learned that the vice-presi- 
dent of the Southern Travelers Club, A. L. (Al) Mar- 
schall, has something of which to be justly proud. 
His daughter graduated from high school in New 
Orleans this past June as Valedictorian of her class, 
and with the highest average in the history of the 
school, and received a college scholarship. This re- 
markable intellect seems to run in the family, as only 
the year before his son graduated from the same 
school as Valedictorian, receiving a scholarship to 
Tulane University, a Latin medal and the American 
Legion award. 





WEDDING § 
COLEMAN-DEICH 
In a quiet ceremony performed in the home of the 
bride on September 9, Henry I. Coleman of Nathan 
Coleman & Son, Savannah, Ga., was married to Miss 
Sara Deich, also of Savannah. Following the ceremony 
the couple left for New York where they embarked for 


a trip to Bermuda. Following their return Mr. and 
Mrs. Coleman will make their home in Savannah. 


oo Cc $ TOR K 


YAGER BABY ARRIVES 
J. L. Yager, manager of the San Francisco branch 
of the Louis Melind Company, Chicago, is still receiv- 
ing congratulations upon the birth of a baby girl to 
Mrs. Yager on September 9. The young lady, whose 
arrival came appropriately enough on Admission Day, 
has been named Joelle Ann. 
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PAPEROID 





Made of Hemp 
Rope Fibre 


It’s value that office 
managers want—in 
all filing supplies 
generally, and in 
folders, pockets and 
wallets in particu- 
lar. And Bushnell’s 
Paperoid is famous 
for value. It’s the 
stationers’ standby 
and the users’ guar- 
anty of true econo- 
my. Made from 
long fibered hemp. 
Bushnell Wallets 
and Pockets are 
great wear resisters. 
Available in all 
standard styles and 


sizes. 


First exhibited by 
Alvah Bushnell at 
the World’s Colum- 
bian Exposition 
forty-five years ago, 
and advertised 
nationally and 
regularly today, 
Bushnell’s Paperoid 
has the name and 
has the call wher- 
ever filing wallets 
are used. Stationers 
who stock and dis- 
play Bushnell’s 
share in the steady 
demand. 


Alvah Bushnell Co. 


925 Filbert St. 


Philadelphia, Pa. 























''l landed 
that order 


——but my 
Buckeye training 
put tt over.’ 


TECHNICAL 
TRAINING 


served in a style which enables salesmen to 
assimilate it readily is our contribution to 
ribbon and carbon merchandising. And it 
produces results. To develop a_ satisfactory 
volume in sales a thorough knowledge of appli- 
cation is necessary. Sales plans which have 
appeared to have merit have failed due to the 
absence of this most important feature. 


0 YEARS of practical application qualifies 
us to furnish comprehensive information on all 
phases of the business to you and your sales- 
Each subject is covered in a separate 
Answers to practically all problems 


men. 
treatise. 
or questions are supplied. 


Copies of each treatise in sufficient number 
for your sales force are sent weekly. This 
provides for mastery of each problem in its 
turn and avoids the confusion of having too 
many ideas to digest at one time. The series 
complete constitutes a manual with a wide 
range of valuable sales information. 


Take advantage of this unusual 
offer. No obligation is involved. 
Neither does it matter what line 
of ribbons and carbons you are 
selling. You can doa better job 
after taking Buckeye training. 
Write for details. 


THE BUCKEYE RIBBON 
& CARBON CO. 


1458-68 East 55th Street 
CLEVELAND, O. 
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ECKERT BOOTH FEATURE OF ALLENTOWN FAIR 

The annual Allentown, Penna., fair was held Sep- 
tember 20 to 24 inclusive and attended by thousands 
from Allentown and outlying territories. In the main 
exhibition building the local office outfitter, Royal H. 
Eckert, Inc., of 18-20-22 North Sixth street, exhibited 
a complete line of office equipment, typewriters and 
stationery attractively arranged and attended by 
salesmen. 

Descriptive folders and blotters were distributed to 
everyone and active prospects were gathered in a novel 
manner. Postcards with a space provided for the 


insertion of the name and address of anyone known 
to be interested in the purchase of a typewriter, were 
given to visitors who signed their own names and 





A FEATURE OF THE ALLENTOWN FAIR.—This display booth 
was maintained at the Allentown (Penna.) annual fair by 
Royal H. Eckert, Inc., office equipment and stationery dealer. 
The exhibit consisted of L. C. Smith & Corona typewriters, 
Security Steel products, Victor adding machines, Leopold 
and Imperial desks, Sikes posture chairs, Gregson leather 
chairs, Gunn bookcases, Meilink chests, Sight-Lights, Guild 
stationery products. 





addresses (to be kept confidential) after filling in the 
prospect’s name. The postcard was then either left at 
the booth or mailed in to the store and when the 
prospect is sold, the party who turned in his name, 
receives free of charge a valuable fountain pen. This 
manner of collecting good prospects proved effective 
and at the same time created good-will for the store 
amongst the recipients of the free pens. 

The most prominent lines displayed were: L. C. 
Smith and Corona typewriters, Security Steel products, 
Victor adding machines, Leopold and Imperial desks, 
Sikes posture chairs, Gregson leather chairs, Gunn 
bookcases, Meilink chests, Sight-Lights, Guild station- 
ery products and a beautiful line of Christmas cards. 

A number of sales were consummated right on the 
grounds and orders are being filled daily from the 


prospect lists. 
—<—-e 


PHYSICAN USES DICTAPHONE INSTALLED 
IN CAR 

In the October (1937) issue of OFFICE APPLIANCES, a 
brief description was given of a novel “in-car-type- 
writer-stand,” designed and used by Dr. William Edwin 
Ground, physician and surgeon of Superior, Wisconsin. 
Dr. Ground is still making good use of the typewriter 
stand, but, as it is sometimes not convenient to imme- 
diately write out a dissertation on medicine or surgery, 
the doctor has installed a Dictaphone in his automo- 
bile, the device being driven from the battery in the 
car. Using a Dictaphone in his city office to a consider- 
able extent in recording his thoughts on a medical or 
other subject, Dr. Ground found it very convenient to 
carry another Dictaphone with him on his numerous 
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SPEED-UP YOUR 
SALES WITH THE 





































e You can make bigger profits by increasing 





your turnover. And there are 58 reasons why 
A-S-E Aurora files sell faster—58 Balanced 
Design features which your customers can 
understand and recognize as outstanding 
values. 

Balanced Design is the development of 
A-S-E engineers. Their 25 years’ experience 
in designing and building high quality files 





has enabled them to create exceptional value 
in this superior line. Improvements have 
been developed to the point where every de- 
tail of construction, no matter how incon- 
spicuous, is on a quality par with every other 
design feature and mechanical part. There 
are no flaws to gloss over: every feature is a 
real sales point which can be sold as force- 
fully as every other one. 

You can meet the size and price require- 
ments of every one of your customers with 
nationally advertised A-S-E Aurora files. Be 
sure to get a copy of the new 72-page catalog, 
containing information about the _ profit- 
building 58 Balanced Design features. Mail 
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the coupon today. There is no obligation. 

























AY RD Q UP Bitrterctteee 


Aurora, Illinois 






Send me. without obligation, the new 72-page catalog of 


C 0 Mi PA N y { N C A-S-E Aurora “Balanced Design” Filing equipment. 
| s 


618 JOHN STREET | 
AURORA, ILLINOIS 


Address 


City. 
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Standard BOORUM & PEASE ‘Visible PRONG BINDER 





Follow the Line of 
LEAST Sales RESISTANCE 


BaP 


BOORUM & PEASE 
Standard BOORUM & PEASE PRODUCTS 


NOTEAR Sheets and Indexes 


—— 





@ There are three reasons why stationers find such a 
ready acceptance of Standard Boorum & Pease blank 
books and loose leaf products. 


First: the reputation for superior quality, which these 
products have enjoyed for almost a century. 


Second: their outstanding efficiency and value, due to 
expert designing, selected materials, and masterly 
workmanship. 





Standard BOORUM & PEASE 


UNIVERSAL MULTIPLE PUNCH Third: the completeness of the Standard Boorum & 


Pease line, which includes every conceivable type of 
modern record keeping equipment. 





Standard BOORUM & PEASE The Standard Boorum & Pease products shown here 
COLUMNAR are but a few of the hundreds of blank book and loose 
: leaf items that stationers are finding to be “best sellers’’ 

today. 


BOORUM & PEASE COMPANY 


General Offices 
84 Hudson Ave., Brooklyn, N. Y. 


BOSTON CHICAGO ST. LOUIS 
29 Otis Street 538 So. Wells Street 212-214 So. 7th Street 











VISIT OUR NEW YORK DISPLAY ROOMS AT 349 BROADWAY 
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trips. In this way, when in the mood to put his 
thoughts on record, it is only necessary to turn to the 
rear seat of the car and start the Dictaphone going. 
Sometimes, the doctor says, dictating to a recording 
machine is more conducive to thought than putting 
them down directly on a typewriter, although he still 
carries the latter with him on his trips. 

The Dictaphone is installed on a special desk, the 
same support as used for the typewriter. Now the 
doctor finds that he is given more and more to the re- 






DR. GROUND USING HIS AUTOMOBILE 
DICTAPHONE 





cording of his thoughts when they occur to him on a 
trip. Many professional men and others, having seen 
the doctor at work in his car, have asked him about 
the working of the devices. Others have appealed 
to him for information regarding the construction of 
the typewriter stand, having read of the special ar- 
rangement in OFFICE APPLIANCES.—JEH 

oa 





DuPONT FEATURES ESTERBROOK.—This window display 
was maintained recently at the boardwalk exhibit of the 
DuPont Company at Atlantic City and featured the Re-New- 
Point fountain pens and Push pencils of the Esterbrook Steel 
Pen Manufacturing Company. Maintained for three weeks 
preceding Labor Day, the window was viewed by more than 
250,000 persons. 
a os 
OLIVETTI INTRODUCES THE “EXPORT BO” 

From Ing. C. Olivetti & C., S. A., Ivrea, Italy, we have 
received a copy of the company’s export house maga- 
zine, the “Export Bo.” The organization manufactures 
office machines. 

“Export Bo” is a sixteen-page book replete with inter- 
esting photographs pertaining to business activities of 
Olivetti and its many agents throughout Europe. A 
special feature are the captions, a great many of which 
are written in several languages including English, 
French, Italian, Flemish and German. 

The Olivetti organization is to be congratulated upon 
the clever and pleasing format and unusual variety of 
the photographs of “Export Bo.” 
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THE 


MULTISERVE 
ALIGNER 


A Practical 
Completely Efficient Method 


of Handling Carbons-Forms 


The “Little’’ Multiserve Aligner is the first 
completely economical and efficient method 
of handling carbon paper in assembling and 


writing forms, letters, invoices, etc. 


It is a strong collator and backing sheet 
which works smoothly in all typewriters. The 
operator has constant knowledge of the 
writing position by quarter, half, three quar- 


ters and last ten lines of the page. 


Paper and carbons placed within the Multi- 
serve Aligner cannot slip nor alter their posi- 
tion in the typewriter. Absolute registration 


is assured. 


More Profits for the Dealer 


The Multiserve Aligner is a great sales stim- 
ulator. It is fitting that at this our fiftieth 
anniversary we should introduce this new 
useful device which increases user accept- 
ance of ribbons and carbons and opens the 
doors of untold new prospects to dealers 


handling the Little line. 


Investigate this money earn- 
ing exclusive opportunity. 


Oldest Exclusive Manufacturers of Typewriter 
Ribbons and Carbon Paper 


oll effe ITTLE,. . 


MANUFACT URERS 


Factory Rochester, N. Y. 


1888 -- GOLDEN ANNIVERSARY -:- 1938 




















AUTOMATIC 
DUPLICATOR $ 5 O50 


Retail 
Price 


Compare the exclusive features of this remark- 
able duplicator with any other machine at 
anywhere near this price — 

@ Automatic Front Paper Stop 

@ Rubber Roller Releaser 

@ Closed-in, Leak Proof Drum 

@ Automatic Feed 

@ Automatic Paper Counter 


ALL-METAL 
CABINET $1] $50 


Retail 
Price 


All-metal cabinet, 17 x 30 x 31 inches high — 
especially designed for Hilco. Solidly built, 
crackle finish throughout . .. Very convenient 
— Equipped with two sliding trays and supply 
cupboard. ADJUSTABLE FEET. A utility and 
convenience you should not be without. 


HEADQUARTERS for SUPPLIES 


Specify HILCO inks and stencils and other 
supplies for clean-cut clear impressions, for 
perfection of the finished work. 

Write for Catalog and Prices 







HILCO CORPORATION 


1512 MERCHANDISE MART e CHICAGO 
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NORTHWEST TRAVELERS NOTES 
By A. J. Nordstrom, Correspondent 


Members of the Northwest Travelers Club and sta- 
tioners throughout the seventh district extend their 
heartfelt sympathy to the family of Richard Conell, 
salesmanager of the Stationers Loose Leaf Company, 
Milwaukee, who passed away in Chicago on Sunday, 
September 25, 1938. 

a * z 

Ed Hanson could hardly wait the ending of the 
stationers’ convention, and reports are that he was in 
a jittery mood throughout the meetings. The explana- 
tion being that Eddie wants to get back home, and 
join Ray Clarke, Art Grayston, Vic Irgens and Bob 
Davis for the opening day of duck hunting season, 
Saturday, October 1. Roy will bring along the new 
scattergun, built especially for his type of shooting. 

* * * 


Bart Dahlberg, the Midlander, has a new pair of 
hunting pants, which apparently were built for Tiny 
Roos, while Ed Hansen is trying to squeeze his ample 
frame into a pair of pants intended for a hunter of 
considerably smaller dimensions. 

* * a 

There will be no living with Casa Fleet, if the 
Gophers should take Nebraska, he is now making life 
unbearable for those who have had the temerity to 
question the abilities of his favorite team, since white- 
wash of the Washington Huskies. Stan Griebel is an- 
other football fanatic, who does his best to make life 
miserable for scoffers on the prowess of the Gophers. 
Herb Olson, Herb Hall and Archie Hoffman of Japs 
Olson Company are also season ticket holders at the 
Memorial Stadium for all home games.as well as for 
several of the out-of-town games. Karl Castle thinks 
Notre Dame the outstanding team of the country and 
is usually well covered when he hits the Twin Cities. 

* ok * 

Karl Kiesel, the “Tall Coach” according to the Ne- 
braska Rooter Kings, Ruddy Johnson and Al Charle- 
ville, is in for a lot of kidding when he next gets to 
Omaha. Don’t say we didn’t warn you, Karl. 

* + * 

Ed Friedman, Signateer, was caught in the East 
Coast hurricane while on a visit to the Signet Ink 
Company factory at Gloucester, Mass. Aside from a 
bit of a scare our Eddie got back in good shape. 

* * * 


We understand that Western Union stocks took a 
decided upturn, the cause could be traced directly to 
four Conventioneers, who developed a sudden propen- 
sity for sending telegrams... . 

* = * 

The Twin Cities were well represented at the national 
convention by Sterley Jerue, Tom Carpenter and Floyd 
Kongsvik of St. Paul and Arthur Walker and Ed Hansen 
of Minneapolis. Harold Hoffman of Hastings on the 
Mississippi was also seen on the train. Bill Goff, Inc., 
of Madison, Wis., sold Harry Stuldreher, coach of Wis- 
consin University football team, an Ediphone dictating 
machine, which the coach uses during practice as well 
as during the games to dictate his comments on the 
various plays, errors, if any, etc. This might be a 
thought for you purveyors of dictating machines. 

* + oa 

Al Sundberg, the Duluth flash, saw the Minnesota- 
Husky game on September 24, then spent part of 
Sunday golfing at Riverview in South Saint Paul. Fred 
Johnson, the Duluth Kingpin Bowler, has polished up 
his bowling ball and unpacked his bowling shoes, in 
preparation for the winter bowling season in Duluth, 
as well as the American Bowling Congress finals which 
are held at the end of the season. Fred usually par- 
ticipates in the prize money at this event, and hopes 
to be up among the top ten this coming year. 

* * * 


The “Sage of Omaha” is picking Nebraska against the 
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These Iwo Invincible Lines 


a Big Hit with Dealers 


At the 
NATIONAL STATIONERS 
CONVENTION 
CHICAGO 


The Invincible Exhibit at the 
Palmer House attracted unusual 
interest—with dealers greatly en- 





thused over the sales punch in these 











two Invincible ‘Leader’ Lines. 
Center of attention was the remarkably attractive line of Invin- 
cible Modernaire Desks—as rugged and sturdy as they are 
beautiful in design and finish. Beautifully matched business 
furniture—including executive and typewriter desks, and office 
tables—all with modern construction and convenience features 
that build profits for dealers. Shown here are front and rear 





views of the double pedestal flat 
top desk—outstanding favorite of 

















the Invincible Modernaire Desks. 








AND THE POPULAR FULL-SIZE 
JUNIOR NON-SUSPENSION FILES 


No wonder this quick-turnover file line continues to make a hit 
with dealers! It has the features that “click” for steady sales 

because it’s built to meet today’s needs for economical, practical 
and efficient filing service. Neat, sturdy, dependable cases—in 
both LETTER and CAP sizes—with beautiful baked enamel 
finish, new hardware, easy-operating drawers, and positive lock- 
ing compressor. What's more this rugged line is priced right 
for fast, profitable sales. Write TODAY—for complete details 


and prices. 


INVINCIBLE METAL FURNITURE CO. scnivovice,"wisce 


o 
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LIFTS, 
rather than 
pushes sheets 
up over the rings. 
Reduces wear. 
Binder closes easily. 


SO SLIDE - OPERATING 
@ The AUTOMATIC SHEET LIFTER is one 
of the several outstanding features of the 
S-O ring binder. It positively prevents the 
sheets from jamming on the rings because it 
gently lifts them over with practically no fric- 


tion on the ring itself. As a result, sheets 
last much longer in S-O binders. 








Sheets are jammed 
at the base of the 
rings wearing them 
out at the punch 
holes long before 
their time. 















i The S-O binder contains the first major im- 
The S-O Pull-Push Action—No Springs  Provements in ring binders in 25 years. With 
cB Ne Pinched Fingers “Sheets do notly —_ these improvements stationers are again able 
Sheets are easily inserted even thoush to get their normal profit from this class of 
binder is filled to capacity. ; re 
merchandise. Customers are willing to pay 


ADS al for the added convenience and the added 
Pee Ng <q ___ life of sheets in these new binders. 


With the FAULTLESS established policy of 
no direct selling, dealers are assured of their 


full profit in handling all FAULTLESS lines. 


STATIONERS LOOSE LEAF COMPANY 


Recessed Label Holders—Save time in NEW YORK MILWAUKEE CHICAGO 


locating the right binder among many 


Labels may bz changed at will 524 NORTH BROADWAY 

















This jamming has long 
aggravated users of 
ring binders. The 
FAULFLESS S-O 
SLIDE - OPERATING 
ring binder eliminates 
the trouble 
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field again this year .. . but is moanin’ low at this 


writing ... his wail being ...noline...no... 
reserves ...no backs... in short he reminds us of ou 
own Bernie except that Rudy carries his to “oil leases” 
as well as football. 








SHAW-WALKER’S OFFICE PLANNING SERVICE DID THIS!— 
Shown here are the compilation and accounting departments) 
of the Reuben H. Donnelley Corporation as they appeared| 


after being subjected to a complete “house-cleaning” by the 
office planning service of the Shaw-Walker Company, Muske- 
gon, Mich. After installation of the Triple-Duty counter files 


and Skyscraper desks it was found that much additional space) 


had been created and general work had been speeded up. 
ER cial So ea 
WILLIAMS BECOMES WESTINGHOUSE VICE- 
PRESIDENT 

Frank B. Williams, Jr., former vice-president and 
sales manager of the Diehl Company, a subsidiary of 
the Singer Manufacturing Company of Elizabethport, 
N. J., last month became a vice-president in charge 
of the merchandising division, Westinghouse Electric 
& Manufacturing Company. He will make his head- 
quarters at Mansfield, Ohio. 

Mr. Williams takes to his new position a long ex- 
perience in the electrical field and is thoroughly con- 
versant wth the merchandising division which con- 
ducts the company’s business in refrigeration, air 


conditioning, ranges and heating appliances. 
cl igen 3 


PAGING B. M. DECKER 

The present whereabouts is desired of Brady Mar- 
sennie Decker, a typewriter mechanic who specializes 
on L. C. Smith machines. Mr. Decker is described as 
being five feet eight inches tall and weighing 150 
pounds. He has a ruddy complexion, blue eyes and 
gray hair and is partly bald in front. He speaks quietly, | 
is stoop-shouldered and usually wears a brown or gray) 
suit. Anyone knowing the whereabouts of Mr. Decker}! 
is asked to communicate with OFFICE APPLIANCES. 





MEET 























A type and size for every need. Model 24-A shown. 


Sher-Man Tubular Steel Stands give you a com- 
plete line of quality stands, including light- 
weight, regular, and heavy-duty models for use 
with any type of business machine. You can 
meet any customer’s needs correctly and eco- 
nomically. 

Sher-Man Stands give extra convenience and 
usefulness, plus the safety of a rigid, strong 
stand, and easy portability. 

Write for general catalog with complete list- 
ings of all models, for business machines, type- 
writers, directories, reference books, card files, 
telephones, etc. Also sorter trays and stools. 

See how quickly and easily you can get an 
added profit through adding a Sher-Man Stand 
to the sale. 


SHERMAN-MANSON MFG. COMPANY 
625 South Kolmar Avenue . Chicago 


mG IA 


BUSINESS MACHINE STANDS 























182 





2 
The Improved “602 
BY CALVERT 

The above lamp has a totally indirect arrange- 
ment that eliminates all glare from the bulb; 
yet it allows a soft indirect light without glass 
or trick gadgets. 

The unique vent cap (an additional feature 
this year) allows the heated air to escape; yet 


no light is visible. 


List Price $14.00 f.0.6. Baltimore 


THE CALVERT LAMP COMPANY 
Baltimore, Maryland 








NQUIRIES 


solicited 


from progressive dealers in position 
to do justice to the sale and dis- 
tribution of a quality line of Type- 
writer Ribbons and Carbon Papers. 


For 35 years, the responsibility and 
resources of the manufacturer of 
CROWN Products have been equal 
to every emergency. 


Write in for samples and full par- 
ticulars. 


Crown Ribbon 
& Carbon Mfg. Co. 


Rochester, New York, U.S.A. 
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RAND McNALLY PUBLISHES UNUSUAL WORLD 
ATLAS 

The Rand McNally Company, 536 South Clark street, 
Chicago, has recently published a world atlas which, 
by virtue of the inclusion of a number of unusual 
features, is one of the most complete books of its 
kind ever issued. 

The book is entitled “Rand McNally Standard Atlas 
of the World” and consists of 382 pages measuring ten 
by six and one-half inches. It is bound in a hand- 
some blue and black cover. 

The usual atlas features are exceptionally well pre- 
sented. There are eighty-five maps—almost all double- 
page size—of continents, states and counties supple- 
mented by descriptive text and pictures. These in- 
clude twenty-four historical maps, sixteen economic 
maps of the United States and one showing the terri- 
torial growth of America. Several relief maps of con- 
tinents afford the student an opportunity to see the 
natural contours, the great geographic units and 
divisions of mountain and river systems of the world, 
unobstructed by political boundaries and place names. 

Students of the solar system will find a series of 


illustrations explaining this fascinating study in the 





most simple language. Phases of the moon, reasons for 
solar and lunar eclipses, the orbits of the earth and 
other planets, refraction of light and the theory of 
the tides, are all pictured and described in a clear and 
understandable manner. Two more pages contain 
maps of the stars in both hemispheres with an ex- 
planatory text on how to relate the maps to the night 
sky. Several more pages follow describing the mys- 
teries as well as the intriguing facts of the heavens. 
Under a general heading of “The Stars of Our Uni- 
verse” the facts given include stellar distances, stellar 
sizes and magnitudes, constellations, hovae or “new 
stars,” nebulae, the Milky Way and the apparent 
magnitude of the sun, moon and planets. 

The book is more than an atlas in that its special 
features, hitherto found generally in geographies, dis- 
tionaries and encyclopedia, make it a combination of 
them all. 


Whole chapters (or tables) are devoted to the fol- 
lowing matters: 


Chronological review of aviation history, air-line 
distances between fifty American cities, interesting 
and historical facts of each state of the union, de- 
scriptive facts of the same, organization of the United 
States government, results of all presidential elections, 
voyages of discovery and exploration, interesting 
places in the United States, geographical names in 
occasional current use, principal lakes, mountains and 
rivers of the world, principal bridges, canals, water- 
falls and tall structures of the world, altitudes of 
principal world cities, seven wonders of the ancient, 
scientific and natural world and a pronouncing ga- 
zetteer of principal world places. The subject coverage 
of this remarkable atlas makes it a valuable book for 
the home, the school and the business office. 

In addition to the maps outlined above there are 
also U. S. highway and U. S. railway maps, U. S. public 
land survey system map. Indexes of United States 


' counties, cities and towns and an index to coun- 
| tries of the world complete the book which is priced 
| at $3.00. 


<> 


FOREIGN TRADE DISCUSSION PLANNED 
As a means of aiding industry in its foreign trade 


| problems the Bureau of Foreign and Domestic Com- 





merce has accepted an invitation of the National 
Foreign Trade Council, Inc., to help conduct a series 
of group discussions at the National Foreign Trade 
convention in New York City on October 31. 


In this connection H. B. McCoy, acting chief of the 
specialties division, said he will be glad to have ques- 
tions submitted for discussion at the office equipment 
industry meeting on November 1. In the afternoon 
matters of interest to exporters will be discussed. 
























22 East 40th Street, 


“7 r e e&, e 
Electric with Subtraction 


8 columns adding 9 





registers in all capacities . . 


ALLEN 10 Key Calculators. 


Write for Catalog No. 20 describing the com- 
plete line of R C ALLEN Figuring Machines. 


ALLEN CALCULATORS, 


’ ? ’ ’ | | and | columns 


straight adding and with direct sub- 
traction hand and Electric . \ 
RC ALLEN offers such a complete 
line equipped with VISIBLE DIALS, 
VISIBLE PRINTING and AUTO- 
MATIC CLEAR SIGNALS. 


Also Portable Adding Machines six 
to eight columns... adding cash 


-and RC 


INC. 
N.Y. 


ADDING 
+ Japoinc 
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mS KELEAN” 


Unground Ball Bearings for the 
Metal Office Furniture Industry 





(U. 8. Patent 1,782,622. Canadian Patent 324,059. Other patents pending.) 
All parts machined from bar stock and _ heat-treated, 
outer races are one piece and can be made in any desired 
shape. (No soft stampings used whatsoever.) For cradle 
slides our ball bearings and rivets are in one unit for 
quick assembly. 95% of filing cabinet drawer slides in 
United States and Canada operate on “Kilian” unground 
bearings. Samples made to your specifications. 


Kilian Manufacturing Corporation | 


107 North Franklin Street Syracuse, New York 


as 


CARBON 
PAPERS 

















TYPEWRITER 
RIBBONS 


Developed for a 
Discriminating Trade 


The Codo Manufacturing Corporation was built 
by salesmen. It was established and is now mak- 
ing progress because these men knew that better 
grade carbon and ribbon is in demand and can 
be sold in large volume if uniform results can 
be assured. The success of Codo Ribbons and 
Carbons is proof of their better quality. The 
fact that these products are sold in profitable 
quantities at various markets testifies to the op- 
portunities now available elsewhere. Write for 


details. 


Codo Manufacturing Corp. 


Coraopolis, Penna. 


New York Chicago 
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CHARLIE LIPMAN ENJOYING A SILVER 
ANNIVERSARY 


Twenty-five years ago Charlie Lipman, still in short 
pants, took employment with the George B. Graff 
Company in the hope that the relationship might 
be more or less permanent. Apparently, Mr. Graff 
and Charlie were satisfied with the arrangement be- 
cause Charlie is now finding genuine pleasure in-com- 














CHARLIE LIPMAN 


pleting a quarter of a century of service with the 
George B. Graff Company. 

Shortly after he bought his first long pants suit, 
Charlie started out in the field as a sales representa- 
tive. He has been calling upon dealers in all parts 
of the country ever since, contributing largely to the 
steady development of Graff business. Until the last 
three or four years his activities were confined to 
smaller territories. Of late he has been covering the 
country, frequently in the company of the Graff rep- 
resentative in a certain area. 

Genial, informed, cooperative, Charlie Lipman is a 
welcome visitor of stationers everywhere. 

—<—-e 

COOK BECOMES BRANHAM VICE-PRESIDENT 

The board of directors of the Branham’s, Inc., 316 
North Robinson avenue, Oklahoma City, recently an- 
nounced the election of Al Cook to the position of 
vice-president and sales manager. 

Only thirty years old, Mr. Cook, who has been 
acquiring prestige as general line salesman for Bran- 
ham’s for the past six years, has been connected with 
the stationery business since 1925. 

He started as stock clerk with the Standard Office 














AL COOK 


Supply Company, where he later headed the shipping 
department, and in 1928 went to work for the Western 
Bank and Office Supply Company traveling the East- 
ern Oklahoma territory. He has been with Branham’s 


since 1932. 
A civic-minded young man, Mr. Cook has been par- 





on october twenty-eighth 


the new Speed-a- print! 


153 NORTH MICHIGAN AVENUE, CHICAGO 
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Consolidate 
YOUR BUYING 


TYPEWRITERS 

Underwood Typewriters. Royal Typewriters, New 
Portables (all makes and models) and Underwood 
Fanfolds. There is no better Rebuilt Typewr.ter than 
the Shipman-Ward Rebuilt. We carry a complete stock 
of typewriters, at all times, Rough and Rebuilt. A trial 
will convince you of the superior quality of our type- 
writers. 


TYPEWRITER PARTS 
All Makes. 


SUPERFINE PLATENS 
For all makes of typewriters, adding machines. dupli- 
cators and multigraphs. 


JAPANNING 
For all Office Equipment. 


DUO NICKEL PLATING 
For all Office Equipment. 


WELDING 
For all Office Equipment. 


TOOLS 


All makes of Typewriter Tools. 


SUPPLIES 
Ribbons, Carbon Paper, Secretarial Stands, Typewriter 
Pads, Heyer Duplicator Supplies. 


SHIPMAN-WARD MFG. CO. 





325 N. Wells St. Chicago, IIl. 
LOS ANGELES MINNEAPOLIS MONTREAL 
1019 S. Main St. 116 S. Fourth St. 20 St. James St. West 








eT DE OUT Money Maker.. 


because there's 


NOTHING QUITE LIKE IT! 
Ordinary paper punches don’t compete 
with “TWIRLIT.” for it's in a class by itself. 
An amazing capacity of 150 sheets (2” 
thickness) at one time. “TWIRLIT” has a 


story for you—a sound merchandising 
plan, with a new longer discount scale, 
and three handsome “TWIRLIT” models 
with a price range of $12.50 down to $2.50. 
The demonstration counter display (pic- 
tured below) complete with '-inch thick 
pad, plus clever, sales stimulating folders, 
and catalog sheets for your salesmen, are 
free with your order for a “TWIRLIT” dem- 
onstrator. 

Send for our lucrative sales plan — TODAY 


MUTE SEL BINDER CO. 


BOWERAVEN 
AGERSTOWN. MARYLA 


Manufacturer’ 


igants Wanted 
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ticularly active in the Junior Chamber of Commerce. 
He served as president of the Oklahoma City Junior 
Chamber in 1936-37 and was chosen by the United 
States Junior Chamber of Commerce as recipient of 
the 1937 “Golden Key” award for outstanding service. 

“Mr. Cook has made a good record with the com- 
pany,” Don L. Branham, president of Branham’s, Inc., 
told OFFICE APPLIANCES. “He has made some very 
outstanding installations and is well recognized in the 
field.—_EVH = 





YIPPEE!—Or words to that effect. Here we have Merrill “Hoss- 
Wrangler” Hasty and Herb “Mustang” Morgan, paradin’ the 
main drag of Sioux Falls, S. D., in their ten-gallon hats to 
advertise the national corn-husking contest to be held in that 
thriving city next month. When the boys are not chamber-of- 
commercing they work for the Sengbusch Self-Closing Ink- 
stand Company and the Associated Stationers Supply Com- 
pany respectively. { 


a 


NEW ENGLAND TRAVELERS’ NOTES 

The autumn field day of the stationers and travelers 
was held September 14 at the Norfolk Country Club 
and was a success from every standpoint. Golfers, 
as in previous years, were divided into two teams 
captained by Wallace (Standard Diary) Lovett and 
Bill (Waterman Pen) Taylor, with the latter’s squad- 
ron losing by a scant thirty-two strokes. 

* _ * 

John J. Tracy, manager, New England News Com- 
pany, is home again after an extended trip with his 
family to the Pacific Coast, which included visits to 
all of the national parks. 

» * e 

We’re going to miss Lee C. Paddock, who with his 
family will move to New Jersey due to his recent 
promotion to eastern sales manager by the Wilson- 
Jones Company. 

* o * 

The well-known firm of Bromley & Company has 
moved into much larger quarters at 150 Causeway 
street, Boston, where officials will be glad to receive 
all their old friends. 

* 7. * 

The above news items were gleaned from the N.E.T. 

Club News, official organ of the New England Travelers 


Club. i 


FREE PARKING ASSET TO STATIONER 

The Economy Sales & Service Company, which re- 
cently moved into new quarters at 342 South Flower 
street, Los Angeles, Calif., successfully solved the prob- 
lem of securing “automobile” business by renting a 
parking lot next door. 

In Los Angeles, as in many other cities, parking 
space is at a premium upon the streets and only the 
businessman who spends the entire day in his office 
is apt to pay a comparatively high fee for parking 
in a garage or lot. 

So, reasoned F. Schubert, proprietor of the stationery 
business; if the auto trade is to be attracted, parking 
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© Always in the vanguard of the Stationers’ Cavalcade you will 















find those who are selling the Victor lines of Modern Business 
Equipment and Supplies— not only because they are saleable, 
popular items, priced right,so the dealer can make an attractive 
profit—but because the Victor sales organization in the field 
is primarily interested in helping the dealer to SELL more 


merchandise, more profitably, not in merely taking an order. 


If you are not handling the Victor complete lines, don’t over- 
look any longer, the profit opportunities they offer—write today 
requesting the Victor man to call and explain how Victor 


products lead to greater profits. 4 











































MAK-UR-OWN RECORDEX “VISIBLE RECORD TUBE INDEX  DUPLICATOR STENCILS 
INDEX TABS VISIBLE FOLDERS EQUIPMENT EQUIPMENT AND SUPPLIES 
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i | ‘ hes é = 3 £7 
STEEL PORTABLE FILING SUPPLIES STEEL FILING SORTERS, FOR CHECKS, UNIT FILERS 
FILES AND SYSTEMS CABINETS SALES SLIPS, LETTERS LETTER AND LEGAL 





CERTIFIED CERTIFIED STEEL DESKS DESK TICKET FILE 
TREASURE CHESTS SAFES AND TABLES SYSTEMATIZERS AND BINDER 
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\ THE VICTOR SAFE & EQUIPMENT CO.,INC..N. TONAWANDA.N. Y. 


a 











OFFICE APPLIANCES 


188 


BUILT +OR 


SHELVING 


STORAGE CABINETS 
WARDROBES 





WASTE BASKETS 







BOOKCASES 


LOCKERS 


FILING CABINETS 
4 Grades 





SECTIONAL 
EQUIPMENT 





SAFES 

The Steelcase Line reflects the highest achievements in 
modern office furniture design. It has won its way to leader- 
ship by delivering the utmost in service, appearance and 
durability. The line is complete. Every demand has been 


anticipated. It is built for ‘‘Better Business.”’ 


Why not fortify your business with the profit opportunities 


of Steelcase. Let us tell you how. Ask us today. 


[STEELCASE 


| Business Equipment 





METAL OFFICE FURNITURE COMPANY 


Grand Rapids, Michigan 
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facilities must be provided, and the next door lot was 
utilized. He recommends the plan to others desiring 


to cater to the automobile trade. 


The Economy & Service Company handles the Heyer 


line of duplicators and supplies in addition to its own 
line of stencils, ink and paper for stencil duplicators. 











ADVERTISING THE KAHN WEAREVER DUO PENCIL.—This 

fine display card was made by David Kahn, Inc., North Bergen, 

N. J., to aid dealers in introducing the company’s new Wearever 

Duo pencil which is equipped with blue and red leads. This 

item was fully described in the September issue “New Ma- 
chines and Devices” section. 


PENSKE TO TRAVEL FOR MEILINK 
C. C. Penske, for many years connected with the 


juvenile transportation industry, last month was ap- 


pointed a traveling representative of the Meilink Steel 
Safe Company, Toledo, Ohio. He will travel a territory 
consisting of New York (exclusive of the Metropolitan 
area) New Jersey, Pennsylvania, Maryland, Delaware 
and Washington, D. C. 

Prior to joining Meilink Mr. Penske was assistant 
sales manager of the Toledo Metal Wheel Company 





C. C, PENSKE 


and was purchasing agent for the Midwest Vehicle 
Corporation. He is well grounded in dealer assistance 
methods and takes to the trade a thorough knowledge 
of Meilink “Better Protection” line. 

- << 


U. S. ISSUES REFERENCE ON CANADIAN TRADE 

For the purpose of supplying American business 
interests with a convenient reference concerning pre- 
vailing laws which govern trading with Canada, the 
Commercial Laws.-Division of the Department of Com- 
merce has issued a booklet which will be of use to a 
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Sturges 


POSTURE ,CHAIRS 


WAREHOUSE STOCKS 
Wholesale Office Eq t { 
enson Street 


SOLD EXCLUSIVELY THROUGH DEALERS 


ow Wa Vaelcmol Mm aaentn: 


STURGIS POSTURE CHAIR CO. 


SHAUL TCIM VIL@SIICVAIN 








STARK 
CALENDARS 


Present 


AComplete Linein Desk 
Calendars for 1939 


The STARK line of Desk Calendars will appeal to 
the most discriminating. Stands are so constructed 
as to give the utmost in writing ease and are equipped 
with rubber bumpers to prevent scratching of desk. 
Our refill pads are printed on QUALITY bond paper 
and inserted in attractive cartons. 






Stark Calendar refills and stands 

are interchangeable with those 

of other manufacturers. ‘Y 
L 3 


Write today for our cata- , 
log and price list. —— 


STAR K 
CALENDARS, INC. 


525 S. Dearborn Street 
CHICAGO, ILL. 
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Here's Your Christmas Clean-up! 
Sell Them With Names In Gold! 


BOYCE POCKET FOLIOS 
This Counter Display Carton Contains: 
aoe é 12 Genuine Calf Skin Single Pocket 


Assorted Black and Tan; 


6 Genuine Calf Skin Pocket Folio, 






with Pad, Assorted Black and 
Tan; 


6 Genuine Calf Skin Heavy Duty 
Folio with Pad, Tan only. 


LIST PRICE $31.20 
Order this attractive display assort- 
ment. Sell them in quantities for 
gift or advertising purposes with 
individual and firm name in gold 
for Christmas delivery. 





BOYCE 
im pOCKET FOLIOS 






Start selling them now. An energetic 
sales person can do wonders with 
them. 

Write for further information 





for 


Friends 


A Useful Gift 
yourse? or 










A. E. BOYCE COMPANY 


WHOLESALE MANUFACTURERS 





Bovce LOOSE-LEAF Muncie, 
Building (BO Indiana 
BINDERS ~°FORMS 


gee’ (Ask for YOUR eatalog of Boyce 
——_—— Loose Leaf Binders and Forms, 
No. 44) 








Graphic 





DUPLICATOR ROLLS 


Statistics prove that today there are 
more gelatin duplicatorsin actual use than 
stencil machines. Every machine is a 
potential user of gelatin rolls or films and 
other hectographic supplies—which assure 
a substantial and repeating profit to the 
progressive dealer who can supply them. 

For more than 25 years Graphic Duplicator Rolls 
have been recognized everywhere for their uniform- 
ity, lasting quality and dependability. Only the 
highest grade of materials are used in our controlled 
manufacturing process to secure finest copying 
qualities. Graphic Rolls are furnished with spindles 
to fit any make of duplicator. 


Write us today for our dealer's proposition and 
our new illustrated Price List. 


GRAPHIC DUPLICATOR COMPANY 
148 Lafayette St. New York, N. Y. 


Manufacturers of Hektographs and Refills 
and Duplicating Machines and Supplies 
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number of firms doing, or preparing to do so, busi- 
ness with Canada. 

Entitled “Trading Under the Laws of Canada,” the 
study was prepared by Joseph H. Barkmeier, chief, 
Far Eastern and British Dominion section, Division of 
Commercial Laws. It is further identified as Trade 
Promotion Series No. 176. Copies are available at 
twenty cents each upon application to Superintendent 
of Documents, Government Printing Office, Washing- 
ton, D. C. 





ON A RECENT TRIP THROUGH WIS- 
CONSIN.—Bruce Covault, represen- 
tative of the Royal Typewriter Com- 
pany, dropped in on the Madison 
Typewriter Company, Royal dealers. 
Pictured outside the Madison dealer's 
headquarters are W. B. Bowden, head 
of the local company, and Mr. Covault. 
Both men reported Wisconsin busi- 
ness good. 


<-> - 


CHARLIE SMALL RECOVERING FROM ILLNESS 

“Uncle” Charlie Small, well-known manufacturers’ 
representative in the South, is a patient in the Georgia 
Baptist hospital at Atlanta, Ga., where he is reported 
on the road to recovery following a long and serious 
illness. He is still in the convalescent stage, however, 
and would like to hear from any of his many friends 
who find time to drop him a line or two. 





G-W ON DISPLAY.—This exhibition booth was a feature 
Globe-Wernicke Co., showing of wood office furniture at the 
recent hardwood lumber convention held last month in the 
Stevens hotel, Chicago. Five wood filing cabinets formed the 
major portion of the exhibit which attracted delegates to the 
convention by virtue of its simplicity. 
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This 4-color 
Advertisement 
occupied the in- 
side front cover 
August 20 issue 
of The Saturday 

Evening Post 
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Parker's Semi-Centennial 


finds The Parker Pen Company, as stated by TIME, the weekly news magazine, 


NO. 1 IN THE PEN INDUSTRY 


This year—1938—is Parker’s Semi-Cen- 
tennial year. Today its pedigreed Pens and Pen- 
cils are sold and favored in every nation on earth. 


For exactly 50 years The Parker Pen Company 
has received the loyal cooperation of pen retail- 
ers, and an ever-increasing public preference. 


Could this have been possible—not for a day 
or a decade, but for 50 years—if it were un- 
merited? What does common sense reply? 


We do not claim to be perfect. Occasionally 
some faulty product slips past our Argus-eyed 
inspectors. Yet—every independent survey for 
the past 10 years proves: 


(a) No other pen has so many owners who 
would buy the same make over again. 

(b) Almost as many people prefer Parker as 
the number choosing any other two standard 
makes of fountain pens combined. 

Regardless of what may be said, this is the 
acid test. Hence, if more people prefer a certain 
brand (Parker), to show that brand first will 
result in more sales and more profit. 


THE PARKER PEN CO. 


New York, Chicago, San Francisco 
Factories: Janesville, Wisconsin and Toronto, Canada 


isss * i938 
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Some one always beats the path, breaks the road, 
leads the way. This is just as true in industry as 
in history—and Hotchkiss is proud that in the 
stapler industry this company has served as leader 






HOTCHKISS Silver for sO many years. 
Wing Desk Model 5A 
As the oldest and the world’s largest manufacturer 
of stapling machines to the trade, Hotchkiss has 
seen every significant improvement in the modern- 
day stapler come as a result of this company’s 


pioneering. 


First to produce the streamline model — today’s 
HOTCHKISS Double , . - ee a 

Ss S inner x as x ond 

Sky Shaded 6A most popular design — first to establish every ac 

cepted standard, Hotchkiss will continue to lead 

the way in the stapler industry in the production 

of modern, efficiently designed, superlative ma- 





chines. 





HOTCHKISS No. 52 
Plier 


The complete line — complete in sizes, styles and 
prices — complete with staplers and staples for 
Vm every fastening purpose—is the meaning of 
Hotchkiss’ service to the trade. 


HOTCHKISS HA-SS 
SADDLE STITCHER LY (} | [ 7 K S S 


NORWALK, CONN. 






ces 
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WIS-ILL CLUB NOTES 


The crowd at the Wis-Il] Club meeting held Friday, 
September 23 reached an estimated total of sixty-five. 
The group included a number of visitors in town for 
the thirty-third N. S. A. convention held the week of 
September 26. The honor guests were Harold Hamp- 
ton, N. S. A. president; Charlie Garvin, secretary and 
general manager, and Ed Little, chairman of the con- 
vention banquet committee. Others who received spe- 
cial introduction were Fred Tracht, governor of the 
Sixth Regional District; Cless Burras, governor-elect 
of the Sixth Regional District, and Roy Moreland of 
the Schooley Printing & Stationery Co., Kansas City, 
Mo. Mr. Burras announced the Chico Golf meet to 
be held at the Glenbard course Friday, October 7. 

As president of the Wis-Ill Club, Harry Balch, pre- 
sided at the meeting following lunch. As customary, 
each man in the room introduced himself in turn. 
Then Mr. Balch presented Harold Hampton with a 
certificate of honorary membership to the club. Mr. 
Hampton responded briefly and was followed by Mr. 
Garvin who spoke enthusiastically about the prospects 
for an outstanding 1938 convention. 

The club’s “Your New Year’s Eve Date” party and 
inauguration ceremony for the new president will be 


held at the Webster hotel, Lincoln Park West, on | 


New Year’s Eve. It will be on the order of a birthday 
party and everyone is assured a most enjoyable time. 
Pe ae 


COMMERCIAL CARD INCREASES STAFF AND 
QUARTERS 

The Commercial Card System Company, exclusive | 

dealers in used and rebuilt visible filing equipment, | 

last month announced a program of expansion which | 

included the appointment of two new salesmen and | 





a 


é Lee Aah — = —a 
PART OF STOCKROOM OF THE COMMERCIAL CARD SYS- 
TEM COMPANY, NEW YORK, N. Y. 


renting of considerably larger quarters at 395 Broad- 
way, New York, N. Y. 
The new members of the sales staff are R. M. Story, 


formerly with Remington Rand, Inc., and E. Stelz who | 


was previously with the Acme Card System Company. 

In the new home at the above address the company 
has acquired much additional display space as well as 
a considerably larger storage place for its stock and 


supplies. 
ail aie 
OFFICE EQUIPMENT COMPANY SHARES ON 
SCHOOL PAGE ADVERTISEMENT 


Cooperating with other merchants of Mankato, | 


Minn., in a “Back to School” sale, the Office Specialties 
Company secured much additional business by taking 
the major portion of a full page advertisement in 
the local newspaper, the Mankato Press. 

Part of the copy of the advertisement, which was 
worked out by G. P. Hyde, manager and owner of the 


Manufactured by 


BRADNER SMITH & COMPANY 


333 S. Desplaines St. Chicago, Illinois 











BURNS XKneehole DESK 


For Portable Typewriter Dealers 


This desk of- 
fers new  op- 
portunity for 
profit. Prices 
only $6.00 to 
$17.00 list 


Chairs to 
match $3.20 
and $3.50. 





Liberal discounts. Shipped 
flat. Assembled quickly 


with scren driver. 





INCLUDE this 


desk in portable machine sales or sell it separately. 
Well made and attractively finished in two-tone 
brown and natural maple, all with green top. Two 
single pedestal models with two drawers, one with 
three; also double pedestal with six drawers and 
small accessory drawer on top of desk. All models 
have top book rails and pen and pencil holders. 
Send for full particulars. 


Burns Manufacturing Company 
1085 White Street Far Rockaway, N. Y. 




















194 


N ten years of grow- 
ing, Grippit sales have increased every 
year, including 1938. 


T must have merit 
and good merchandising behind it. 


T is, you know, the 
cleanest of all office pastes, the adhe- 
sive that cannot wrinkle paper. 






Boston, Massachusetts 











SALES ARE CREATED 
BY SELLING ITEMS OF 
s QUALITY 





Typists want 
value and 
service and 
ask for 
f Ian. 


Ras ew 
P2000 Munson Cushion 


Keys. 


Are you prepared 


to serve them? 


www 8 Oo 


INTERNATIONAL 


TYPEWRITER 


COG00006E609 


MUNSON SUPPLY Co., 348 Hudson St., New York City 


Please send information about the New Key 
—New Package and Counter Display to 




















Harriman-Welts Products Company | 
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Store, read: “Just in time for school. Corona an- 
nounces a brand new portable Corona Zephyr, now on 
display at our store.” Another line ran: “Students. 
We give special rates on typewriter rentals. Our 
rental typewriters consist of all makes, late models, 
and are completely reconditioned.”—APN 

—>-—__- 


TENACITY ISSUES CATALOGUE FOR 
BOOKBINDERS 

A new catalogue No. 36 for the bookbinding trade 
featuring a complete line of metal parts for binding 
loose leaf binders has just been issued by The Tenacity 
Manufacturing Company, Cincinnati, Ohio. 

Among the new items released are ring metals in a 
wider variety of stock sizes and capacities, a shift type 
visible record, a metal hinge record book metal for 


ENACITY 


VN 


B METAL PARTS LIST 








TENACITY’S BOOK- 
BINDING CATALOGUE 


holding photostat records and numerous developments 
in sectional post binder metals. 

In its foreword the company announces a revision of 
all prices and also states that all metals are guaranteed 


| to be mechanically perfect and protected against rust 
| by either heavy nickel plating or chemical rust pre- 


vention. 
i © 





UP-TO-THE-MINUTE TRANSPORTATION FOR ROYALS.—This 

modern delivery car is used by the Central Typewriter Com- 

pany, Salina, Kansas, branch of the Western Typewriter 

Company, well-known representative of the Royal Typewriter 

Company. The machine has all its lettering in red and gold on 

a gray background and is reported proving itself a fine ad- 
vertising medium. 


FEDERAL ORDER HITS HANCOCK PEN CO. 


Last month the Federal Trade Commission entered 
an order against Harry A. and Louis G. Rippner, who 
trade under the name of the John Hancock Pen Com- 
pany, 1514 Prospect avenue, Cleveland, Ohio, ordering 
them to “cease and desist from misrepresenting the 
value and quality of the fountain pens they sell in 
interstate commerce.” A bulletin issued by the com- 
mission concerning the case read in part: 

“Among representations to be ordered discontinued 
by the respondents are that their pens have a custom- 
ary retail value or price greatly in excess of the adver- 
tised price and are obtainable at a certain advertised 
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HOW $40, $100, and 5300 were saved 
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monthly with electrified office devices 


Greater Output 


Electrically driven devices 
increase production—-they 
are faster and can main- 
tain top speed hour after 
hour. The work is better 
and more uniform, and 
rejects are fewer. More- 
over, the operator is sub- 
ject to less fatigue and 
tends to make fewer errors. 
The job becomes more of 
a pleasure and less of a 
drudgery. 


Lawer Costs 


Here is the surprise you 
pay less to get more work 
done, and it’s done better. 
The work is_ performed 
quickly. Operators who use 
electric machines often 
have time for other duties 
because many electric office 
devices are semiauto- 
matic and require only 
periodic attention. Savings 
in time and reduced oper- 
ating costs offset the pur- 
chase price often in a 
short time—and electrical- 
ly driven devices have long 
life because of their 
smooth, even operation. 


Specify G-E MOTOR 


General Electric, although 
it does not manufacture 
office devices, has supplied 
up-to-the-minute motors 
designed especially for 
them since office devices 
were first electrified. If 
the machine you buy is 
equipped with a G-E mo- 
tor, you will get quiet, 
dependable motor perform- 
ance. General Electric, 
Schenectady, N. Y. 





ACCOUNTING MACHINES 

“These machines are fast and easy to 
operate, and we turn out at least 50 per cent 
more work,’ reports a large insurance 
agency. The office manager estimates a 
saving of $100 per month and the return 
of the original cost in three years. 


CHECK WRITERS AND SIGNERS 
Companies writing many checks can save a 
considerable sum each month by installing 
these modern electric machines. Savings up 
to $300 per month have been reported—an 
economy that means the return of the orig- 
inal cost in four or five months. 


MAILING MACHINES 

The purchase of an electric mailing machine 
made it possible for the switchboard oper- 
ator of a small company to stamp and seal 





outgoing mail as well as to attend to the 
telephone calls. The saving was about $40 
per month—nearly $500 a year. The machine 
paid for itself in less than a year. 


CALCULATING MACHINES 

In a timed test, an experienced operator 
made a computation in fifteen seconds with 
an electric calculating machine that it took 
five minutes to do manually—an example 
of the saving in time that can be made on 
jobs that require frequent calculations, such 
as price quotations. 


DUPLICATING MACHINES 

A publishing company in the Middle West 
modernized its addressing system by install- 
ing a motorized addressing machine. Re- 
duced operating costs alone—$1l00 per 
month—paid for this installation in one year. 


GENERAL & ELECTRIC 
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THAT BUGABOO 


The Yellow Peril 


The Cheap Yellow Pencil has today made the dealers in this 
country speculators. They might just as well have bought wheat 
for the prices of pencils have fluctuated just as badly during 


recent years. 


The General Pencil Company seeks to enlist the assistance 
of the dealers throughout the country in order to help us stabilize 
a commodity on which an excellent profit can be made, but only 


through stabilized conditions. 


We believe the basic cause of this unsatisfactory condition 
in the lead pencil industry is that dealers have believed they 
must sell a yellow finished pencil because it is symbolical of 
Quality of the five cent pencils. This is a fallacy, because many 
five cent pencils, also drawing pencils, etc., are made in colors 
other than yellow, and they enjoy an excellent demand. Furtner 
more, pencils with dealer's imprints can be made much more 
attractively, as there is almost an unlimited number of colors that 
can be used which will beautify the pencil and give it Quality 


appearance. 


The pencil manufacturers should also make their stock brands 
on pencils retailing at less than five cents in colors other than 
yellow. We feel that some of the leading pencil manufacturers 
will endorse this program wholeheartedly, but that the dealers 
must take the lead, and that they can, through the National Sta- 
tioners Association and the cooperation of the regional officers 


gain the support of all pencil companies. 


If this were done, it would, within a short time, correct many 
unsatisfactory competitive conditions which now exist, and put 
lead pencils on a merchandising instead of a purely price basis. 
Lead pencils in a given price class, when almost identical in 
appearance, can be affected competitively by the action of one 


manufacturer or dealer in a given territory. 


Signed: GENERAL PENCIL COMPANY 


R. A. (Weissenborn, President 











MAKERS OF PENCILS FOR THREE GENERATIONS 
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price for a limited time only, when such are not the 
facts; that they are different from and superior to 
pens of comparable price and equal in value to pens 
costing from five dollars upwards, and that they hold 
200 per cent, or any other stated amount, more ink 
than any ordinary fountain pen, unless such is the 
case.” 

The company is also prohibited from advertising its 
pens as possessing an unbreakable barrel and a “Dura- 
gold” nib unless and until the barrels are unbreakable 
and the nibs are of 14- karat gold fineness. 

>=. 

BOORUM & PEASE ISSUES NEW CATALOGUE 

Canceling a previous catalogue and a price list, a new 
blank book catalogue, listed as the No. 49, has been 
issued to the trade by the Boorum & Pease Company, 
84 Hudson avenue, Brooklyn, N. Y. 

This book, according to company officials, immedi- 
ately cancels Catalogue No. 48 and blank book price 
list No. 21. It also includes all additions to and changes 


BOORUM & PEASE COMPANY 
BROOKLYN 
new VORK 





NO. 49 BOORUM & PEASE CATALOGUE 


in the B. & P. line of blank books since the publication 
of the previous catalogue. 

Among the new items described and illustrated are 
social security time books, miniature account books, 
scrap books, photo albums, family expense, budget 
books, memo books and a wide variety of manifold 
books. 

Copies of the new catalogue may be obtained by 
writing to the Boorum & Pease home offices at the 


address given above. 
(oie 


TEXAS NEWS NOTES 

Friends of L. B. Clegg, president of The Clegg 
Company, who suffered a serious illness while on a 
vacation at Corpus Christi, will be pleased to learn 
that he is recovering. Although still confined to the 
Nix Hospital in San Antonio, his improvement has 
been steady, and he is expected to be about again 
within a short time. 

Mr. Clegg has been prominent in stationery circles 
for many years. His firm, which was founded as the 
San Antonio Printing Company in 1901, entered the 
stationery and business equipment field in 1910. He 
is a past governor of the NSA, Ninth District, and has 
taken an important part in local and district activi- 
ties. His son, William C. Clegg, is a past president 
of the NSA. 

ok * * 

R. P. Grieve, general manager of Maverick-Clarke 
Litho Company, and governor of the Ninth District, 
had this message to stationers, as he completes his 
term with the holding of the NSA convention in 
September: 

“During the year that I have been governor of the 
Ninth District, NSA, this district has been fortunate 
in that it has not been seriously affected by the re- 
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A PEN NUMBER SELLING 
ON SIGHT—THE YEAR ’ROUND 


No. 3123 “PENMASTER, JR.” 


Retails at 
$4.50 





it’s a Memory Masterpiece 


a more wanted item for the executive 
desk than this perpetual desk calendar with fountain pen. 
Solid walnut throughout. Felt-protected base. Esterbrook 
black fountain-pen fitted with corrosion-proof durachrome 
point. Chromium pensocket. Similar model (No. 3223) with 
twin pens retails at $7.50. And there are many other 
MEMORY MASTERPIECES. a number of them new to the 
trade in 1938, available NOW! You should learn what the 
up-and-coming dealers are planning to do with this exclu- 
sive line this season. Ask to see the new 1988 catalog 
of MEMORY MASTERPIECES JUST ISSUED. It pictures 
and describes each number in this amazing line—and 
lists prices and discounts. Ask for it NOW! 


FINCH & McCULLOUCH 


| MEMORY MASTERPIECES 


There couldn't be 
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STAINLESS STEEL FILE SIGNALS 


WILL ALWAYS suesieees 
STAY BRIGHT . 
























ee 
Made of thin-gauge stain- : 
less spring steel highly 15 j\ 
polished. Will not discolor 4 
cards or sheets. Easy to » 4 
No. 1 No.2 attach, relocate or remove; 
a= stay put and add practi- No. 2V—Low Tab 
Window cally no bulk to a record. Large Window 


TYPES FOR ALL FILING SYSTEMS 
Steady Profits For Live Dealers! 








Made in 12 colors ; i —e Write for this 

wilt So agape TTHTVALN ee FREE CARD 

amels—plain or OF ACTUAL 
with let- SAMPLES 


printed 
ters of the 


bet, 


alpha- | 
day of the 
' 
t 





week and month, Rye : Bee i 
months of the | iA i i qj 
year A type for ae ' vai U 
every modern fil- 

ing requirement 

Useful sample card shown above sent on re- 
quest to all dealers looking for a steady good 
profit line. 


THE H. C. COOK CO., 14 BEAVER STREET, ANSONIA, CONN 


“ONE HUNDRED PERCENT DEALER PROTECTION” 
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cession in business as have other sections of the coun- 
try. Business among the stationers in this district has 
held up very well, and it is only within recent months, 
or since the schools closed for the summer vacations, 
that business volume has shown any material decline. 
“The sales in business equipment have held up fairly 
| well, and an improvement is anticipated during the 
final quarter. Sales of business machines have dropped 
| off some, and typewriter sales have likewise been 
affected. These, too, look forward to a marked up- 
turn during the last three months of the current year. 
“Taking everything into consideration, the Ninth 
District will complete the year in fairly good shape. 
Men who have been engaged in the stationery and 
business equipment business for years look forward 
with confidence to an improvement during October, 
November and December. This district has not been 
so hard hit as others, crops have been good, new oil 
F VA N S V/ L L & D f S K S discoveries have helped, and with an improvement in 
building and general business conditions, the year 

should round out in good shape for all concerned.” 


OFFER THE ELEMENTS THAT CREATE SALES | Mr. Grieve expressed his appreciation for the co- 


Operation that had been given him during his term as 












The 60" x34" Desk 
from the Lorraine 
Group 






.. EVE APPEAL .. . | governor of the district—-BCR 
- _— 
. . . DEPENDABLE CONSTRUCTION inialiaais tity Simei time ial: eae 
..... MODEST COST | Harrison Cooper, well-known to the trade in many 
sections of the country, last month was announced 
The Portfolio of Designs, illustrating an attractive vari- ba os peat Pe a ee 
thie tare eae ssl > gleam “Mr. Cooper, who was formerly connected with the 


is yours for the asking. Please write for it. 


EVANSVILLE DESK COMPANY F ° 
BUILDERS OF WOOD OFFICE DESKS 
EVANSVILLE INDIANA 
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‘Luxuriously 
Associated Stationers Supply Company, also of Chi- 
cago, will travel an eastern territory from Pennsyl- 
vania to Maine and will handle exclusive sales of 


Dr. Scat type cleaner and renewer. 
- —_- 


Comfortable” 


Phat’s what secretaries 
and stenographers say 


about the Eff & C 


GETTING RID OF THE “ORPHANS” 

The Clegg Company of San Antonio, Texas, uses a 
simple and effective means for keeping its stock clear 
of odds and ends, orphan items, and similar merchan- 
dise. A small display table is placed at one side of 
the entrance on which such items are placed with an 
explanatory sign stating that these are odds and ends 
and specially priced. 

Where there are a number of items, or where an 


Posture Chair. Built 
in accordance with 
correct scientific pos- 


ture principles, ad- 








justable without tools, Eff & C No. 250-P 

; ; item does not sell from the table, a display is made 

deep cushioned and near the cash register, or where the greatest number 

trimly tailored, it com- DEALERS of customers stop. This never fails to move the mer- 
eee chandise within a short time. 


bines high quality and These plans have served to keep the stocks of this 


Compare the stylized comfort and 
true economy. a ETERS firm clean and modern. There are no left-over items, 
; ch ined a oa i no merchandise spoiled through becoming shopworn 
or damaged, and the annual number of turnovers is 
r oe ’ Y increased since all stocks are kept moving at all times. 
Ch e I ritz-Cross Com pany For a simple, inexpensive and effective method for 
2 clearing out slow-moving or dead items, this plan 





304 East - oe. Sai aul, inn. : : : 
304 East 4th St Saint Paul, Minn is recommended as getting the desired results—BCR 
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That Outshines All Competition In a 
Ready Made Popular Market! 


One that takes its place in a field where demand 
has been created but not satisfied, because of 
high prices. It remained for Wolber Engineers 
to perfect a fully automatic liquid duplicator 
at a price within reach of all. The Wolber 
Master Automatic is a triumph over high auto- 
matic duplicator prices, without sacrifice of 
quality or performance. 


Automatic Feed—Automatic Fluid 


This new, simple and efficient, fully automatic 
machine has many features found only in 
machines selling in a much higher price range. 
Automatic measured fluid and the Master 
push feed for paper not only afford ease and 
speed of operation, but also new economy and 
accuracy to duplicator performance. Other 
exceptional selling features are the internal 
drum copy clamp to insure perfect register 
and the half-turn roller release for half minute 
cleaning. 


Reproduces Anything Written, Drawn or Typed 


Wolber Duplicators use an instant drying, 
colorless and economical fluid. They reproduce 


MANUFACTURING CO. 
1203 CORTLAND ST. 
CHICAGO . . . Cable Address: ‘‘Wolbers Chicago”’ 


FREE! Send for your free copy of the attractive 
new 20 page brochure just out. It shows the 
entire Wolber line of Duplicating machines and 
Accessories and Supplies. Also complete infor- 


yp ~ mation on the Wolber dealer plan. 


anything written, drawn or typewritten, 
in from one to five colors, from a single 
carbon copy on anything from tissue to 
heavy card stock. 


Without the use of expensive, time-wasting 
gelatin, stencils, type, ink or ribbons, all 
Wolber Master Liquid Duplicators turn out 
bright, clear copies, as clean cut as a 
printed page, at amazing savings. No won- 
der these machines sell fast and stay sold. 


Specifications and List Prices 
of the Complete Wolber Line 


WOLBER MASTER AUTOMATIC. Automatic fluid, 
and paper feed. Up to legal size 8!” x 14”. Double 
paper guides, exclusive copy clamp and half turn roller 


release. 79 0 
Complete with Wolber Master kit e 


WOLBER DELUXE MASTER. Automatic fluid, hand 
paper feed. Up to legal size 8'»” x 14”. Double paper 
guide. Exclusive copy clamp and half turn roller 


release. 0 
Complete with Wolber Master kit a 


WOLBER LEGAL MASTER. Legal size sheet 81” x 
14”. Double paper guide. Exclusive half turn roller 
release for instant cleaning. 

Complete with Wolber Master kit s 


WOLBER LETTER MASTER. Letter size sheet, 8!” x 
11”. Double paper guide. Exclusive half turn roller 
release for instant cleaning. $91 5 
Complete with Wolber Master kit 3 


WOLBER JUNIOR MODEL. Takes sheet 61%” x 9!5”. 
Single paper guide. Ideal machine for restaurant and 


tea room menus, sales bulletins, etc. $14 95 
. 


Complete with Wolber Master kit 
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SUPER-PRONTO 








Pat. No. 2,061,485 


Before you buy Storage 
ask these 4 quedtions-! 


@ HAS IT AN AUTOMATIC STOP? .. NO OTHER CORRUGATED BOARD 
@ HAS IT A SLIDING SUSPENSION? . . STORAGE FILES OFFER ALL THESE FEA- 
@ HAS IT AS MANY AS 6 ROLLERS? . TURES. SUPER-PRONTOS ARE _ DELIV- 
@ HAS IT AN ALL STEEL BACK? ... ERED K. D. FLAT. 


KEEP THE LETTER SIZE IN YOUR STOCK 


PRONTO FILE CORPORATION, 349 BROADWAY, NEW YORK 
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DESCRIPTIONS OF EXHIBITS AT FIVE CENTURIES 
OF PROGRESS EXPOSITION 


(Continued from page 29) 

ART METAL CONSTRUCTION COMPANY, Jamestown, 
N. Y. Filing equipment, Postindex visible files and Airline 
desks were features of this exhibit. President A. J. E. Larson, 
Vice-President E. A. Keeling and Advertising and Sales Pro- 
motional Manager C. W. Simpson were among the ‘‘Art Metal’ 
representatives. ‘‘Postindex’’ was in charge of J. Arthur John- 
son, manager, agency sales, and C. J. Pettithory. 

ART SPECIALTY COMPANY, Chicago, Ill., displayed desk 
lamps, office smokers, students’ lamps and indirect lighting 
torcheries. President Robert Natenberg and Colonel Ernest Dal- 
ton were in charge. 

ART STEEL COMPANY, New York, N. Y., had on exhibition 
letter trays, display stands, greeting card racks and cabinets, 
salesmen’s tables, transfer cases, steel specialty items, as well 
as steel filing cabinets, storage cabinets, card index cases and 
cabinets, typewriter tables, cash, bond, office and security 
boxes. Among those present were Sales Manager Irving M. 
Levy, Joseph Burger, Leon Banov, eastern representative, and 
Elmer Krumwiede, middle western representative. 

ARTILITY METAL PRODUCTS, INC., Elkhart, Ind., in- 
cluded in their exhibit several models of posture chairs and 
steel office chairs, including the new Bodiform line of ‘‘conven- 
tional seating.’’ George Whiting was in charge. 

AUTOMATIC PENCIL SHARPENER COMPANY, Chicago, 
lll., showed their pencil sharpeners, paper clips and binder 
clips. President Sidney E. Collins was in charge, assisted by 
Joseph Strauss, eastern representative, and Frank Hughes. 

AUTOPOINT COMPANY, Chicago, Ill., had on display pen- 
cils, leads, erasers, knives, desk pads, Autopacks, leather 
(pocket) items, Postaletts and ‘‘Coloriters.’’ In attendance at 
this booth were C, N. Cahill, general manager; Roy Potter, 
sales manager; Tom Bledsoe, W. F. Frederickson and J. C. 
McCarthy, Jr., salesmen. 

BANKERS BOX COMPANY, Chicago, IIl., featured Liberty 
storage filing boxes, Liberty permanent storage binders, Staxon- 
steel collapsible storage drawers and Liberty string binders. 
During the week President H. L. Fellowes, Secretary-Treasurer 
W. J. Nickel, Sales Manager Folger Fellowes and John Fellowes 
were in attendance. 

BATES MANUFACTURING COMPANY, Orange, N. J., 
showed numbering machines and ink, staplers, Bates Mun-Kee 
pads and ink, automatic eyeletters and eyelets, perforators, file 
fasteners, telephone indexes and list finders. S. M. Babson, 
sales manager, was in charge, assisted by Parle Cooley, mid- 
western representative, and H. C. Lyles. 

BOORUM & PEASE COMPANY, Brooklyn, N. Y., had on 
display loose leaf devices, visible binders and sheets, bound 
books and county record books. John A. Uden was in charge. 

CARTER’S INK COMPANY, THE, Boston, Mass., featured 
inks, adhesives, carbon papers, typewriter ribbons, fountain 
pens and mechanical pencils. Karl Kiesel, midwestern sales 
manager, was in charge. Also in attendance was F. R. Stevens, 
advertising manager. 

COLUMBIA RIBBON & CARBON MANUFACTURING COM- 
PANY, Glen Cove, L. I., N. Y In addition to their several 
lines of ribbons, carbons, duplicator inks, gelatin roll and new 
gelatin roll low cost duplicating machine, the company dis- 
played an intricate machine containing a chamber in which 
temperature, humidity, etc., are controlled, enabling them to 
thoroughly test their materials under various climatic condi- 
tions. In attendance were F. R. Nichols, R. C. Moore, H. B. 
Holmes, R. R. Hengge, W. W. Epps, Carl Land and C. H. 
Geppert. 

CORRY-JAMESTOWN MANUFACTURING CORPORATION, 
Corry, Penna., displayed the Steel Age line of steel filing cabi- 
nets, desks, storage cupboards and card index units. Branch 
Manager Roy Edgren was in charge. Also in attendance were 
D. A. Hillstrom and Bruce Ellsworth, from the home office, 
and W. M. Boardman, dealer representative. 

CRAMER SAFE & OFFICE EQUIPMENT COMPANY, Kan- 
sas City, Mo. Posture chairs, chair cushions, chair racks and 
chair mats were featured. R. A. Cramer, Harold Cramer, Roy 
Cramer, Jr., N. T. Shepherd and M. K. Taggart were in 
attendance. 

DENNISON MANUFACTURING COMPANY, Framingham, 
Mass. Supplementing their products display, the company’s 
new monthly dealer promotional sales plan was fully explained. 
Director R. A. Maish was in charge. Also present were J. J. 
Ford, advertising manager, home office; Chicago Sales Manager 
A. W. Welch; K. E. Chase, Minneapolis sales manager; R. H. 
Lewis, St. Louis sales manager; P. A. Schneider, Cleveland 
regional manager; Mason Layman, Indianapolis representative, 
and W. F. Somerville, Chicago regional manager. 

DIEBOLD SAFE & LOCK COMPANY, Canton, Ohio, included 
in their exhibit bank and safe deposit vault doors, Cashgard 
(steel money) chests, counter and truck Cashgards, delayed 
control time locks, Eldorobe wardrobes, key changing key 
locks, one, two and four-hour safes, one-half, one, two, four 
and six-hour vault doors, safe deposit boxes, silent signal com- 
bination locks, steel vault linings, tellers and collateral lockers, 
time locks, electric Rekordesk safes, ledger safes, printed forms, 
reference panels, Cardineer and Reveldex filing systems and 
visible files. H. A. Noble, vice-president and general sales man- 
ager; George M. Baxter, manager, dealer sales; A. W. Jackson, 
manager, systems equipment, and Clarence Erickson, western 
division, were in attendance. 

DIXON CRUCIBLE COMPANY, JOSEPH, Jersey City, N. Y. 
The company’s Eldorado, Ticonderoga and other pencils as well 
as crayons and erasers were displayed. H. B. Van Dorn was in 
charge. Also in attendance were C. P. Mueller, Chicago repre- 
sentative; W. B. Allen and Messrs. Becker and Bergland. 

DOMORE CHAIR COMPANY, Elkhart, Ind., exhibited pos- 
ture chairs in executive, secretarial and clerical models. H.S. 
Walcott was in charge, assisted by Rodney Grover: H. B. Wil- 
liams, general manager, and Frank Fields. 

DOWNEY COMPANY, THE C. L., Cincinnati, Ohio. Several 
new items, including an aluminum tray for storage of un- 
wrapped coins, new money changer, new gunshell wrappers 
and a more extensive line of coin bags than formerly, were 
shown. In attendance were President C. L. Downey; Mrs. 
L. Jackson, sales promotion manager; George Lucking, super- 














HIGGINS 


CHAS. M. HIGGINS & CO., INC. + 271 NINTH STREET, BROOKLYN, N. Y. 

























RAPHAEL 
No. 901 CHAIR 


INE merchandise, styled in the latest 

accepted modes, priced within the range of 
every buyer, Raphael leather furniture has an 
enviable record for pleasing customers. In all 
creations of Raphael stylists you will find those 
elusive but necessary qualities—dignity and 
luxuriousness plus durability. 


There is money in this line for enterprising 


furniture dealers. You ought to get a copy of 


our catalog and our price list. Write today. 


RAPHAEL SHOPS, INC. 


7107 BROADWAY, NEW YORK, N. Y. 
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DON’T MEAN 
A THING! 


Wherever the rapid use of stamps is necessary—and that 
quick drying 
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is nearly everywhere stamps are used at all 
is vitally important. Business must go on regardless of 
the weather. The DRI-KWIK ALL WEATHER Stamp 
ad saves everyone's time and temper. 

® Fulton’s DRI-KWIK ALL WEATHER Stamp Pad 
with the sensational new ink that dries at once under 
all atmospheric conditions will make money for you. 
It will not injure rubber stamps. ALL WEATHER PADS 
for all weather conditions! Write us for details and prices. 


FULTON 
The 
— p RI 7 KWI - 


SPECIALTY CO. 
Sales Office: 
All-Weather 
STAMP PADS 





200 Fifth Ave., 
New York City 


Elizabeth, N. J 








Factory 


jo! Oe ..... 
1939 National Catalog 


@ BRIEF CASES 


@ ZIPPER 
ENVELOPES 


@ RING 
BINDERS 















Illustrated above is our No. 578—a popular, zipper en- 
velope with ten pockets. Made with turned edges, of 
genuine walrus or shark, black or mahogany, washable 
leatherette lining. Sliding handles. 


SEND FOR CATALOG. 


National Brief Case Mfg. Co. 


512 S. Peoria St. Chicago, Ill. 
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intendent; Lou Miller, assistant superintendent; Mrs. Lou 
Miller and Mrs. Raleigh Pate. 

EAGLE PENCIL COMPANY, New York, N. Y., displayed lead 
pencils, penholders, pens, lumber pencils, compasses, auto- 
matic pencils, leads, fountain pens, pencil novelties, rubber 
erasers, oversize mechanical pencil for Christmas tree ornament 
and present, protractors. Herman Price, general sales manager; 


W. H. Sahm, Harry Herman, Leo Solinger, Carl Schutz and 
Robert Overend were among those in attendance. 

EATON PAPER CORPORATION, Pittsfield, Mass., showed 
Berkshire typewriter papers. Present were Frank Palmer, 
Paul E. Burbank, W. G. Oliver, Edward C. Rohrs, L. G. Morris 


and Lillian Freeman. 


ESTERBROOK STEEL PEN MANUFACTURING COM- 


PANY, Camden, N. J. A display of all types of ink writing 
equipment, including the new Dip-Less sets and the Push 
pencil. President A. G. Frost, Sales Manager R. N. ‘‘Bob”’ 


Wood, R. B. Gingland and H. L. McFarlan were in attendance. 

FABER PENCIL COMPANY, EBERHARD, Brooklyn, N. Y., 
featured Mongel pencils, colored and regular; Noblot ink pen- 
cils; Mongol mechanical pencils and leads. ‘Charlie McCarthy 
Picks a Winner Every Time,’ an animated character showing 
a variety of display cards attracted particular attention. Pres- 
ent during the convention were Sales Manager H. B. Elmer, 
Treasurer E. L. Faber, Chicago Manager A. C. Van Horne, 
J. A. McWilliams and Henry Toth, Jr. 

FINCH & McCULLOUCH, Aurora, IIl., showed desk sets, 
calendar pads, desk pads, memo books, sheet holders, pen sets, 
sheet holders and list finders with perpetual calendar, five- 
year calendar of solid walnut in five designs, perpetual wall 
calendar; cigarette ash tray with perpetual calendar. W. L 
McCullouch, general manager; George Reinhardt, sales man- 
ager; Ed. Grennan and George Douglas were in attendance. 

FULTON SPECIALTY COMPANY, Elizabeth, N. J. All 
weather ink, toy, stamping and printing sets, including Snow 
White and the Seven Dwarfs, new special business outfit with 
improved holders, daters and pads were displayed. President 
Louis H. Tavernier and C. R. Underwood, Chicago representa- 
tive, were in charge. 

GLOBE-WERNICKE Co., THE, Cincinnati, Ohio. Desks, 
tables, Tri-Guard files, steel and wood, and the Safeguard filing 
principle, visible record equipment, steel shelving, filing sup- 
plies, stationers goods such as waste baskets, desk trays, 
Everyday files, clipboards, arch files, card index cases, storage 
were featured. 


and transfer cases, box files and perforators 
Those in charge included President J. S. Sprott; General 
Sales Manager H. C. Anderson; Arthur R. Frey, filing supply 


and stationery division; Larry Schubert, Illinois, Wisconsin and 
Missouri district representative; H. J. Warnock, Chicago branch 
manager, and Gordon Kickels of the Chicago office. 

GRAFF COMPANY, GEORGE B., Cambridge, Mass., dis- 
played Graffco vise signals, Cellugraf signals, Cellu-Vise index 


tabs, Viz signals, Vise clips and Graffco Superior map tacks, 
marking tacks and cloth index tabs. Charlie Lipman and 
Harold Leach were in charge. 

GREGG PUBLISHING COMPANY, New York, N. Y., showed 
note books, composition books, analysis pads and _ various 


other items with spiral binding. Daniel T. Warner and George 
Phillips were in charge. 

GREGORY FOUNT-O-INK COMPANY, Los Angeles, Calif., 
featured writing sets, a hydrostatic fountain fed desk pen set, 
calendars and with 


writing sets in combination with clocks, 
lamps. Carey G. Gregory, inventor of Fount-O-Ink, and Mrs. 
M. A. Gregory were in charge 


THE, Sturgis, Mich., displayed 


HARTER CORPORATION, 
chairs and 


several models of posture and conventional steel 
stools, including two new stenographers’ chairs, which are 
described elsewhere in this issue. President Evan Harter, 


Vice-President D. G. Hopkins and Adrian Davis were in attend- 
ance. 

HEYER CORPORATION, THE, 
stencil and gelatin duplicators and supplies. T. A. Heyer was 
in charge, assisted by G. H. Herrmann, W. H. Kurth, S. E. 
Gregory, F. M. Sargent, A. J. Heyer, T. R. Heyer and M. M 
Hayden. 

HIGGINS & COMPANY, INC., CHARLES M., Brooklyn, N. Y. 
In addition to a showing of drawing inks, writing inks, pastes, 
vegetable glue and sealing wax, there was an interesting dis- 
play of art work prepared in various schools using Higgins 
inks. Harry Tehan was in charge, assisted by Bertram Cholet. 

HUNT PEN COMPANY, C. HOWARD, Camden, N. J., ex- 
hibited Boston pencil sharpeners, Speedball pens, books, inks, 
Speedball linoleum cutters and the Speedball block printing 
press. Sales Manager John G. Kolb was in charge, assisted b) 
John D. MacMorris and Bert Eadon of the Chicago Office. 

INVINCIBLE METAL FURNITURE COMPANY, Manitowoc, 
Wis., featured its extensive line of steel] office furniture. The 
home office was represented by President John H. Schuette 
and Vice-President George H. Alter. Territorial representa- 
tives present included J. R. Bate and Charles T. Schnell. 

JASPER CHAIR COMPANY, Jasper, Ind., showed a metallic 
finish wood chair which matches any metal desk or furniture 
chairs, leather 


Chicago, Ul., demonstrated 


line; miniature chairs made to scale; posture 

upholstered, also a new Bank of England model upholstered 
in genuine leather. Manager L. T. Koerner, George A. Litch- 
field and William H. Brown were in attendance. 


JASPER SEATING COMPANY, Jasper, Inc. A complete line 
of office and school chairs, including posture, Bank of England, 
new catalogue is now ready for -distribu- 


ete. The company’s 
tion. Present were W. J. Gosman, Louis H. Farber and E. J. 
Mitchell. 

JOHNSON CHAIR COMPANY, Chicago, lll. The company’s 
line of desks and chairs were on display. Paul L. Barrett, 
director of sales, was in charge. 

KAHN, INC., DAVID, North Bergen, N. J. Pen and pencil 
sets, fountain pens, mechanical pencils, refill leads were fea- 
tured, with special emphasis upon the Wearever DeLuxe pen 
and Wearever DeLuxe set. Harry Yager, vice-president; 
Lawrence T. Goldberg, midwestern representative, and Julius 
Kahn, treasurer, were in attendance. 

KISCO COMPANY, INC., St. Louis, Mo., demonstrated cool 
Circle-Ator tables, Circulair models, DeFlector Recirculators, 


W. W. Welch was in charge, assisted by W. W 
and Mark Hubbell. 
INC., New York, N. Y., 


exhaust fans. 
Welch, Jr., Iawrence 
KOH-I-NOOR PENCIL 


Welch 
COMPANY, 
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TRAFFIC WILL BE TERRIFIC 


Watch for more than the usual seasonal upturn in business this fall . . 
and be ready for it. Let your store traffic steer its steps toward a bril- 
liant display of Oakville products. For instance, in the— 


FAMOUS YELLOW BOX LINE 
















ot 
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GEM CLIPS 


SOLID HEAD THUMBTACKS 


Sharp points penetrate easily. Securely fastened 
formed. 100 per box. 10 boxes per carton. heads. 7 sizes up to 4” shank. Packed same as 


Greater gripping space. Full length. Perfectly 


clips. 








ROUND HEAD PAPER FASTENERS 
Acorn mark of quality on heads brings repeats BRASS BANK PINS 


from satisfied customers. Rustproof brass, with 
pliable metal shanks and either round or self- : : 
piercing points. Sizes 5 to 9. Century of fame as world’s best office pin. Large 


perfectly formed heads, smooth sharp points. In 
FLATPAK pins lie flat in box. Easily picked up. 








THESE ARE BUT A FEW OAKVILLE YELLOW BOX LINE PRODUCTS 


Every wanted style and size. Quality items that will win you repeat busi- 
ness, plus extra sales on your other lines. Get in the parade. Place your 
order now—today! 


OAKVILLE COMPANY 
DIVISION 
& n 
fs > 


DIVISION OF SCOVILL MANUFACTURING COMPANY 
WATERBURY, CONNECTICUT 
PINS @ CLIPS @ FASTENERS @ THUMB-TACKS @ TAK-A-PINS @ ETC. 








NEW YORK—CHICAGO—SAN FRANCISCO: IN CANADA—BROWN BROTHERS, LTD., TORONTO 2, CANADA 
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International Alphabetic Accounting Machine 







International XECUTIVES anxious to place management methods 
ic Writing on a more efficient and profitable basis are urged to 

— investigate the advantages which International Business 
y Machines now offer. 








; aera Come and see International Electric Bookkeeping and 

Time Recorder Accounting Machines in action at your nearest Inter- 

national branch office. Through the medium of punched 

cards, these machines automatically furnish the accurate, 

up-to-the-minute reports which modern executives re- 
quire for closer administrative control. 


7 


Investigate personally the many advantages of Inter- 
national’s new high-speed attendance recorder... a 
modern answer to the problem of maintaining wage- 
hour records with maximum efficiency and economy. 


Operate the International All-Electric Writing Ma- 
chines. Also find out about the International Proof 
Machine for Banks, the International Ticketograph and 
other International Business Machines which are serv- 
ing government and business in 79 different countries. 


INTERNATIONAL 


Business Machines Corporation 


World Headquarters Building dih Branch Offices 
590 Madison Ave., New York, N. Y. In Principal Cities of the World 


International Proof Machine for Banks SUCHINE? 
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featured merchandise manufactured in the new American fac 
tory at bloomsbury, N. J Irving P. Favor was in charge, 

assisted by Gerald M. Favor and William C, Lipner. 
LAWSON COMPANY, F. H., Cincinnati, Ohio, displayed 


cuspidors, towel urns, utility 
Harvey, 


metal waste baskets, sand urns, 

receptacles, filing stools and vertical desk files. E. D 

manager of the stationery division, was in charge. 
McDONALD PRODUCTS CORPORATION, Buffalo, N. Y 


showed Duk-It ash receptacles and floor smokers. E. F. Mc- 
Donald and E. W. O'Leary were in charge. 
MANUFACTURING COMPANY, New York, 


MARKWELL 
N. Y., demonstrated stapling devices, staples and other prod- 
ucts. S. M. Obstfeld was in charge, assisted by P. L. Kinch. 
MASHEK & COMPANY, FRANK, Chicago, Ill., featured brief 
zip binders, underarm and disappearing handle zip cases, 
travel President Frank Mashek, Sales 
Voyta and Frank Mashek, Jr., were in attend- 


cases, 
catalogue and 
Manager R. J. 
ance, 

MEILINK STEEL SAFE COMPANY, Toledo, Ohio, exhibited 
insulated card files and security boxes, Val-U-Vault safes, 
safe drawers and visible safes In attendance were J. 
O’Brien, C. C. Penske, E. M. Vaughan and Ed. Sayles. 

MERRIAM COMPANY, G. & C., Springfield, Mass., showing 
Webster’s New International dictionary, second edition, and 
Webster’s Collegiate dictionary, fifth edition. Ingham C. Baker 
and George B. Harris, Jr., were in charge. 

MIAMI SYSTEMS CORPORATION, Cincinnati, Ohio, demon- 
strated autographic registers, portable registers, typewriter 
attachment for continuous forms, continuous forms for auto- 
graphic registers and typewriter billing machines In attend- 
ance were L. R. Hanna, W. A. Konerman and W. H. Burns, Jr. 

MITTAG & VOLGER, INC., Park Ridge, N. J., showed their 
various ribbons and carbons in the new matched packages 
The exhibit was, in effect, a suggested window display for deal- 
ers. In attendance were Vice-President Ira Cole; Vernon Stack, 
assistant treasurer of the company; George E. Dyson of St. 
Louis, who had represented the company for forty-eight years; 


cases. 


Cc. M. Murray of Kansas City; Edith Chapin of Minneapolis 
and Miss Went, Toledo representative 

MOORE PUSH-PIN COMPANY, Philadelphia, Penna., dis- 
played map tacks, celluloid covered numbered thumb tacks, 


marking tacks, thumb tacks, push-pins and Push-less hangers 
Present were H. C. Hooks, sales manager; H. D. Clark, mid- 
western representative; F. W. Sampson, vice-president, and 
John R. Davies. 

NATIONAL BLANK BOOK COMPANY, Holyoke, Mass., ex- 
hibited metal-holed sheets and indexes; Bi-Lock post binders; 
storage post binders; ‘‘Eye-Ease"’ business records and forms; 
tumbler analysis pads, end-bound blank books, steel hinge 
ring books, ringfolios, visible records, machine accounting 
equipment and corporation record book, ete. In charge of the 
exhibit were Vice-President J. M. Towne; Assistant Treas- 
urer R. P. Towne; A. E. Farr, merchandise manager; J. M. 
Campbell, Chicago sales manager; Jim Hawker and Leonard 
Rose. 

NIAGARA DUPLICATOR COMPANY, San Francisco, Calif., 
demonstrated their stencil duplicators, accessories and sup- 
plies. President L. John Himes and Earl M. Pierce of San 
Francisco were in attendance as were also L. L. Springer, 
Ralph B. Clinger of Chicago and C. S. Thornton of Wash- 
ington, D. C. 

OFFICE LIFE MAGAZINE, New 
zine for office workers 

OXFORD FILING SUPPLY COMPANY, Brooklyn, N. s 
had an interesting exhibit consisting of index cards, folders, 
guides, expanding envelopes and files, in addition to several 
new items. R. A. Jonas, Jr., was in charge, assisted by C. E. 
Reynell, L. C. Goodhand and C. M. Flight. 

PARKER PEN COMPANY, Janesville, Wis., displayed their 
lines, including the Vacumatic pens, pencils, desk sets and 
Quink. In attendance were J. N. Black, assistant sales man- 
ager; M. M. Morrissey, midwestern manager; H. H. 
Dobey, Chicago office manager; G. B. Wright, national sales 
department; H. Drew, R. S. Hatton and G. Costello, Chicago 
salesmen 

POLAR MANUFACTURING COMPANY, Philadelphia, Penna., 
showed many items in their line, including leather desk sets, 
linoleum desk pads, cushions, chair mats, waste baskets, ash 
trays and folders. President M. R. Landes and General Man- 
ager Harry M. Getty were in charge. 

QUALITY PARK ENVELOPE COMPANY, St. Paul, Minn. 
ted rope file pockets and wallets equipped with slide fasteners; 
executive desk files and clasp envelopes were the features 
of this exhibit. E. E. Bates, general manager; Harry Balch, 
Chicago manager, and E. M. Metz, western representative, 
were in attendance. 

REYBURN MANUFACTURING COMPANY, Philadelphia, 
Penna., showed shipping tags, merchandise tags, pin tickets, 
gummed labels, mending tapes, notarial crepe papers 
and display materials. J. B. Rushmore, was in charge. 

RITE-RITE MANUFACTURING COMPANY, Chicago, I 
displayed their mechanical pencils. R. Zuck was in charge. 

ROBINSON MANUFACTURING COMPANY, Westfield, Mass., 
featured Pen-in-Ink, Billminders and Miss Gadabout, a versa- 
tile item combining coin purse, card reminder with 
pencil, keyminder and cigarette case. In attendance were 
H. R. Robinson, president, and Samuel Kostin, Chicago repre- 
sentative. 

ROYAL TYPEWRITER COMPANY, INC., New York, N. Y., 
demonstrated portable typewriters and Roytype typewriter sup- 
plies. In attendance were James F. Vreeland of New York: 
Earl Wilkening, G. C. Morley, Larry McDonough and W. A. 
O'Neil of Chicago. 

SANFORD INK COMPANY, Chicago, IIL, 
library paste, mucilage, rubber cement, Tempera 
card colors, Solvene, typewriter oil and furniture polish. Pres- 
ent were H. T. Griswold, vice-president; R. P. Carpenter, Fred 
Schaefer, Frank Ryan, Charles Lofgren, Fred Slaughton and 
Norbert Burgess 

SENGBUSCH SELF-CLOSING 
Milwaukee, Wis., exhibited the Handi-Pen desk set line and 
the North’rn Lites lamps in several models President G. J. 
Sengbusch; Secretary A. G. Schaefer; Clarence Sengbusch, 
assistant secretary; Arnold Sengbusch, midwestern representa- 
tive at Kansas City: Ward Silliman, southwestern representa- 


York,.N. ¥ A new maga- 


sales 


seals, 


case, 


displayed inks, 
paste show 


INKSTAND COMPANY, 
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UILTALUR 


HUPLICATING INh 


You'll be interested in 
Dictator—the duplicating 
ink that won't separate. 
Put it to the severest 
tests— so you can see 
how rapidly it dries; how 
perfectly it lies in the 
pad without hardening; 
the sharp, clear, brilliant 
copies it produces, and 
its rich, black tone. This 
outstanding ink is not 
affected by the climate 
and can be used equal- 
ly well on open or 
closed drum machines. 


Alert dealers everywhere 
are selling Dictator Du- 
plicating Inks. Investi- 
gate its possibilities to- 
day. 


INK SPECIALTIES CO. INC. 


519 S. Laflin Street Chicago 
Fred B. Canode, Pres. 

















hot sales tips 






on these MURPHY fost sellers/ 


H ERE are two of our largest selling numbers—a matched chair and 


table for portable typewriters! And here are three ways that dealers 
cash in on them: (1) Increase portable typewriter sales by a combina- 
tion offer with one or both pieces. (2) Sell both pieces together as a 
matehed set for homes, for students (timely right now), or fer small 
offices. (3) Sell either piece separately for any 
number of uses. 

Both pieces are sturdily built of tough pecan 
wood, in popular streamline design, and finished 
in walnut or mahogany. Chair has upholstered 
seat. Their amazingly low cost will give you sur- 
prising volume with neat profit. Ask for Portable 
Typewriter Table No. 6200; chair No. 6330. 


WRITE 
FOR NEW 
MURPHY 
CATALOG! 


MURPHY CHAIRS 


MURPHY CHAIR CO., OWENSBORO, KY. 
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EOE 


A New SALES ITEM! 
The Gaylo Utility Table 


Dealers everywhere are enjoying great success in 
% selling the Gaylo Utility Table. Large variety of 
uses makes sales easy. 


FOR— 





Typewriter 
Telephone 
Adding Machine 
Dictaphone 
Special Filing 
Cabinets 
Catalog Stand 


Colors— 


Mahogany, Green, 
Walnut 


8 
: 
3 A new GAYLO product that is proving to be a real seller—a utility 
& 
& 
a 
& 
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table entirely new and different, made by the manufacturers of the 
famous GAYLO line of seating chairs. Serves many office and home 
purposes. 
LEATHERETTE COVERED TOP 

Three-ply wood veneer top covered with leatherette to make it 
noiseless. Can also be furnished in a plain metal top. Baked synthetic 
enamel finish—frames shaped for the comfort of the user. 

The GAYLO table is priced remarkably low. 


Write or wire for more information. 


THE GAYLO MFG. CO. 


820 N. MICHIGAN AVE. CHICAGO, ILL., U.S. A. 


Cable Address ''GAYLOCO" 
EOE EOE OOS 


SHOR OOOO OOOO OOOO 


INSTANT COPY 
DUPLICATORS 


No Excuse! 


Featured by dealers from coast to coast. The only low 
priced liquid duplicator of proven merit. Clear, bright 
clean copies. Cash in on the growing demand for this 
new process by writing today for our profit making 
dealers’ plan. 

The Utility model illustrated above is finished in hand- 
some black wrinkle with a new polished chrome trim. 
Retails for only $19.50. 

Some territories are still open for established dealers. 


KEEN MANUFACTURING COMPANY 
800 North Clark St. Chicago, Illinois 


No Mess! 








APPLIANCES 


OFFICE 


tive and Merrill Hasty, northwestern representative, were in 
attendance. 

SHEAFFER PEN COMPANY, W. A., Fort Madison, Iowa. 
Feathertouch pens, Fineline pencils, Dry-Proof desk sets, gift 
ensembles, Skrip, Para-Lastik, Skrip-Grip liquid paste and 
mucilage and Sheaffer leads were shown. In charge were 
President W. A. Sheaffer; Vice-President H. E. Waldron; Sales 
Auditor G. C. Holt and Advertising Manager Grant F. Olson. 

SHERMAN-MANSON MANUFACTURING COMPANY, Chi- 
cago, Ill. An exhibit of tubular steel stands for typewriters, 
adding machines, calculators, etc. Steel stools were also on 
display. R. E. Horter was in charge, assisted by S. Hudson. 

SOUTHWORTH COMPANY, West Springfield, Mass., showed 
typewriter papers. Edward Southworth, Paul Cheney and H. J. 
Walsh were in attendance, 

SPEED-O-PRINT CORPORATION, Chicago, Ill., demon- 
strated duplicating machines, cabinets and duplicating ma- 
chine supplies. Present during convention week were A. Sam- 
uels, S. Graff, A. Sideman, Harry Ayres, Sig Rest, Joe Side- 
man and M. Kramer. 

SPENCERIAN PEN COMPANY, New York, N. Y. The prod- 
ucts of the company, including steel pens, fountain pens and 
ribbons and carbons, were shown. Vice-President E. G. Stacy, 
Albert McLane and E. U. LaFollette were in attendance. 

STAFFORD, INC., S. S., New York, N. Y. Inks, adhesives, 
carbons, ribbons, duplicator supplies and the company’s chemi- 
cal line were displayed. Sales Manager William J. Tynan was 


in charge, assisted by Tom Jordan and Lee Martin of the 
Chicago office. Also in attendance were President W. S. Staf- 
ford and Fred Deutsch. 

STAEDTLER, INC., J. S., New York, N. Y. Mars Lumo- 


graph drawing pencils, Tradition Chroma colored writing pen- 
ceils, Tradition Watercolour painting pencils and pastels were 
exhibited. In attendance were President R. J. Urmston, Paul 
Fera, Philip Valle and C. F. Hueglin. 
STATIONERS LOOSE LEAF COMPANY, 
showed their complete line of loose leaf supplies. 
dent H. E. Hawkins; John J. Kerns, Philadelphia 
tive, and Dan MacDougall were in charge. 
STEIN BROTHERS MANUFACTURING COMPANY, Chi- 


Milwaukee, Wis.. 
Vice-Presi- 
representa- 


cago, Hll., displayed brief cases, zipper ring binders, portfolios 
and modern zipper leather goods. President Leo Stein, Sales 
Manager E. R. Manning, Ed. B. Stein and C. A. Ricketts were 


in charge. 
STURGIS POSTURE CHAIR COMPANY, Sturgis, Mich., 
exhibited spring back and rigid back adjustable posture chairs. 


R. C. Huntley was in charge, assisted by Don C. Hanover, Fos- 
toria, Ohio, and L. C. McDaniel of Fort Worth, Tex. 

SUN RUBBER COMPANY, Barberton, Ohio, displayed ‘‘Sun- 
ruco”’ rubber office specialties, which included sponge rubber 
chair cushions. F. L. Coggin was in charge. 

SUPERIOR TYPE COMPANY, Chicago, Ill., showed rubber 
type outfits, sign markers, inks and pads, daters and num- 
berers, picture and type sets, and featured a new rotary 
orinting press. A. C. Dent was in charge, assisted by Misses 


Kay and Palmer. 
TERRY PENFILLER 
models of Terry penfillers, 
mechanical device for automatically 
shown. A. E. Gundelach and H. A. 
TRUSSELL MANUFACTURING 
Se displayed their loose leaf line 
specialties. Cc. M. Conger, vice-president, 
assisted by Jack Kennedy, E. J. Mitchell, A. C. 


E. F. Perry. 

VICTOR SAFE & EQUIPMENT COMPANY, INC., North 
Tonawanda, i”. Y., exhibited visible indexes, filing supplies, steel 
office equipment, safes, index tabs, card guides and visible 
record equipment. President William F. Block, Homer F 
Sheets, Jim Cooper and Robert Stafford were in attendance. 

WABASH CABINET COMPANY, Wabash, Ind. Here are 
shown the Supreme line of filing supplies. Ed. L. Little was 
in charge. 


COMPANY, Janesville, Wis. Several 
reservoirs for ink equipped with a 
filling fountain pens were 
Prescott were in charge. 

COMPANY, Poughkeepsie, 
as well as Wire-O bound 
was in charge, 
McDaniel and 


WAHL COMPANY, THE, Chicago, IL, ae es Wahl- 
Eversharp pens, pencils, desk sets and le ads B. Schoen 
was in charge. 


COMPANY, St. Louis, Mo., exhibited 
penholders, erasers, Motif pencils 
pencils. N. A. Augur, vice-presi- 
(Jack) Johnstone, C. R. (Jack) 
in attendance. 

New York, N. Y., 
In attendance 


WALLACE PENCIL 
the Invader line of pencils, 
and refill leads, also colored 
dent and sales manager; C. H. 
Laws and R. P. Steding were 

WATERMAN COMPANY, L. E.. displayed 
were 


their pens, pencils, inks and desks sets. 
E. H. Waterman, C. H. Waterman and F. D. Waterman, Jr. 
WEBSTER COMPANY, F. S., Boston, Mass., had on exhibi- 
tion their MultikKopy Micrometric carbon papers, Star brand 
silk and cotton typewriter ribbons, Star oil, RTZ type cleaner 
In attendance were F. H. Caswell, general sales manager: 
%. C. Clarke, Minnesota and Wisconsin representative; Jack 
Ellis, northwest representative, and J. C. Krueger, Chicago 


manager. 

WEIS MANUFAC 
central feature was a display 
filing supplies. The dustproof 
different items ranging from three by five index cards to letter- 
size folders and guides. All the samples were cellophane 
wrapped. Just above the back of the cabinet was mounted 
an electric flasher sign with changeable subjects. H. Mc- 
Pike, general manager; Gilbert Weis, Karl Castle, Harry L. 
Nichols, Walter P. Nichols, Stanley Woodruff and Lionel 
Colomb were in attendance. 

WILSON-JONES COMPANY, 
leaf devices, blank books, posting 
records, Leadership wallets, file folders, 
Elmer Beck was in charge, assisted by 
the Chicago sales organization. 


Monroe, Mich. The 
cabinet for the Weis line of 
cabinet contained sixty-four 


TURING COMPANY, 


Chicago, Ill., displayed loose 
machine equipment, visible 
fasteners and punches. 
George Cormack and 


YAWMAN AND _ ERBE MANUFACTURING COMPANY, 
Rochester, : 4 Steel equipment, including desks, Empire 
files and counter and storage equipment, visible indexing sys- 
tems in cabinets and the new visible books; new direct vision 


sorter units, all finished in the new 640 Gray, were featured 
In attendance were President Francis J. Yawman, Vice-Presi- 
dent H. P. Rockwell, R. B. Williams and P. H. Yawman of 
the home office and District Managers I. R. Cornish, J. E. 
Donahue, S. L. Griebel, Roy Klein and Ben McGinty 
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N the new Steel Age Executive Desks and companion pieces, Corry-Jamestown 
offers a new conception of modern office equipment. Traditional ideas have been 
discarded in creating this new grouping of desks and files of related design. 


As attractive as the smartest motor car... as efficient as the most modern office 
building ... these new Steel Age desks and files bring to business and professional 
offices equipment in keeping with present trends in design and efficiency. 


Finished in a warm metallic grey ... with chrome and black enamel fittings . .. and 
smooth black linoleum tops... these pieces are a pleasant and eye resting departure 
from traditional color treatments ... harmonizing with any decorative motif. Functional 
in design they have no sharp corners to catch the clothing as the edges are smoothly 
rounded. Island type pontoon bases provide ample foot room whether seated or 
standing and facilitate cleaning. The recessed back panel of the desk provides 
convenient knee space. The drawers move quietly and without effort with the box 
drawers arranged for crosswise filing if desired. Provision has also been made for 
electrical appliance connections. 


See this new Steel Age Executive Grouping. It is America’s smartest office furniture 
... yet it costs no more than any well made product. 


CORRY-JAMESTOWN MFG. CORP., CORRY, PENNA. 
EXPORT OFFICE ..... . . 1105 CHESTER AVE., CLEVELAND, OHIO 














OVER 600 EQUIPMENT ITEMS FOR THE MODERN OFFICE 
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NOW REGAL OFFERS 


THE HY-MODEL 
The Greatest Typewriter Value in History 
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SELL THE REGAL LINE 
—-THE COMPLETE LINE 


“DATED” REBUILT TYPEWRITERS 


Y-'38 Carriage Shift 
SY-'38 Segment Shift Touch Control 
CSY-'38 Segment Shift Chromium-Plated Touch 
Control 
HY-'38 Model (pictured above) 











REGAL Typewriter Company. Inc. 


75 Varick Street . New York, N. Y. 
Dept. C. Cable Code: REGALTYPE 
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(Continued from 


Bristoll, B. J., Koch Brothers, 
Des Moines, Iowa. 
Brous, Fred L., Crane 
pany, Topeka, Kans. 
Brown, William, Jasper 
Company, Jasper, Ind. 
Buchholz, A. G., H. Niedecken 
Company, Milwaukee, Wisc. 
Buckwalter, Paul B., National 
Blank Book Company, New 

York, N. Y. 

Bullock, A. A., Commercial Fur- 
niture Company, Chicago, IIl. 
Burbank, Paul E., Eaton Paper 
Corporation, Pittsfield, Mass. 
Burford, William B., William B. 
Burford Printing Company, In- 

dianapolis, Ind. 

Burger, Joseph, New York, N. Y. 

Burgess, J. G., Zion Industries, 
Inc., Zion, Ill. 

Burgoyne, Sidney J., Sidney J. 
Burgoyne & Sons, Philadelphia, 
Pa. 

Burns, Jr., W. S., Miami Systems 
Corporation, Cincinnati, Ohio. 
Burton, Edward, Koch Brothers, 

Des Moines, Iowa. 
Bussing, T. W., Detroit, Mich. 


& Com- 
Chair 


Cc 
Calhoun, Frank, Peerless Key 
Company, Newark, N., J. 
Callahan, D. Harry, C. R. Gib- 
son & Company, New York, 
N. Y. 
Campbell, G. P., Commercial 


Stationery & Supply Company, 
Chattanooga, Tenn. 

Campbell, J. M., National Blank 
Book Company, Holyoke, Mass. 


Caracci, Louis, New York Sta 
tioners Association, New York, 
Carlson, C H., Horder’s, Inc., 


Chicago, Ill. 
Carpenter, Russell P., Sanford Ink 
Company, Chicago, IIl. 
Carpenter, T. P., Superior Office 
Furniture Company, St. Paul, 


inn. 

Castle, Karl, Weis Manufacturing 
Company, Monr-e, Mich. 

Castleberry, Roy G., Palace Office 
Supply Company, Tulsa, Okla. 

Caswell, F. H., F. Webster 
Company, Cambridge, Mass. 

Chambers, Glenn, Scripto Manu- 
facturing Company, Atlanta, Ga. 

Chase, K. E., Dennison Manu- 
facturing Company, Minneapo- 
lis, Minn. 

Cheney, Paul W., Southworth 
Company, Roslindale, Mass. 
Cholet, Bertram, Chas. M. Hig- 
gins & Company, Brooklyn, 

N 


Christensen, Fred, S.. E. & M. 
Vernon, Inc., New York, Bee 
Chumley, Harry *''.. We~*-vorth’s 
Book Store, Chicago, IIl. 
D 


Clark, H. Moore Push Pin 
Company, Philadelphia, Penna. 
Clarke, R. C., F. S. Webster 
Company, Minneapolis, Minn. 
Clegg, William C., The Clegg 


Company, San Antonio, Tex. 
Cobb, Bert G., Hutchinson Office 
Supply & Printing Company, 
Hutchinson, Kans. 
Cody, GC. E:.;. ee G.,.2. 
Company, Dubuque, Iowa. 
Coggin, F. L., The Sun Rubber 
Company, Barberton, Ohio. 
Cole, Ira, Mittag & Volger, Inc., 
Park Ridge, N. J. 
Cole, W. W., David 
and General Pencil 
Atlanta, Ga. 
Coleman, Henry I., Nathan Cole- 
man & Son, Savannah, Ga. 
Collins, Sidney E., Automatic 
Pencil Sharpener Company, Chi- 
cago, 


Cody 


Kahn, Inc., 
Company 


Colomb, Lionel A., Weis Manu- 
facturing Company, New Or- 
leans, La. 

Comstock, W. D., G. J. Aigner 
Company, Chicago, IIl. 

Conger, Claude M.,_ Trussell 


Manufacturing Company, Pough- 
keepsie, N. Y. 

Conklin, Duncan, Boorum & 
Pease Company, Chicago, IIl. 
Conlon, J. E., Rockwell-Barnes 

Company, Omaha, Nebr. 
Cooley, Parle, Bates Manufactur- 
ing Company, Chicago, II. 
Cooper, F. §S., Codo Manufac- 
turing Company, Chicago, III. 
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Cooper, H. Ed., Boorum & Pease 
Company, Minneapolis, Minn. 
Cooper, Jr., J. W., Manuiactur 
ers’ representative, Atlanta, Ga. 
Copeland, Harrie E., Cole Steel 
Equipment Company, Inc., New 

York, BM. ¥. 
Corbett, Wm. P., Hotchkiss Sales 


Company, Norwalk, Conn. 
Cormack, George, Wilson-Jones 
Company, Chicago, IIl. 


Cornish, Irving R., Yawman and 


Erbe Manufacturing Company, 
Rochester, N. Y. 

Cowan, M. R., Security Steel 
Equipment Company, Avenel, 
N. J 

Cowles, G. Donald, Gill Printing 
& Stationery Company, Mobile, 
a. 

Cox, W. H., The Carter’s Ink 


Company, Chicago, IIl 

Cramer, Harold W., Cramer Safe 
& Office Equipment Company, 
Kansas City, Mo. 

Crile, Don, Office Equipment 
Company, Canton, Ohio. 

Crow, J. A., The Hall Stationery 
Company, Topeka, Kans. 

Cunningham, Norman, Arch Cun- 


ningham & Company, Boise, 
Idaho. 

Curtiss, Frank R., Neva-Clog 
Products, Inc., Bridgeport, 
Conn. 

D 

Dalton, Ernest, Art Specialty 
Company, Chicago, III. 

Dalton, William J., manufactur- 


ers’ representative, Chicago, IIl. 

Davies, John R., Moore Push-Pin 
Company, Philadelphia, Pa. 

Davis, Charles E., Automatic Pen- 
cil Shop, Chicago, III. 

Davis, Geo. P., Bank & Office 
Stationery Company, Indianapo- 
lis, Ind. 

Davis, Greenville, manufacturers’ 
representative, Chicago, III. 

Davis, Ray, Scripto Manufactur- 
ing Company, Atlanta, Ga. 

Davis, Raynes, Swan Pencil Com- 
pany, Denver, Colo. 

Davis, William E., William E. 
Davis Company, Sioux City, Ia. 


Dawson, George, Wilson-Jones 
Company, Chicago, II. 

Decker, Howard, Decker Broth- 
ers, Inc., Lafayette, Ind. 


DeCou, R. A., Commercial Furni- 
ture Company, Chicago, III. 
DeKleine, Franklin, Franklin De- 
Kleine Company, Lansing, Mich. 
Demaree, C. S., Demaree Sta- 
tionery Company, Kansas City, 

M 


Mo. 

Dent, Arthur C., The Superior 
Type Company, Chicago, IIl. 

Denzer, C. F., The C. F. Denzer 
Company, Sandusky, Ohio. 

Deutsch, Fred, S. S. Stafford, 
Inc., Dallas, Texas. 

DeWilde, H. M., Office Life Mag- 
azine, New York, N. Y. 

Diehl, Sr., William R., Diehl Office 
Equipment Co., Columbus, Ohio. 

Diehl, Jr., W. R., Diehl Office 
Equipment Company, Colum- 
bus, Ohio. 

Dillon, Matt, Associated 
ers Supply Company, 
Ill. 

Dimmitt, M._ S&., 
Company, Chicago, IIl. 

Doerr, Walter, Scripto Manufac- 
turing Company, Atlanta, Ga. 
Donahue, J. E., Yawman and 
Erbe Manufacturing Company, 

Rochester, N. Y. 


Dooley, E. F., Wilson-Jones Com- 
vany, Chicago, III. 


Station- 
Chicago, 


Wilson-Jones 


Dorsey, Jr., Henry, The Dorsey 
Company, Dallas, Tex. 
Downey, C. Lee, The C. L. 
Downey Company, Cincinnati, 
Ohio. 

Downs, Fred, Downs-Randolph 


Company, Tulsa, Okla. 


Drake, M. W., Drake-Lindsay, 
Inc., Shreveport, La. 

Draper, Carl W., Noesting Pin 
Ticket Company, Inc., Los 
Angeles, Calif. 

R. P. Dryer, Steel Office Furni- 
ture Institute, Cleveland, Ohio. 


Dunckman, Ernie, New York, 
mM ¥, 


Dunlap Eben, American Crayon 
Company, Sandusky, Ohio. 


A 
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BALANCED ACTION 
CHAIR IRONS 

















A COMPLETE LINE 


OFFICE-STOOL AND 
TYPEWRITER IRONS— 
EQUIPPED WITH RUBBER CUSHIONS 
OR STEEL SPRINGS, C-K PRODUCTS 
ARE WELL BUILT OF HIGHEST 
QUALITY AND SERVICEABLE. 


CATALOG ON REQUEST 











COLLIER-KEYWORTH CO. 


GARDNER, MASSACHUSETTS, U. S. A. 


CTT DMN 





A NEW DESK 
No. 8166 


BY TELL CITY 


The number 8166—a four-drawer—66” x 36”—flat top 
has been added to the already popular number 8000 
series. 

If you do not have a copy of our catalog in your 
files, one will gladly be supplied on your request. 
The catalog illustrates many pleasing patterns of desks, 


tables and office accessories. 


TELL CITY DESK COMPANY 


TELL CITY, INDIANA 
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NOW IS TYPE CLEANING 
TIME IN OFFICES 


Vacations are over . . . typewriters are humming . . . and 
Clarotype sales are making profits for over 4000 dealers. Let 
us help you increase your type cleaner profits through our 
free merchandising aids. You can double your type cleaner 
sales if you mention Clarotype each time you sell a typewriter 
ribbon or carbon paper. And you can double your profits 

. because Clarotype makes repeat sales. Write us for 
free aids. Order Clarotype from your jobber or direct from 
The Clarotype Co. Inc., 16-L Hudson St., New York City 


CLAR+O-TYPE 


THE MODERN TYPE CLEANER 





THE BEST KNOWN— KNOWN AS THE BEST 


PAKOIN 


WRAPS COINS FASTER 


An American Perforator Co. Product 

















This new pocket size unit is 
the simplest and most useful de- 
vice that has ever been intro- 
duced for wrapping coins. 
PAKOIN eliminates the old jug- 
gling process of hand wrapping 
and forms a perfect coin roll. 

Is it any wonder that PAKOIN 
is selling so fast! Once a teller, 
cashier, coin machine operator, 
or any of the many other pros- 
pects try it—they’re definitely 
sold. It’s simple and convenient 
to use. 


PAKOIN is made for dimes, nickels, and pennies. 
Each one is a complete unit with no extra or inter- 
changeable parts. It's sturdily constructed of attrac- 
tive bakelite. Price $1.25 each. 

Write for full details on agents’ and distributors’ 
liberal wholesale prices to: 


THE 


American Perforator Co. 
Pakoin Division 


625 Jackson Boulevard Chicago, Illinois 

















a. 









Dykema Raymond, Doubleday 
Bros. & Company, Kalamazoo, 
Mich. 


E 
Eadon, Bert C., C. Howard Hunt 
Pen company, Camden, N. J. 
Edgren, Roy A., Corry-James- 
town Manufacturing Company, 

Corry, Pa. 

Eichenlaub, Ray J., Service Steel 
Products Corporation, Chicago, 
Ill. 

Eisenlehr, Otto, The Dorsey Com- 
pany, Dallas, Tex. 

Ellis, Jack, F. S. Webster Com- 
pany, Cambridge, Mass. 

Ellsworth, W. B., Corry-James- 
town Manufacturing Company, 
Corry, Pa. 

Elmer, H. B., Eberhard Faber 
Pencil Company, New York, 
N. Y 


Ely, John T. A., Office Life Mag- 
azine, New York, N. Y. 
Emerson, Thomas, The Wahl 
Company, Chicago, III. 
Emery, Lynn B., Lynn B. Emery, 
Inc., Detroit, Mich. 
Epps, W. W., Columbia Ribbon 
& Carbon Manufacturing Com- 
pany, Glen Cove, N. Y. 
Diebold 


Erickson, Clarence E., 

Safe & Lock Company, Canton, 
Ohio. 

Evans, Clarke J., Wilson-Jones 


Company, Chicago, II. 

Everly, C. H., Office Appliances, 
New York, N. Y. 

Faber, E. L., Eberhard Faber 
Pencil Company, Brooklyn, N. Y. 

Farber, Louis H., Jasper Seating 
Company, Jasper, Ind. 


Fargo, Frank H., Frank H. 
Fargo Company, _ Bridgeport, 
Conn. 

Farr, Albert E., National Blank 
Book Company, Holyoke, Mass. 

Favor, Gerald M., Koh-I-Noor 
Pencil Company, Inc., New 
Zork, HN. 2. 

Favor, Irving P., Koh-I-Noor 
Pencil Company, Inc., New 
York, N. Y 


Fry, Arthur R., The Globe-Wer- 
nicke Co., Cincinnati, Ohio. 


Feche, J. S., Burrows Brothers 
Company, Cleveland, Ohio. 

Fellowes, Folger, Bankers Box 
Company, Chicago, III. 

Fellowes, H. L., Bankers Box 
Company, Chicago, IIl. 

Fellowes, John E., Bankers Box 
Company, Chicago, IIl. 

Fenne, Fred O., Associated Sta- 
tioners Supply Company, Glen 
Ellyn, Ill. 

Fera, 


Paul, J. S. Staedtler, Inc., 

New York, N. Y. 

Fitzgerald, E., Rockwell-Barnes 
Company, Chicago, III. 


Flatau, Sam, Parrot Speed Fas- 
tener Sales Agency, Los An- 
geles, Calif. 


Follin, M. V., manufacturers’ rep- 


resentative, Riverside, Ill. 
Fontaine, Art, Decker Brothers, 
Inc., Anderson, Ind. 
Ford, Jr., John, Peterson Litho- 
graph & Printing Company, 
Omaha, Nebr. 


Foreshew, Martin, Foreshew Sup- 
ply Company, Pierre, S. D. 
Fox, A. M., W. B. Gregory & 

Son, Inc., Detroit, Mich. 
Frederick, C. L., The Parker 
Pen Company, Janesville, Wisc. 
Frederick, H. P., All-Steel-Equip 
Company, Inc., Aurora, III. 
Frost, A. G., Esterbrook 
Company, Camden, N. J. 


Pen 


G 
Gage, Nevin, Office Appliances. 
Gallup, F. E., Gallup’s Inc., Kan- 
sas City, Mo. 


Gardner, L. B., Hill Printing & 
Stationery Company, Waco, 
Tex. 

Garvin, Charles P., National Sta- 
tioners Association, Washing- 
ton, D. 


Geppert, C. H., Columbia Ribbon 
& Carbon Manufacturing Com- 
pany, Glen Cove, N. Y. 


Gerth, Norman, Imperial Desk 
Company. Evansville, Ind. 
Gianella, Charles M. Higgins & 


Company, Brooklyn, N. Y. 
Gigliotti, Johnson Chair Company, 


Chicago, IIl. 

Gilbert, John A., Office Appli- 
ances, Chicago, III. 

Gillice, Tom, Rockwell-Barnes 


Company, Chicago, III. 

Gingland, R. B., Esterbrook Steel 
Pen Manufacturing Company, 
Chicago, III. 


OFFICE APPLIANCES 


Goldberg, L. T., David Kahn, 

Inc., North Bergen, N. J. 
Goltzman, Samuel, Mutual Sta- 
Inc., New York, 


tionery Co., 
Nn. ¥ 


Goodhand, Oxford Filing Supply 
Company, Chicago, IIl. 
Gormley, Arthur, The H. C. Cook 
Company, Ansonia, Conn. 
Gosman, W. J., Jasper Seating 
Company, Jasper, Ind. 
Granath, Charles A., L. E. Water- 
man Company, Newark, N. J. 
Grant, D. McMillan Boo 
Company, Syracuse, N. Y. 
Graves, Harold, Wilson-Jones 
Company, Kansas City, Mo. 
Grayson, Ben S., Ace Fastener 
Corporation, New York, N. Y. 


Greenberg, Louis, Jacobson Fix- 
ture Rechones. Minneapolis, 
Minn 

Gregory, Carey G., Gregory 


Fount-O-Ink Company, Los 
Angeles, Calif. 

Gregory, S. E., The Heyer Cor- 
poration, Chicago, III. 

Griebel, Stanley L., Yawman and 
Erbe Manufacturing Company, 
Minneapolis, Minn. 

Griffith, John H., Art Metal Con- 
struction Company, Philadelphia, 
Penna. 

Griswold, H. T., Sanford Manu- 
facturing Company, Chicago, III. 

Gross, Kirk, Waterloo Office Sup- 
ply Company, Waterloo, Iowa. 

Gruner, Jerry, Franklin DeKleine 
Company, Lansing, Mich. 

Geuther, O. R., Marshall-Jackson 
Company, Chicago, IIl. 

Gundelach, A. E., Terry Penfiller 
Company, Janesville, Wisc. 


H 

Haage, Jack, Blaisdell Pencil 
Company, Philadelphia, Penna. 

Hall, Dean, Gage’s, Battle Creek, 
Mich. 

Hall, Van Holt, Scripto Manu- 
facturing Company, Atlanta, Ga. 

Haller, Edwin W., F. S. Webster 
Company, Pittsburgh, Penna. 

Hamlin, Guy E., McMillan Book 
Company, Syracuse, N. Y. 

Hampton, Harold J., Indianapolis 
Office Supply Company, Indi- 
anapolis, Ind. 

Hanley, John F., Binney & Smith, 
Chicago, Ill. 

Hanna, L. R., Miami Systems 
Corporation, Cincinnati, Ohio. 
Hanover, Don C., Sturgis Pos- 
ture Chair Company, Sturgis, 

Mich. 

Hansell, M. E. II, F. F. Hansell 
& Bro. Ltd., New Orleans, La. 

Hansen, E. M., Miller-Davis Com- 
pany, Minneapolis, Minn. 

Hanson, V. A., Brown & Saenger, 
Sioux Falls, S. D. 

Harkins, Pat, Jr., Mississippi Sta- 
tionery Company, Jackson, Miss. 

Harris, George B. Jr., G. & ; 
Merriam Company, Springfield, 
Mass. 

Hart, H. D., Fort Worth Office 
Supply Company, Fort Worth, 
Tex. 

Harter, E. C., The Harter Cor- 
poration, Sturgis, Mich. 

Harvey, E. J., . H._ Lawson 
Company, Cincinnati, Ohio. 

Hasty, M. D., Sengbusch Self- 
Closing Inkstand Company, 
Wayzata, Minn. 

Haugen, H. I., The Wahl Com- 
pany, Chicago, III. 

Hausam, Lee B., Hutchinson Of- 
fice Supply & Printing Com- 
pany, Hutchinson, Kas. 


Hawkins, Harold E., Stationers 
Loose Leaf Company, Milwau- 
kee, Wis. 

Hayes, George R., Boston Sta- 
tioners Association, Boston, 
Mas 


s. 

Healy, E. B., Santa Fe Book & 

Stationery Company, Santa Fe, 
M 


N. : 

Hedeen, Kenneth, Koch Brothers, 
Des Moines, Iowa. 

Hedges, Howard, Hedges Manu- 
facturing Company, Chicago, 
Ill. 


Hengge, R. R., Columbia Ribbon 
& Carbon Manufacturing Com- 
pany, Glen Cove, N. Y. 


Herrema, Cy, Economy Office 
a Company, Grand Rapids, 
ich. 

Herrmann, G. H., The Heyer 
Corporation, Chicago, III. 
Heyer, T. A., The Heyer Cor- 

poration, Chicago, III. 
Heymann, Harry, Eagle Pencil 
Company, New York, N. Y. 
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... IN THE ENTERPRISING MIDWEST 
They Know That Columbia Has Stamina 
for The Long Grind! 


TYPEWRIT. - Re 





(y, Ly Des Moines, lowa, Zaiser’s emphasize the long life and endur- 
ance of Marathon Silk Ribbons with the window trim above. And 
in Des Moines, as elsewhere, business men have learned that typing 
is not a sprint race but a marathon—requiring typewriter ribbons 
@/ and carbon papers that prove their economy and their quality by 
clean, clear impressions, more carbon copies, long wear. 
This Columbia quality, plus Columbia cooperation plus Columbia service is paying 
dividends to Zaiser’s and to other stationers throughout the land. If you want to 
know how it is done—if you want to know how you can do it—write us! 
COLUMBIA RIBBON & CARBON MANUFACTURING CO., Ine. 
Main Office and Factory: Glen Cove, L. I., N. Y. 


New York: 305-313 East 45th St. Kansas City, Mo.: Dwight Bldg. 
FACTORIES: MILAN, ITALY; LONDON, ENGLAND; SYDNEY, AUSTRALIA 


COLUMBIA 


TYPEWRITER RIBBONS & CARBON PAPERS 
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bo 
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No. 1867—Full Walnut 
exterior. Diamond cen- 
ter-matched top. 


epenial “HAS WHAT IT TAKES” 


In good times or bad, Imperial desks, 


Your customers today are looking for three 
tables and matched suites are fast-selling 


things in the office furniture they buy— 


distinctive styling—fine craftsmanship items. That’s because they are designed and 
and moderate prices. : ; 
: ; . built to appeal to customers’ eyes and 
Only a line that answers all three of : , 
pocketbooks alike. 


these demands can meet present-day com- 
petition, and assure you the volume and 


profits you deserve. 


IMPERIAL DESK COMPANY, Evansville, Ind. 


Write today for a catalog of the com- 
plete value-ful Imperial line. 














INC. 


c oe Q" Q U A L i T Yy 
s| (indy ut 
—= OUTSTANDING OFFICE EQUIPMENT 


Write for detailed information on 


SUSPENSION and NON-SUSPENSION FILES 
WARDROBE and STORAGE CABINETS 
TYPEWRITER and DICTIONARY STANDS 
BLUEPRINT—MAP and SPECIAL CASES 


ANDERSON-HICKEY CO., INC - GENEVA ILLINOIS 


TN DERSON-HickEY G. 
eS 
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Higgins, Tracy, Chas. M. Higgins 
Company, Inc., Brooklyn, 


By. ¥, 
Hills, Guy D., Seneca Falls Rule 
3 — Company Seneca Falls, 


sien - John, Niagara Dupli- 
cator Company, San Francisco, 
Calif. 

Hodge, R. E., Gary Office Equip- 
ment Company, Gary, Ind. 
Hoelscher, Louis H., Hoelscher 
“— Company, Buffalo, 

7; 


oe George R., Biddle Pur- 
chasing Company, New York, 


Ny. Xo 

Hoffman, H. J., The Smead Man- 
ufacturing Company, Hastings 
Minn. 

Hoffman, John P., MacTaggart 
Company, Port Huron, Mich. 
Hofstetter, Charles A., Chicago, 

Ill 


Hoge, William, The General Fire- 
came | Company, Youngs- 
town, Ohio. 

Holley, C. C., L. W. Holley & 
Sons, Des Moines, Iowa. 

Holley, J. M., L. Holley & 
Sons Company, Des Moines, Ia. 

Holmes, H. B., Columbia Ribbon 
& Carbon Manufacturing Com- 
pany, Glen Cove, N. Y. 

Holmes, Joseph B., Frank Mashek 
& Company, Chicago, Ill. 

Holmgren, Edward, American 
Lead Pencil Company, Hobo- 
ken, N. J. 

Holt, G. C., W. A. Sheaffer Pen 
Company, Fort Madison, Iowa. 

Homer-Stahl, R. B., Dr. Scat 
Chemical Company, Chicago 
Ill. 


Hooker, Paul, Decker Brothers, 
Inc., Lafayette, Ind. 

Hooks, H. C., Moore Push-Pin 
Company, Bellerose, N. 

E. R. Hooper,  Stuart- Hooper 
Company, Chicago, III. 

Horder, E. Y., Horder’s, Inc., 
Chicago, IIl. 

Horder, H. G., Horder’s, Inc., 
Chicago, III. 

Hosselett, Fred, Swan Pencil 
Company, Inc., New York, 
Nn. 


Horter, R. E., Sherman-Manson 
Manufacturing Company, Chi- 
cago, J 

Howell, C. H., T. H. Payne Com- 
pany, Chattanooga, Tenn. 

Hudson, L. W., The Star Print- 
ery, Inc., Muskogee, Okla. 

Hueglin, C. 3 _— * er 
Inc., New York, m 

Hughes, Frank W., _ 
Pencil Sharpener Company, Chi- 
cago, Ill. 

Hull, A. S., Hull Printing and 
Stationery Company, Austin, 
Tex. 

Huntley, R. C., Sturgis Posture 
Chair Company. Sturgis, Mich. 

Huott, E. J., Frank A. Weeks 
Manufacturing Company, New 
York, WN. Y¥. 

oo Charles H., Beverly Hills, 


Hyde, G. P., Office Specialties 
Company, Mankato, N. D. 


I 


Illium, H. C., The Wahl Com- 
pany, Chicago, III. 

Irving, C. B., Wilson-Jones Com- 
pany, Chicago, III. 


J 

Jackson, A. W., Diebold Safe & 
Lock Company, Canton, Ohio. 

Jacquin, W. C., Jacquin & Com- 
pany, Peoria, Il. 

Jerue, Sterley F., McClain & Hed- 
man Company, St. Paul, Minn. 

Johnson, Evan, Office Appliances, 
Chicago, III. 

Johnson, J. Arthur, Postindex 
Company, Jamestown, N. 

Johnson, O. B., Johnson Chair 
Company, Chicago, III. 

Johnstone, C. H., Wallace Pen- 
cil Company, Chicago, III. 

Jonas, Richard A., Jr., Oxford 
Filing Supply Company, Brook- 
lyn, N. Y. 

Jonas, R. A., Sr., Oxford Filing 
te Company, Brooklyn, 


Jones, Charles E., C. L. Barkley 
Company, Chicago, III. 
Jones, Fred H., Horder’s, Inc., 

Chicago, Ill. 
Josephson, Benjamin, Josephson 
Manufacturing Company, New 
York, , 2 


Just, Eldon, Just & Son, Chicago, 
Ill. 


K 


Kahn, Julius M., David Kahn, 
Inc., North Bergen, N. 
Kaufman, Parrot Speed Fastener 
— Long Island City, 
. 


Kislies E. A., Art Metal Con- 
struction Company, Jamestown, 


1. 

Keller, Walter A., Cedar Rapids 
Stationers & Office Outfitters, 
Cedar Rapids, Iowa. 

Kelly, W. Homer, Western Litho- 
graph Company, Wichita, Kas. 

Kelly, William P., Office Equip- 
ment Company, Inc., Louisville, 


y. 

Kendrick, Hamilton M., American 
Lead Pencil Company, Hobo- 
ken, N. J. 

Kerin, Anthony J., Tower-Cross- 
man Corporation, New York, 
a 


Kerns, John J., Stationers Loose 
Leaf Company, Philadelphia, 
Pa 

Kickels, Gordon, The Globe-Wer- 
nicke Co., Chicago, IIl. 

Kiesel, K. H., The Carter’s Ink 
Company, Chicago, III. 

Kinch, P.L. ‘“‘Doc,’’ New York 
nN. ¥ 


King, Karl G., The Office En- 

gineers, Inc., South Bend, Ind. 
Kistler, E. O., W. H. Kistler 
Stationery Company, Denver, 
Colo. 

Klein, Roy, Yawman and Erbe 
Manufacturing Company, Roch- 
ester, N. Y. 

Knapp, Charles J., Matt Parrott 
& Sons Company, Waterloo, 
Iowa. 

Koch, William, Koch Brothers, 
Des Moines, Iowa. 

Kochheiser, E. R., The Charles 
Ritter Company, Mansfield, 
Ohio. 

Koerner, Louis T., Jasper Chair 
Company, Jasper, Ind. 

Kolb, John G., C. Howard Hunt 
Pen Company, Camden, N. J. 
Konerman, W. A., Miami Sys- 
tems Corporation, Cincinnati, 


Kongsvik, Floyd, Curtis 1000, 
Inc., St. Paul, Minn. 

Kostin, Samuel, Robinson Manu- 
facturing Company, Westfield, 
Mass. 

Kretchmer, O., Peerless Key 
Company, Inc. New York, 
a 5 


Krueger, John, F. S. Webster 
Company, Chicago, III. 

Krumwiede, Elmer, G. J. Aigner 
Company, Park Ridge, III. 

Kuch, Edward J., Hotchkiss Sales 
Company, Norwalk, Conn. 

Kuresman, Jack, The Poundsford 
Stationery Company, Cincinnati, 
hio. 

Kurth, W. H., The Heyer Cor- 

poration, Chicago, III. 


L 


Lafollette, E. U., Spencerian Pen 
Company, New York, N. Y. 

Land, Carl, Columbia Ribbon & 
Carbon Manufacturing Com- 
pany, Glen Cove, N. Y. 

Landes, Joseph D., Kansas City, 


oO. 

Landes, M. R., Polar Manufac- 
turing Company, Philadelphia, 
Penna. 

Lang, Carl, Binney & Smith, New 
York, N. Y. 

Larson, A. J. E., Art Metal Con- 
struction Company, Jamestown, 
N 


Laurence, Gordon, Allen Calcu- 
lators, Inc., New York, N. 
Law, Oakley A., Boorum & Pease 

Company, Chicago, IIl. 

Laws, C. R., Wallace Pencil 
Company, Minneapolis, Minn. 
Layman, M., Dennison Manu- 
facturing Company, Framing- 

ham, Mass. 

Leach, H. D., George B. Graff 
Company, Cambridge, Mass. 
Lengnick, T. E., Arkansas Print- 
ing & Lithographing Company, 

Little Rock, Ark. 

Lennartson, Walter S., Office Ap- 
pliances, Chicago, IIl. 

Lenz, W. W., Codo Manufactur- 
ing Company, Coraopolis, Pa. 

Leonard, C. W., Leonard & Com- 
pany, Detroit, Mich. 

Leopold, Carl, The Leopold Com- 
pany, Burlington, Iowa. 
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THINK OF T—42,000 COPIES 


FROM ONE TEMPO STENCIL! 


that is why we say 





“And we mean 42,000 copies,” our customer reports. That is some 
record you will agree! With such durability plus superior work- 
manship, you will want to try TEMPO STENCILS on your next order. 

Write for free samples and details now. 


MILO HARDING CO. LTD. 


Manufacturers of Tempo Duplicators, Stencils, Ink, etc. 
PITTSBURGH o ST. LOUIS s LOS ANGELES | 
T Oo D A Y — ee ee ee ee ee ee | 


Milo Harding Co. Ltd. 
617 Commonwealth Annex 
Pittsburgh, Pennsylvania 
SEND FREE SAMPLES CATALOG 


(Please pin to your letterhead) 


NEW SALES 


WITH THE 


NEW MODEL 


DEALER PLAN [] 












ow, more than ever before, 
with the featured folding and 
adjustable arm of the New 
Model, dealers can build a new 
high in profits and sales. Write 
for our portfolio “Sweet Busi- 
ness. Gladly sent toall dealers 
interested in developing 
greater business. 








oe Dawn Manufacturing Corp 


VISION OF THE 


HALL-WELTER co, INC. 


181 ST. PAUL ST. ROCHESTER, N.Y. 








QUALITY 
FILING SUPPLIES 




















SEND NOV .... 


FOR SAMPLES AND COMPLETE 
SALES CATALOG COVERING THIS 
LINE OF HIGH GRADE SUPPLIES 






Supplies 
i... 


a4 Filina 
ianufacturers « if1Ng 


? S. JEFFERSON STREET CHICAGO, 





STYLED BY BRIGHT 


The invigorating comfort of a chair cor- 
rectly designed and adjusted to the exact 
posture is a tremendous “lift” to every chair 
“sitter.” These BRIGHT numbers produce 
this keen satisfaction. 


And only skilled leather craftsmen can 
produce these masterpieces of comfort and 


beauty. 
: : No. 59 , 


Bright Chair Co. 
127-133 Bleecker St. 
New York, N. Y. 


Write for our catalog of 
BRIGHT styled leather 
office furniture. You will 

profit, 








too. 


Inc. 








No. 61 + 


ed 








co) 


Lessard Printing 


Lessard, E. J., 
Company, St. 


& Stationery 
Louis, Mo. 
Levy, Harry, Silver Stationery 
Company, New York, N. Y. 
Levy, Irving M., Art Steel Com- 
pany, Inc., New York, N. Y. 
Lewis, R. H., Dennison Manu- 
facturing Company, St. Louis, 

Mo. 

Linden, Hy., Ace Fastener Cor- 
poration, Chicago, III. 

Link, Charles L., Weldon Roberts 
Rubber Company, Newark, N. J. 

Linn, R. E., S. C. Toof & Com- 
pany, Memphis, Tenn. 

Linsky, Jack, Parrott Speed Fas- 
tener Corporation, Long Island, 
me. 


Lipman, Charles W., George B. 
Graft Company, Cambridge, 
Mass. 

Lipner, W. C., Koh-I-Noor Pen- 


cil Company, Chicago, III. 


Lipp, Gus, W. H. Kistler Com- 
pany, Denver, Colo. 

Litchfield, George, Jasper Chair 
Company, Jasper, Ind. 

Little, Edward L., Wabash Cabi- 
net Company, Wabash, Ind. 

Llewellyn, R. H., R. H. Llewel- 
lyn Company, Manchester, N. H. 

Lofgren, C. W., Sanford Ink 
Company, Chicago, III. 

Long, Elmer E., Horder’s, Inc., 
Chicago, III. 

Love, C. Guy, The Office Supply 
Company, Jackson, Miss. 

Luccock, Tracy, The P. F. Vol- 


land Company, Joliet, Ill. 
Lyles, H. C., Bates Manufactur- 
ing Company. Orange, N. J. 
Lynch, Frank E., Johnston Press 

Company, Wichita, Kas. 


M 
Maas, Walter F., Rockwell-Barnes 
Company, Chicago, IIl. 
MacDougall, D. A., Stationers 


Loose Leaf Company, Royal 
Oak, Mich. 
Mackey, W. Irving, The Cooke 


& Cobb Company, Chicago, III. 


MacMorris, J. D.. C. Howard 
NY Pen Company, Camden, 
N. J. 
MacNeill, 


H. J., Binney & Smith 
Company, New York, N. Y. 

(Maish, R. A., Dennison Manufac- 
turing Company, Framingham, 


Mass. 

Maneval, Ralph V., A. W. Faber, 
Inc., Chicago, Il. 

< . Manning, Stein’ Bros. 
Manufacturing Company, Inc., 
Chicago, IIl. 

Markelz, A. J., The Book Shop, 
Joliet, Ill. 

Matthews, A. S., The Hall Litho- 
graphing Company Topeka, 
as. 

Mayo, Floyd, Bixby Office Supply 
Company, Grand Rapids, Mich. 

Mayer, Alfred J., Gregory, Mayer 
& Thom Company, Detroit, 
Mich. 

W. E. McCain, Wilson-Jones 
Company, Memphis, Tenn. 


McCarron, Ralph N., Klipte Loose 
Leaf Company, Mason City, Ia. 

McCullouch, W. L., Finch & Mc- 
Cullouch, Aurora, III. 


McDaniel, L. H., Fort Worth, 
ex. 
McDonald, E. F., McDonald 
‘- Corporation, Buffalo, 
McDonough, J. L., Royal Type- 
writer Company, Chicago, III. 
McEvoy, Jerry, Acco Products, 
Inc., Long Island City, N. Y. 


McFarlan, H. L., Esterbrook 
Steel Pen Manufacturing Com- 
pany, Chicago, IIl. 


McGinty, Ben F., Yawman and 
Erbe Manufacturing Company, 
Rochester, N. Y. 

McGowan, R. H., The Shaw- 
Walker Co.. Muskegon, Mich. 
McKay, L. D., Cel-U-Dex Cor- 

poration, Brooklyn, N. Y. 

McKee, S. C., Hedges Manufac- 


turing Company, Chicago, III. 
McLane, Albert, Spencer'an Pen 
Company, New York, N. Y. 
McMahon, J. J.. The Powers 

Company, Mobile, Ala. 
McMeans, R. L., Birmingham, 
Ala. 

W. 4H. McNiff, Shaw-Walker 
Company, Muskegon, Mich. 
McPike, Harold C., Weis Manu 
facturing Company, Monroe, 

Mich. 

McWilliams, J. A. 
Faber Pencil Company, 
lyn, N. Y. 


Eberhard 
Brook 
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Edward V., McMil- 
lan Book Company, Syracuse, 
uw. ¥. 


Frank J., Geo. D. Ber- 
nard Stationery Company, St. 
Louis, Mo. 

Metz, E. M. Quality Park Enve- 
lope Company, St. Paul, Minn. 


Mendenhall, 


Merrill, 


Miller, Donald C., Office Appli- 
ances, Chicago, III. 
Mitchell, Charles L., Crane & 


Company, Topeka, Kas. 
Mitchell, E. J., manufacturer’s 
representative, St. Louis, Mo. 
Modene, O. F., Marshall-Jackson 
Company, Chicago, III. 
Mohan, Phil, Frank Mashek & 
Company, Chicago, III. 
Mohn, Willis M., Holden-Kahler 
Company, Cedar Rapids, Iowa. 
Montgomery, James W., Charles 
. Higgins & Company, Los 
Angeles, Calif. 
Montgomery, Richard G., J. K. 
Gill Company, Portland, Ore. 
Moore, J. W., Blaisdell Pencil 
Co., Philadelphia, Penna. 
Moore, R. C., Columbia Ribbon 
& Carbon Manufacturing Com- 
pany, Kansas City, Mo. 
Moreland, Roy S., Schooley Print- 


ing & Stationery Company, 
Kansas City, Mo. 
Morgan, George O., Stationers 
Corporation, Los Angeles, Calif. 


Associated Sta- 
Min- 


H. 38. 

Supply Company, 
neapolis, Minn. 

Morgan, Harry A., Stationers 
Corporation, Los Angeles, Calif. 

Morgan, J. Hanly, Swan-Morgan 
Company, Huntington, W. Va. 

Morley, William, Bramwood Press, 


Morgan, 
tioners 


Indianapolis, Ind. 

Morris, Bert Los Angeles, 
Calif, 

Morris, L. G., Eaton Paper Cor- 
poration, Pittsfield, Mass. 

Morse, Chester A., Cless Burras 
Stationery Company, Inc., Oak 
Park, IIl, 

Morse, Hamilton H., Morris San- 
ford Company, Cedar Rapids, 
Iowa. 

Mount, Richard F., Office Life 


Magazine, New York, N. Y. 
Mueller, Charles P., Joseph Dixon 
Crucible Company, Chicago, III. 


Musser, J. Eberhard Faber 
Pencil Company, Brooklyn, 
wa es 


N 

Neary, James E., Andrew Geyer, 
Inc., New York, N. Y. 

Netzhammer, C. A., Northwestern 
Furniture Company, Milwaukee, 

isc. 

Nichols, F. R., Columbia Ribbon 
& Carbon Manufacturing Com- 
pany, Glen Cove, N. Y. 

Nichols, Harry L., Weis Manu- 
facturing Company, Columbus, 


io. 

Nichols, R. C., The Daniels Com- 
pany, Muskegon, Mich. 

Nichols, W. P., Weis Manufac- 
turing Company, Monroe, Mich. 

Nickel, W. J., Bankers Box Com- 
pany, Chicago, III. 

Nimmy, Robert V., Hotchkiss 
Sales Company, Norwalk, Conn. 

Norman, George D., Hoosier Desk 
Company, Jasper, Ind. 

Norris, Harold A., Stationers Club 
of Indianapolis, Indianapolis, 
Ind. 

Norton, P. N., Norton 
Inc., El Paso, Tex. 
Nunn, C. C., Wilson-Jones Com- 
pany, Chicago, III. 

Oo 


Ober, M. L., Stationers, 
Indianapolis, Ind. 
O’Brien, J. B.. Meilink Steel Safe 


Bros., 


Inc., 


Company, Toledo, Ohio. 

Obstfeld, Sol, Markwell Manu- 
facturing Company, New York, 
eS A 

Ohland, George C., Metal Office 
Furniture Company, Grand 
Rapids, Mich. 

Oliver, W. G., Eaton Paper Cor- 


poration, Pittsfield, Mass. 

Olson, Grant F., W. A. Sheaf- 
fer Pen Company, Fort Madi- 
son, Iowa. 

Oom, J. C., Economy Office Sup- 
ply Company, Grand Rapids, 
Mich. 

Ortega, G. L., Blaisdell Pencil 
Company, Philadelphia, Penna. 


Overend, Robert B., Eagle Pen- 
cil Company, New York, N. Y. 


P 
Lee C., Wilson-Jones 
Elizabeth, N. J. 


Paddock 
Company, 
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MODERN COLONIAL —s FORTY ONE GROUP 


i a 

















Retaining the popular appeal 
of Colonial design—a touch of 


Modern adds real smartness 




















SHELBYVILLE DESK CO. SHELBYVILLE. IND. 


BRING YOUR BINDING PROBLEMS DOWN TO geet ACCO BINDERS 































FTX HEIR wide range of binding applications pre- 








INVOICES - sents a marvelous opportunity for solving the 
TRAFFIC FORMS numerous binding problems which daily confront your salesmen, 


PURCHASE ORDERS Just think! Made for any sheet size. Every commercial and 
INVENTORY SHEETS school center. Binds from one to 2000 sheets. The use of the 


Acco Fastener provides the compression and safety 








ae or f a bound book with the easy interchangeability of t 
of a bot 00K W e eas) rchanges yo 

— CHARGE a ring book. You can sell these profitable Acco Binders A 

y 


in substantial volume. Write for details and prices. 












ACCO PRODUCTS. Ine. 


39th Avenue and 24th Street Long Island City, N. Y. 
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The Latest in 
streamlined 
office design 


Executives on the way up prefer them for their own 
use and for their staff. They put a power of meaning 
into the expressions ‘‘up to date’’ and ‘‘modern”’ 
they not only look more capable and productive but 
by making much force and motion unnecessary save 
time, serve concentration and set forward action and 
accomplishment. 

Every feature shows the benefit of study and engin- 


eering. New type base construction facilitates clean- 
ing and enables user to swing out of or slip into his 


( 


beret ek VEORS 


ably. Double pedestal desks have inset panel back. 
Besides the 66 inch size shown above we build Zephyr 
in 55 and 60 inch sizes with three drawer pedestals. 
Single pedestal Zephyrs have wing end with narrow 
compartment for overshoes, umbrella, etc. Levelling 
glide is provided to compensate for unevenness of 
floor, ball bearing hanger for double drawer and 
silencing drawer buffers make for quiet, easy ref- 
erence. 


Details of materials, finish, variety of size and purpose 
are given in a descriptive folder, sent on request. 


JFFICE APPLIANCES 








chair without pushing back, and to sit more comfort- 


Aorek OFFICE 





FURNITURE CO. 





One or Three- 
Pocket Models, 
With or With- 
out Outside 
Zipper Pocket 


In 





Pending 





Patent 








BRUMMEL Brief Cases 


Made of fine, heavy, unlined leather throughout—a genuine 
all-leather case. Has a concealed zipper that opens it to 
wide capacity—and enclosed steel reinforcing bands at top 
that hold the shape under long hard usage. 


UP PEL 


ALE_ LEATHER GOODS 


412 Orleans St. Opposite Merchandise Mart 
Los Angeles Office: C. J. Schubert, Jr., 339 E. Third St. 


















JASPER, INDIANA 


A POPULAR PRICE- 
A DEMONSTRATION 
that CLINCHES Sales 


These Two Features Plus 
a Good Handling Profit Are 
Yours When You Sell 


Ever-HoLo 


Automatic Adjustable 
Stools and Chairs 

Write today for complete details of our very 
attractive dealer offer. We will send you 
the Ever-Hold Catalog-Folder that pictures 
and fully explains the sensational automatic 
adjustable locking device that allows the 
user to adjust the seat to any fraction of 
an inch up to 10 inches without the use of 
tools, set screws or gadgets 


ee 

Chair No ‘ It will bring you illustrations 
B-1721 of all models. List prices and 
Adjustable . » P 
from 17 to liberal dealer discounts will 

ai inches : » also be sent. 

cera 
Ever-Hold Chairs and Stools are not 








Chair Ne 


4-1721 to be found at cut prices in stocks 


of second hand dealers. It is the 
most desirable line to sell. Write 
for our Dealer Offer today 


Adjustable 
from 17 to 
21 inches 


° > 
No. E-182 
Adjustable LABORATORY FURNITURE EXPERTS 
or 8 to 
24 inches C. G. Campbell, Pres. and Gen. Mor. 
5005 S. Center St., Adrian, Mich. 
Leaders in the Manufacture of Laboratory and Library Furniture Since 1905 
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Paddock, Colonel R. B., Wilson- 
Jones Company, Chicago, III. 
Page, Clarence E., Page’s Okla- 

homa City, Okla. 

Palmer, Frank H., Eaton Paper 
Cerporation, Pittsfield, Mass. 
Parkin, H. W., Parkin Printing 
& Stationery Company, Little 

Rock, Ark. 

Parkin, W. L., Parkin Printing 
& Stationery Company, Little 
Rock, Ark. 

Parrott, J. M., Matt Parrott & 
Sons Company, Waterloo, Iowa. 

Parrott, R. W., Matt Parrott & 
Sons Company, Waterloo, Iowa. 

Parsons, J. S., Smith Brothers, 
Oakland, Calif. 

Patterson, Alex, Birmingham, Ala. 
Pearson, Monte, Adams Book & 
Art Shop, Rochester, Minn. 
Pechman, O. W., Denver Sta- 
tionery Company, Denver, Colo. 
Peck, Frank E., Peterson Litho- 
graph & Printing Company, 

Omaha, Nebr. 

Peck, J. A., Springfield Station- 
ery Co., Springfield, Ill. 

Penske, C. C., Meilink Steel Safe 
Company, Toledo, Ohio. 


Perdue, Dean J., Klipto Loose 
Leaf Company, Mason City, 
Iowa. 


Perry, E. F., Trussell Manufac- 
turing Company, Poughkeepsie, 
N. Y 


Petithery, C. J., Postindex Com- 
pany, Jamestown, N. 

piers, William A., Santa Fe Book 

& Stationery Company, Santa 

Fe, M. 

Pfiffner, R. X., Whiting-Plover 
Paper Company, Stevens Point, 


Wis. 
Pfleeger, Ralph B., Pfleeger Busi- 
ness Equipment, Inc., Utica, 


Phillips, George W., Gregg Pub- 
lishing Company, New York, 
es 


Pierson, J. Ogden, Dameron-Pier- 
son Company, Ltd., New Or- 
leans, La. 

Pinney, D. R., Acme Card Sys- 
tem Company, Chicago, III. 

Pitt, William, Wilson-Jones Com- 
pany, Elizabeth, N. J. 

Petter, R. H., Autopoint Company, 
Chicago, IIl. 

Powell, B. J., A. W. Faber, Inc., 
Chicago, IIl. 


Praetorius, H. O., John P. Mor- 


ton & Company, Inc., Louis- 
ville, Ky. 
Prescott, Harry A., Terry Pen- 


filler Company and C. L. Bark- 
ley Company, Chicago, III. 

Price, Herman, Eagle Pencil Com- 
pany, New York, N. Y. 

Priesing, C. W., The Wahl Com- 
pany, Chicago, IIl. 

Pritchard, Joseph W., 
Stationery Company, 
Ill. 

Pryor, J. D., Wilson-Jones Com- 
pany, Dallas, Tex. 

Pydlek, John, Blaisdell Pencil 
Company, Philadelphia, Penna. 


Pritchard 
Chicago, 


R 
Standard Office 


Rader, A. J., 
Equipment Company, Sioux 
City, Iowa. 


Ramma, John J., Chicago, Ill. 

Ramsey, Charles H., Ever Ready 
Calendar Manufacturing Com- 
pany, Jersey City, N. J. 

Raveill, George E., Commander 
Printing & Stationery Company, 
Tulsa, Okla. 

Reed, Paul J., Andrew Geyer, 
Inc., New York, N. Y. 

Reese, Sam S., Wilson-Iones Com- 
pany, Elizabeth, N. J. 

Reinhardt, G. W., Finch & Mc- 
Cullouch, Aurora, IIl. 

Reitzel, Pete, New York, N. Y. 

Rest, Sig. Speed-O-Print Corpor- 
ation, Chicago, III. 

Reynell, Charles E., Oxford Filing 
Supply Company, Brooklyn, 


silienie. Floyd E., Zaiser’s, Des 
Moines, Ia. 

Richmond, Fred A., The Rich- 
mond & Backus Company, De- 
troit, Mich. 

Ricketts, C. A., Stein Bros. 
Manufacturing Company, Inc. 
Chicago, Ill. 

Ridley, W. G., Jr., American 
Pad & Paper Company, Hol- 
yoke, Mass. 

Riedell, John A., Weldon Roberts 
Rubber Company, Newark, N. J. 

Riendl, Tom Peerless Key Com- 
pany, Newark, N. J. 


Riley, Herbert S., Out West 
Printing & Stationery Company, 
Colorado Springs, Colo. 


Robinson, H. S., Robinson Manu- 
facturing Company, Westfield, 
Mass. 

Rockwell, H. P., Yawman and 


Erbe ~~ i Company, 
Rochester, N. 

Rohrs, Edward Mi Eaton Paper 
Corporation, Pittsfield, Mass. 
Roland, C. S., Marshall-Jackson 

Company, Chicago, III. 

Rose, Leonard O., National Blank 
Book Company, Chicago, IIl. 
Ruch, H. E. Stationers, Inc., In- 

dianapolis, Ind. 

Ruck, George, Columbia Steel 
Equipment Company, Philadel- 
phia, Pa. 

Rudel, Thomas R., Eberhard Fa- 
9 "haa Company, Brooklyn, 


mh " Walter, S. G. Adams 
Company, St. Louis, Mo. 
Ruffner, Homer B., Sterling Of- 


fice & School Supply Company, 
Johnstown, Penna. 

Rushmore, John B., The Rey- 
burn Manufacturing Company, 
Philadelphia, Penna. 

Ryan, Frank M., Sanford Manu- 
facturing Company, Chicago, 
Ill. 


S 


Sahm, William H., Eagle Pencil 
Company, New York, N. Y. 
Sainberg, Robert B., Sainberg & 
a ml Inc., New York, 

¥. 


hd Howard §S., Stationers & 
Publishers Board of Trade, New 
York, N. Y. 

Sanford, E. S., United Supply 
Company, St. Paul, Minn. 
Sargent, F. M., The Heyer Cor- 

poration, Chicago, Ill. 


Sauter, Robert, A. W. Faber, 
Inc., Newark, N. 
Schaefer, F. C., Sanford Manu- 


aaane Company, St. Paul, 


Thomas, Anes Geyer, 

Inc., New York, ea 

Schmidt, A. E., Nschiller & 
Schmidt, Chicago, II. 

Schmidt, H. C., The Poundssford 
Stationery Company, Cincinnati, 
Ohio. 

Schneider, P. A., Dennison Man- 
ufacturing Company, Framing- 
ham, Mass. 


Schnell, C. T., Invincible Metal 
Furniture Co., Manitowoc, 
Wisc. 


Schoen, C. P., The Wahl Com- 
pany, Chicago, II. 

Schreiber, Nels F., Messenger 
Printing Company, Fort Dodge, 


owa. 

Schubert, Larry, The Globe-Wer- 
nicke Co., Cincinnati, Ohio. 

Schulhof, William, The Office, 
New York, ee 

Schuster, William L., Graver- 


Dearborn Corporation, Chicago, 
Ill. 
Seely, Clem W., The Tisch-Hine 
Company, Grand Rapids, Mich. 
Sengbusch, A. F., Sengbusch Self- 


closing Inkstand Company, 
Milwaukee, Wisc. 

Sengbusch, G. J., Sengbusch Self- 
Closing Inkstand Company, 


Milwaukee, Wisc. 

Seymour, Fred P., Horder’s, Inc., 
Chicago, IIl. 

Shapiro, Edward, Horder’s, Inc., 
Chicago, III. 

Sharleville, A., Carpenter Paper 
Company, Omaha, Nebr. 


Sheaffer, Craig, W. A. Sheaffer 
Pen Company, Fort Madison, 
Iowa. 

Sheaffer, W. A., The W. A. 


Sheaffer Pen 
Madison, Iowa. 
Shee, C. C., Oakville Company, 
Oakville, Conn. 
Sheets, Homer F., Victor Safe & 
Equipment Company, Chicago, 
Til 


Company, Fort 


Sheppard, H. R., Pittsburgh Sta- 


tioners Association, Pittsburgh, 
Penna. 

Shockley, Harry, Bramwood 
Press, Indianapolis, Ind. 


Short, Harry L., manufacturers’ 
representative, Chicago, III. 

Shutz, Carl M., Eagle Pencil 
Company, New York, N. Y. 

Sick, Elmer L., W. B. Gregory 
& Son, Detroit, Mich. 

Siekert, Stafford, Siekert & Baum 
Stationery Company, Milwau- 
kee, Wisc. 








PELOUZE POSTAL SCALES | 


ELF computing dials for all mail matter including 

parcel post by zones. Simply read the dial and | 
affix the postage. | 
conn Beautifully Finished | 
in Gold or Green Bronze 





"'National,"' 4 Ibs. 











"Columbian," 2!/, Ibs. 
""Crescent,"’ | Ib. 
No. 2 "Victor," 2 Ibs. 
No. 4 "'Victor,"' 4 Ibs. 
"Commercial," 6 Ibs. 
"Mail & Express,"’ 10 Ibs. | 
po | 
Dealers 
Supplied by | 
Leading 
Wholesale STANDARD" 
. 2 Ibs. & 4 Ibs. 
Stationers 


Pelouze Manufacturing Company | 
232 E. Ohio Street CHICAGO | 


Member National Stationers Association 















U.S. PAT OFF. 


FOUNTAIN PEN 


With the 14 Carat Gold Point Mapes 
PROOF OF DEMAND ‘1 KS 


Over 50% of the dealers who replied to a rec ie all co- 
operative promotion offer for sales helps, sponsored 
by a prominent stationery magazine, requested 
Wearever Pens and Pencils by name! 
Thousands of buyers will appreciate this new, popular 
priced writing instrument. 
OUTSTANDING SALES POINTS 
1. 14 Carat gold point (fine-medium-broad) with 
patented reinforced guard. 
2. Starts writing the instant it touches the paper; 
vacuum cap prevents ink from drying. 
3. Special leak-proof feed. 
1. Large ink capacity ;exceeds that of most pensitssize. 
5. Rich appearance - 
gorgeous inlay colors. 
Also in smaller, ladies’models. 
HANDSOME WEAR- 
EVER GIFT SET 
Contains Wearever De 
Luxe Fountain Pen and 
a superbly graceful pen- 
cil to match. 












NATIONALLY ADVERTISED 


To America’s Millions 


DAVID KAHN, INC. 
North Bergen, N. J. 














POPULAR 
OFFICE 
CHAIRS 


QUALITY 
CRAFTSMANSHIP 
. MODERN 
STYLING 
EXTRA COMFORT 


Office furniture 
dealers can 
make 
progress and do 


greater 


more business 
with Jasper Seat- 





ing Co. chairs. 


Keyed up to present day demands in 
points of style, construction and 
comfort, their self evident value often 
clinches the sale for the entire en- 
semble—desk, table, cabinet, ete. 
Good furniture prompt ship- 


ments. Catalog and details on request. 


JASPER, INDIANA 
CHICAGO: L. H. Farber, 529 So. 
Wabash Ave. Phone: Webster 3217 
NEW YORK: Office Furniture Ware- 


house Co., 573 Broadway 





Jasper Seating Co. 








REMEMBER YOUR GEOMETRY ? 


AXIOM | 
A straight line is the shortest distance 


between two given points— 


AND TODAY! 





FILING SUPPLY LINE 


is the shortest distance between 


INVESTMENT and PROFIT. 
ASK 


IMPERIAL METHODS CO. 


FOREST PARK, ILL. 


760 S. Circle Ave. 








Silliman, W. H., Sengbusch Self- 
Closing Inkstand Company, 
Milwaukee, Wisc. 

Simpson, James H., National Fi- 


berstok Envelope Company, 
Philadelphia, Pa. 
Skibbe, A. R., Associated Sta- 


tioners Supply Company, Chi- 
cago, 1, 

Slye, Robert H., The Tribune 
Printing & Supply Company, 
Great Falls, Mont. 

Smith, W. E., Ace Fastener Cor- 
poration, Chicago, III. 

Smith, Zac, Zac Smith Stationery 
Company, Birmingham, Ala. 
Smythe, John M., Andrew Geyer, 

Inc., New York, 2 
Walter L., Associated 


Snelling, 
Stationers Supply Company, 
Chicago, IIl. 


Solinger, Leo, Eagle Pencil Co., 
z. 


Somerville, Walter F., Dennison 
Manufacturing Company, Chi- 
cago, 

Southworth, Edward, Southworth 
Company, West Springfield, 
Mass. 

Spencer, H. M., Spencer Station- 
ery Company, hester, Penna. 

Sphar, Joe D., Western Litho- 
graph Company, Wichita, Kans. 

Sprott, J. S., The Globe-Wer- 
nicke Co., Cincinnati, Ohio. 

Spurlock, Harry H., National 
Blank Book Company, Palo 
Alto, Calif. 

Stack, P. J., Johnson Stack Com- 
pany, Chicago, IIl. 

Stacy, Elmer G., Spencerian Pen 
Company, New York ab & 
Stafford, William S., S. S. Staf- 
ford, Inc., New York, N. Y. 
Stapleton, Ben C., Transylvania 
Printing Company, Lexington, 


y. 
Starck, J. W., Boorum & Pease 
Company, Chicago, Ill. 
Steding, § Wallace Pencil 
Company, St. Louis, Mo. 
Steinbeck, E. W., S. K. Smith 
Company, Chicago, Ill. 
Steinhilber, Fred, Andrew Geyer, 
Inc., New York, N. Y. 
Steitz, Alfred, Field Stationery 
Company, Tulsa, Okla. 
Stephens, H. J., Neva-Clog Prod- 
ucts, Inc., Bridgeport, Conn. 
Stevens, F. R., The Carter’s Ink 
Company, Boston, Mass. 
Stevens, G. O., Stevens, Maloney 
& Company, Chicago, IIl. 
Stewart, E. M., Dallas, Tex. 
Stewart, W. N., Stewart Office 
Supply Company, Dallas, Tex. 
Stockett, Bill, Stockett-Fiske 
Company, Washington, a 
Strafford, R. C., III, Atlanta, Ga. 
Strauss, J. S., Automatic Pencil 
a ame Company, New York, 
 < 


Ps H. A., Ace Fastener 
Company, Chicago, Til. 

Stutsman, Ralph N., W. H. Zaiser 
Specialty Company, Des Moines, 
Iowa. 

Sutton, J. W., Woodbury’s Book 
Company, Danville, Ill. 

Swisher, Jim, Bartlesville Station- 
ery Company, Bartlesville, Okla. 

Sylvester, Harry B., Sylvester & 
Nielsen, Inc., Appleton, Wis. 

-. 


Tamany, John W., Boorum & 
Pease Company, Brooklyn, N.Y. 
Tavernier, Louis H., Fulton Spe- 
cialty Company, Elizabeth, N.J. 
Taylor, J. F., W. J. Gage & Com- 
pany, Ltd., Toronto, Canada. 
Tehan, Harry, Chas. M. Higgins 
& Company, Brooklyn, N. Y. 
Terkel, Ben, H. Niedecken Com- 
pany, Milwaukee, Wisc. 
Thomas, Robert L., Lucas Broth- 
ers, Inc., Baltimore, Md. 
Thomas, W. Biss Findlay Printing 
. Supply Company, Findlay, 


Thompson, C. S., Standard Furni- 
ture Company, Herkimer, N. Y. 
Thompson, George, W. H. Kistler 


Stationery Company, Denver, 
Colo. 
Thompson, Russ, Decker Broth- 
ers, Inc., Anderson, Ind. 


Tope, Ronald E., Tope Book & 
Office Supply Company, New 
Philadelphia, Ohio. 

Toth, Henry, Eberhard Faber 
Pencil Company, Brooklyn 
eS 


Towne, Joseph M., National Blank 
Book Company, Holyoke, Mass. 

Towne, Richard P., National 
Blank Book Company, Holyoke, 
Mass. 


OFFICE APPLIANCES 


Tracht, Fred, University of Chi- 
cago Bookstore, Chicago, III. 
Triner, J. M., Triner Scale & 
Manufacturing Company, Chi- 

cago, Ill. 
Tynan, W. J., S. S. Stafford, 
Inc., Chicago, III. 


U 
Uden, John A., Boorum & Pease 
Company, Chicago, III. 
Underwood, Fulton Spe- 
cialty Company, Elizabeth, N. J. 
Urmston, R. J., J. Se y Staedtler, 
Inc., New York, A 


Vv 
Vail, R. B., Vail Manufacturing 
Company, Chicago, 3 
Valle, Philip F., J. S. Staedtler, 
Inc., New York, 7. 
Valleau, R. Thomas, George E. 
Fox Company, Chicago, II. 
Van Dorn, H. B., Joseph Dixon 
Crucible Company, Jersey City, 
N 


Van Horne, A. C., Eberhard Fa- 
ber Pencil Company, Brooklyn, 
a, 2 


Vawter, W. A., Palace Office 
Supply Company, Tulsa, Okla. 


Venet, Harry P., The Reyburn 
Manufacturing Company, Chi- 
cago, , 

Vernon, Murray, S. E. & M. 


Vernon, Inc., New York, N. Y. 
Vevier, E. C., Loose Leaf Metals 
Company, St. Louis, Mo. 
Vojta, Robert J., Frank Mashek 
& Company, Chicago, IIl. 
Volzer, Paul W., Baers’, Canton, 
Ohio. 
Vreeland, James F., Royal Type- 
writer Company, New York, 
se 


Ww 


Woodson P., Everett 


Waddy, 
Richmond, 


Waddey Company, 


a. 

Wadsworth, Charles, American 
Lead Pencil Company, Hobo- 
ken, N. J. 

Waldron, H. E:, W. A. Sheaffer 
Pen Company, Fort Madison, 
Iowa. 

Walker, A. J., Farnham Station- 
ery & School Supply Company, 
Minneapolis, Minn. 

Walker, Clark, Farnham Station- 
ery & School Supply Company, 
Minneapolis, Minn. 

Walker, S. E., The B. F. Good- 
rich Rubber Company, Akron, 
Ohio. 

Wallace, Ebenezer, Southern Cali- 
fornia Stationers, Los Angeles, 
Calif. 

Wallace, James J., Carithers-Wal- 
lace-Courtney, Inc., Atlanta, Ga. 

Wallace, W. H., Bainbridge, 
Kimpton & Haupt, Inc., New 
York, N. Y. 

Walsh, Herbert J., The South- 
worth Company, Chicago, II. 

Warner, Daniel T., The Gregg 
Publishing Company, New York, 
N. Y 


Warnock, H. J., The Globe- 
Wernicke Co., Chicago, III. 

Warren, Leo, Metal Office Furni- 
ture Company, Grand Rapids, 
Mich. 

Waterman, Clyde, H., L. E. Wa- 
terman Company, Newark, N. J. 

Waterman, Elisha, L. E. Water- 
man Company, Newark, N. J. 

Waterman, Frank D., Jr., L. E. 
Waterman Company, Newark, 


= * 
Watts, Norman, Stationers Asso- 
ciation of Louisville, Louisville, 
y. 
Weber, Homer, Johann’ Faber, 
Inc., Chicago, Ill, 
Weber, William F., Ace Fastener 
Corporation, Chicago, III. 
Weck, W. M., Haines & Essick 
Company, Decatur, III. 
Weingaertner, . Egyptian 
— Company, Belleville, 


Weis, Gilbert, Weis Manufactur- 
ing Company, Monroe, Mich. 
Weissenborn, Ray, General Pencil 
Company, Jersey City, N. J. 
Welch, A. W., Dennison Manu- 
facturing Company, Chicago, III. 
Welch, Lawrence, St. Louis, Mo. 
Welch, W.. Kisco Company, 

Inc., St. Louis, Mo. 

Wilcox, Leonard B., Roberts 
Printing & Stationery Company, 
Hutchinson, Kas. 

Wiley, B. G.,_ All-Steel-Equip 
Company, Inc., Aurora, IIl. 
Wiley, Marshall A., General Pen- 
cil Company, Jersey City, N. J. 

















OCTOBER, 1938 219 


—s <= DP = LF Db ¢ \M PANY - - - BURL a N T 


rag ae sre ae 

































ene 200 apes neem in 


























rs { / 
f/f \ \ 4 : 
, f a” We ae oe _ . 
Ri GJ a 
i 
a Nl A rae = . sad ' See eee eee ee eee — sce ee 
im De Yen a. Ten) - qnnmabooete . a Dia nok 


COCA-COLA OFFICES ...LOS ANGELES ...IUINSTALLED BY PACIFIC DESK CO. 





There is only ONE “Expanding & Compressing 
file —— and it’s made by AUTOMATIC! 





Automatic originated and pioneered the Expanding and Compressing file drawer over 
30 years ago! And today Automatic files, through constant improvement, offer in 
addition to this feature the finest and strongest construction—plus these 








ADVANTAGES: 
1. Greatest usable capacity of amy file! Nie OEE : 
2. Extremely low cost per filing inch. NNN a a 






3. Protection of papers, guides and folders— 
through Compression. 


4. Greatest utility and convenience—through a 
Expansion. 















5. Fastest filing and reference time. 


These are but a few of the reasons why AUTOMATIC dealers are realizing 
FULL PROFITS by eliminating all competition. 









INVESTIGATE FURTHER BY WRITING TO US TODAY — AND REMEMBER — 
“Only AUTOMATIC gives Expansion and Compression” 


AUTOMATIC FILE & INDEX CO. 


629 West Washington Blvd., Dept. 780, Chicago, Illinois 
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Disappear - 


Seasonable and Profitable 


To meet the activities of modern business executives 
and students, MASHEK has designed a wide range of 
Cases befitting every need. 

Ring Binders with disappearing handles are most sea- 
sonable and profitable. Zip Cases, Brief Cases, Catalog 
Cases —featuring quick access—added conveniences 
and weldedge finish. Far ahead in style and quality. 


Send for latest catalog 
giving complete details 


FRANK MIASHE Kgco CO 


“df it’s made with Leather, MASHEK makes it Better.” 


GILSON-BOLENS Type VR 





Chair Buyers prefer this 
LOW-FULCRUM Action! 


It has the easy rocking tilt—correct tension to 
provide a firm steady seat for desk work—uni- 
form controlled resilience—large, long-lived 
compression rubbers — rubber stops — oilless 
bearings—close fitting ground spindles. 





Ask us for details 


GILSON BOLENS MFG. CO., Port Washington, Wis. 

















y 7 . 
TYPEWRITER PAPERS 
~ ; 
Consider These Facts 

l. A line of papers created especially for the typewriter. 

2. A compact yet complete line, attractively boxed and 
priced. 

3. Sold ONLY through stationers, under a policy which 

offers the maximum of co-operation and protection 

4. Originators of typewriter paper at the time the first 


ty pewriter was introduc ed. 


Cw 


SOUTHWORTH COMPANY 


Established 1839 


West Springfield Massachusetts 











ie) ONE 








Patent Pending 


No. 1742T—42"x32” 


SECRA-TYPE 


The Modern Typewriter Pedestal 


The 42” Secra-Type averages |.5 sq. ft. more usable desk 
top area than the 50” to 55” drop head. 


It uses 15% less floor space, and costs ten to fourteen 
dollars less. 


The 54” Secra-Type has discovered a vast preference for 


this size over the 60” Secretarial. 


Rapids 


Grand Mich. 
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Williams, A. W., Stationers Guild 
of America, Philadelphia, Pa. 
Williams, H. B., DoMore Chair 

Company, Elkhart, Ind. 
Williams, R. A., Columbia Ribbon 
& Carbon Manufacturing Com 
pany, Glen Cove, N. Y. 
Williams, Russell B., Yawman 
and Erbe Manufacturing Com 
pany, Rochester, ¥; 
Wingert, L. P., manufacturers’ 
representative, Clayton, Mo. 
Wintrich, W. E., Acco Products, 
Inc., Long Island City, N. 
Wirtz, John A., The F. W. Rob- 
erts Company, Cleveland, Ohio. 
Wittgen, L. H., Smith & Butter 
field Company, Evansville, Ind. 
Wittstein, H. H., manufacturers’ 
representative, Cincinnati, Ohio. 
Wobber, E. H., Wobber’s, Inc., 
San Francisco, Calif. 
Wolcott, George H., Wilson-Jones 


Company, Chicago, Ill. 
Wonders, D Carter’s Ink 
Company, Boston, Mass. 
Wood, Larry, Scripto Manufac- 
turing Company, Atlanta, Ga. 
Wood, R. N., Esterbrook Pen 


Company, Camden, 
Woodruff, Stanley M., Weis Man- 


ufacturing Company, Haddon 
Heights, N. J. 
Wright, T. H., Rite-Rite Manu- 


facturing Company, Chicago, IIl. 
¥ 


Yager, Harry, David Kahn, Inc., 
North Bergen, N. J 

Yawman, Francis J., Yawman and 
Erbe Manufacturing Company, 
Rochester, N. Y. 

Yawman, Philip H., Yawman and 
Erbe Manufacturing Company, 
Rochester, ws 


Z 
Zecha, William L., Soekaboe- 
mische Snelpersdrukkerj and 
Lawsim Zecha Company, Seeka- 
boemi, Java, Netherland, India. 
Zuck, R., Rite-Rite Manufactur- 
ing Company, Chicago, III. 


REGISTRATION—LADIES 


A 
Anderson, Mrs. H. C., Cincinnati, 
hio. 


Armstrong, Mrs. A. D., Chicago, 
Ill. 
B 
Baer, Mrs. Edwin I., Canton, 
Ohio. 
Barkley, Mrs. Peyton H., Chi- 
cago, Ill. 


Bate, Mrs. J. R., Manitowoc, Wis. 
Bates, Mrs. E. E., St. Paul, Minn. 
Battey, Mrs. E. T., Boorum & 
Pease Company, Chicago, Ill. 
Block, Mrs. W. North Tona- 
wanda, N. Y. 
Bradley, Mrs. E. J., 
Bramwood, Mrs. Garner, 
apolis, Ind. 
Bristoll, Mrs. B. J., 
Iowa. 
Burton, Mrs. Edward, Des 
Moines, Iowa. 
Cc 


Chicago, Ill. 
Indian- 


Des Moines, 


Clegg, Mrs. W. C., San Antonio, 
Tex. 

Coggins, Mrs. 
hio. 

Cole, Mrs. W. 


F. L., Barberton, 
W., Atlanta, Ga. 


Coleman, Mrs. Henry I., Savan- 
nah, Ga. 

Cormack, Mrs. George, Chicago, 
Ill. 


Cornish, Mrs. I. R., Elmhurst, II. 
Crile, Mrs. Don, Canton, Ohio. 
D 


Daldon, Miss Doris, Huntington, 
; we 
Davis, Mrs. G. P., Indianapolis, 
Ind. 
Demaree, Mrs. C. S., Demaree 
Stationery Company, Kansas 
City, Mo. 


Dillon, Mrs. Matt, Chicago, IIl. 
Downs, Mrs. Fred, Tulsa, Okla. 


E 
Emery, Mrs. Lynn B., Detroit, 
Mich. 
Everly, Mrs. Charles H., New 
York, N. Y. . 
Fargo, Mrs. Frank H., Bridge- 


port, Conn. 
Fellows, Mrs. H. L., Chicago, IIl. 
Fenne, Mrs. Fred, Chicago, III. 
Fox, Mrs. A. M., Detroit, Mich. 
Kansas City, 


Gallup, Mrs. F. E., 
Mo 


Andrew, New York, 
Chicago, 


Geyer, Mrs. 
N. Y. 


Gilbert, Mrs. John A. 
Ill. 


Goodhand, Mrs. L. C., Oxford 
Filing Supply Company, Chi- 
cago, . 

Gosiger, Mrs. Paul, Loose Leaf 
Metals Company, St. Louis, Mo. 

Gram, Mrs. J. S., Chicago, IIl. 

Gregory, Miss Helen R., Detroit, 

Gregory, Mrs. M. A., Los An- 

geles, Calif. 


Gregory, Mrs. W. A Detroit, 
Mich. 
Griffith, Mrs. John H., Philadel- 


phia, Penna. 
Gundelach, Mrs. A. E., Janesville, 
Wis. 
H 


Hampton, Mrs. Harold J., 
apolis, Ind. 

Hanson, Mrs. 
5. D 


Indian- 


V. A., Sioux Falls, 

Hausam, Mrs. Lee B., Huchinson, 
Kas. 

Hedeen, Mrs. 
Moines, Iowa. 

Herrmann, Mrs. George, Chicago, 


Kenneth, Des 


Heyman, Mrs. Harry, New York, 
N. Y 
J. M., 


Horder, Mrs. E. Y., Chicago, IIl. 
Horder, Mrs. H. G., Chicago, IIl. 
Horner, Mrs. Jack, Journal Pub- 

lishing Company, Sterling, Colo. 


Holley, “Mrs. Des Moines, 
Ia 


Howell, Mrs. C. H., Chattanooga, 
Tenn. 
Hubbard, Miss Carol L., Chicago 


Printed String Company, Chi- 
cago, Ill. 
Hunt, Mae, Book & 
Stationery Greeley, 
Colo. 


Schriver’s 
Company, 


J 
Jerue, Mrs. Sterley F., St. Paul, 
inn. 

Johnson, Mrs. Evan, Chicago, II. 
Johnson, Mrs. J. Arthur, James- 
town, N. Y. 
Johnstone, Mrs. C. H., Chicago, 

Ill. 


Jones, Mrs. Fred H., Chicago, Ill. 


K 
Keeling, Mrs. E. A., Jamestown, 
Ps «Be 
Kiesel, Mrs. K. H., Chicago, Ill. 
Konerman, Mrs. W. A., Cincin- 
nati, Ohio. 
Krueger, Mrs. Hattie W., Mis- 
sourian Printing & Stationery 
Company, Cape Girardeau, Mo. 


L 
Lakey, Mrs. L., Detroit, Mich. 
Landes, Mrs. Joseph D., Kansas 


City, Mo. 
Lennartson, Mrs. Walter S., Chi- 


cago, Ill. 
Lessard, Mrs. Ruth, St. 
Mo. 
Linden, Mrs. Hy., Chicago, III. 
Lipner, Mrs. W. C., Chicago, IIl. 
Long, Mrs. Elmer E., Chicago, 
Ill 


Louis, 


Lynch, Mrs. Frank E., Wichita, 


as. 
M 

MacDougall, Mrs. D. A., Royal 
Oak, Mich. 

Malatesta, Miss Clara F., Office 
Appliances, Chicago, IIl. 

~—— Mrs. Ralph V., Chicago, 
Ill 


Mashek, Mrs. Frank, Chicago, III. 


Mason, Mrs. Elda Gail, Masons, 
Gallup, N. M. 

Maul, Mrs. I., Detroit, Mich. 

Mayer, Mrs. Alfred J., Detroit, 
Mich. 


ee Mrs. J. A., Brooklyn, 


sitler” ‘Mrs. Donald C., Chicago, 
Ill 


Morgan, Mrs. J. Hanly, Hunting- 
ton, ; abe 

Mulliken, Mrs. Elizabeth S., The 
Fritz-Cross Company, St. Paul, 
Minn. 


N 
Neary, Mrs. James E., New York, 
nN. ¥ 


Nichols, Mrs. Harry L., Colum- 

Nickel, Mrs. W. J., Chicago, III. 

Nickerson, Mrs. T. K., Chicago, 
Ill. 

Norton, Mrs. B. N., El Paso, Tex. 


Ober, Mrs. M. L., Indianapolis, 
Ind. 

Overend, Mrs. Robert B., New 
York, MB. Y. 


Pp 

Parrott, Mrs. R. W., Matt Parrott 

& Sons Company, Waterloo, 
Iowa. 











ST. JOHNS 
GOES MODERN 






After seventy years of leadership in 
the office table field, St. Johns now 
introduces an entirely new line of 
distinctively modern tables that are 
unequalled in their price class. Smart- 
ly styled, with rounded-corner legs 
and plank-edge top, these new tables 
are durably constructed of solid North- 
ern Michigan Maple, and finished in 
either walnut or mahogany. Four sizes 


range from 24 x 36 to 34 x 72 inches. 


OFFICE 
TABLE 
No. 20 





Write for new catalog and price list. 








ST. JOHNS TABLE CO. 
CADILLAC, MICHIGAN 


Office Furniture Warehouse Co., 573 Broadway, New York 

















TT EN DLE€ BACK 
meen able... 
instantly! 


A handy machine for use in offices or small binderies 
where catalog and booklet assembling is done. 

Uses four different leg length staples, namely 1/4”, 
5/16”, 3/8” and 1/2”, without any mechanical change 
and has a 12” reach. Can bind from two sheets to a 
3/8” thickness. Both saddle back and flat interchange- 
able tables are standard equipment. 

Look into this and other Acme Staplers. Send today 
for our ‘'Silverstreak'' folder describing the various 
types of Acme Stapling equipment. 


The ACME Silverstreak Line 
of Office Binders and Staplers 


MIDGET DESK STAPLER @ ACME NO. 1 
ACME NO. 2 @ SURE SHOT @ SIMPLEX 









ACME STAPLE CO. 


1648 HADDON AVENUE, CAMDEN,N. J. 
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"Air Mail Accuracy” 
BEAM POSTAL SCALE 


IS A PROFITABLE ITEM FOR 
DEALER AND CUSTOMER 


Air mail and first-class postage waste runs into large 
figures yearly. Help your trade eliminate over-postage 
and short-postage weighing devices—show them TRINER 
Air-Mail Hair-Line Accuracy Seales. Their dependability 
is established beyond any doubt. Uncle Sam uses many 
thousands for fine weighing and checking of mails. 


Stationers have already sold thousands to their cus- 
tomers with 100% satisfaction. 

No. 84 illustrated above is of 1 Ib. capacity by % 
eunces (other numbers up to 4 Ibs.), with computing 
chart set at 45 degree angle for easy reading. Chart is 
celluloid covered, easily cleaned and easily replaced. 


Write for Circular. 


SCALE & MFG. CO. 
2714 W. 2ist Street 
CHICAGO ILLINOIS 























PATENTED 


s7™ POCKET SEAL 


FOR 


NOTARIES 
CORPORATIONS 
ARCHITECTS 
ENGINEERS 
SURVEYORS 


f AND ALL 
“ USERS OF SEALS 


Tie” OF FICIAL” 















Each SEAL IS 


A STRONG FURNISHED 
STURDY . anmebanves 
POCKET A gy Pooner case 

SEAL ; 
EASY TO 
OPERATE Ae iZdl 


3 SIZES—15% INCH-134 INCH-2 INCH 
LIGHT IN WEIGHT BUT POWERFUL ENOUGH TO 


EMBOSS HEAVY BOND OR LEDGER PAPER 
FULL PARTICULARS AND PRICES WILL BE SENT UPON REQUEST 


MEYER & WENTHE 


SEALS AND MARKING DEVICES FOR THE TRADE 
30 So. JEFFERSON STREET, CHICAGO, ILL. 
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Pechman, Mrs. O. W., Denver, Skibbe, Mrs. A. R., Chicago, IIl. 


Colo. Smythe, Mrs. John M., New York, 
Pinney, Mrs. D. R., Chicago, III. i. es 
Powell, Mrs. B. J., Chicago, Ill. Snelling, Mrs. Walter L., Chicago, 
Pritchard, Mrs. Joseph W., Chi- Ill. 
cago, III. Stapelton, Mrs. B. C., Lexing- 
R ton, Ky. 
Riley, Mrs. Evelyn Bush, Colo- Stewart, Mrs. W. N., Dallas, Tex. 
rado Springs, Colo. Strafford III, Mrs. R. C., Atlanta, 
Rockwell, Mrs. H. P., Yawman Ga. 
and Erbe Manufacturing Com- Sylvester, Mrs. Harry B., Apple- 
pany, Rochester, N. Y. ton, Wisc. 


Rushmore, Mrs. John B., Phila 
delphia, Penna. 
Ryan, Mrs. Frank M., Chicago, 


Thorbus, Mrs. Lute P., Hunting- 
ton Park, Calif. 


Ill. Tope, Mrs. Ronald E., New Phila- 
S delphia, Ohio. 
Schoen, Mrs. C. P., Chicago, IIl. Towne, Mrs. R. P., Holyoke 
Schuster, Mrs. W. L., Chicago, Mass. 


Ill. U 
Seely, Mrs. Clem W., Grand Underwood, Mrs. C. F., Eliza- 
Rapids, Mich. beth, N. J. 
Sengbusch, Mrs. A. F., Sengbusch 
Self-Closing Inkstand Company, Van Horne, Mrs. A. C., Brooklyn, 
Milwaukee, Wis. N. Y. 


Seymour, Mrs. Fred P., Chicago, Ww 
Il. Wallace, Mrs. James J., Atlanta, 

Short, Mrs. Harry, Chicago, III. Ga. 

Sick, Mrs. Elmer L., Detroit, Weedman, Mrs. Josephine, Indi- 
Mich. anapolis, Ind. 

Simpson, Mrs. C. W., Jamestown, Wittstein, Mrs. H. H., Cincinnati, 
ee 4 hio. 


Simpson, Mrs. James H., Bridge- Weber, Mrs. William F., Chicago 
port, Conn. Th. 
—>-—_——— 


BROADCAST UNION HONORS SEITZ 

A high honor in radio broadcasting was bestowed 
upon Ernest Seitz, one of Canada’s foremost pianists 
and a son of J. J. Seitz, president of Underwood Elliott 
Fisher, Ltd., when he was invited to play in the fifth 
world concert of the International Broadcast Union. 
The program will be given on October 23. 

Over a hook-up embracing fifty nations and approxi- 
mately 150,000,000 listeners, Mr. Seitz will play, for 
the first time on the radio, his own arrangement of 
‘The World Is Waiting for the Sunrise,” of which he 
is the composer. 

Mr. Seitz is concurrently giving weekly radio re- 
citals over a Canadian network under the sponsorship 
of his father’s company and begins a twenty-six-week 
series on October 16. 

—>-—___ 


WOLBER HOLDS EXHIBIT DURING CONVENTION 


The Wolber Manufacturing Company, makers of the 
Wolber Master duplicator, 1201 Cortland street, 
Chicago, held a display of its products in the North 
American building during The National Stationers As- 
sociation convention. The display quarters were direct- 
ly across the street from the Palmer House, convention 
headquarters, and company officials played host to a 
large number of visitors who dropped in. 

Sa Ss 
COMPANY SEEKS STOLEN CORONA 

The Wadena Office Supply Company, 112 South Jef- 
ferson street, Wadena, Minn., last month asked deal- 
ers to be on the lookout for a Corona portable type- 
writer stolen recently. The machine is a No. 4 Corona 
with pica type and serial No. D4PO5301. Either the 
Wadena company or Dr. William Veden, Fergus Falls, 
Minn., should be notified if the portable is located. 

—>--——__ 
DELSON ANNOUNCES PAPER RELEASE 


Louis E. Delson, 19 South Wells street, Chicago, is 
releasing through stationery stores four business let- 
terhead items in two standard sizes, Nos. 7 and 10 of 
his patented Bivelope letterhead, RepliCard letter- 
head, New Business Blotter letterhead and Visua- 
Letterhead. They will be marketed through stationers 
250 and 500 to a box. 





—~—-e 
MARCHANT FORMS CANADIAN COMPANY 


The Marchant Calculating Machine Company last 
month announced the formation of Marchant Cal- 
culators Ltd., with headquarters at Toronto. This 
organization will distribute the Marchant products 
in Canada and Edgar B. Jessup, president of the 
parent company, will be president of the subsidiary. 
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LET SGELINIOA 
Huddle ox 


Columbus Pencils 


Let s put our heads together on this business COLUMBUS will beat Mr. Roosevelt’s 
of profits. Suppose we have a look at the — recession. But we insist that it will pay you 
record. In five short vears COLUMBUS to feature COLUMBUS in your $store. 





has become a factor in the 5c pencil field. . a ; 
Encased in finest yellow polished cedar wood 


with hexagon rounded corners, hexagon fer- 
rule and red rubber tip. The companion 


Not through ballyhoo, but just by sheer writ- 


ing superiority. Result: COLUMBUS is 


earning steady, substantial profits for hun- product to world-famous “Castell” Drawing 
dreds of Dealers. We don’t claim that Pencil. . 





NEWARK, N. J. 


MADE IN U. S. A. 








Number One of the 
N. S. A. HIT PARADE 
The ASCO No. 640 


NSTANT approval greeted the first showing of the 
ASCO No. 640 Salesman's Desk when exhibited at 


last month's convention. 


Striking in appearance—rugged construction—built of 
heavy gauge furniture steel—electrically welded with 
gas welded reinforcements throughout—the No. 640 is 
designed for active use. 


Two spacious drawers, one 19!/2” wide, the other 834” 
wide x 234” high and 19!/” deep are more than ample 
to meet any salesman's requirements. In addition, a 
8” shelf provides for the placing of samples, briefcase, 
etc., allowing for an unincumbered top—and what a 
top! Heavy Masonite Presswood guaranteed not to 
chip, crack, peel or warp and is stain resistant. Here 
is one number that will sell on sight and stay sold. 





' LIST PRICE 
Special Jeatures Subject to white price list discount 
@ Stain proof—chip proof—Masonite presswood top. $30 Olive $3 Grained Walnut 
ive oreen or Mahogany 


@ Two spacious drawers. 
@ Sturdy square legs with glide bottoms. F.O.B. New York, N. Y. 
@ 8” Ledge shelf for briefcase, samples, etc. Shipping Weight 110 Lbs. 


Write for your floor samples at once 


FART STEEL COMPANY, Inc. 300 East 145th St., New York, N. Y. 
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Indiana Desk Co. 
1400 Group 


All streamlined, all edges are rounded— 
not a square corner or edge in the whole 
series. This desk is modern without being 
bizarre. It is dignified, attractive, refined, 
beautiful—simplicity personified. The ve- This series strongly appeals to 
neers in the walnut series are richly fig- the executive who understands 
ured quarter striped, and the oak series is and appreciates quality furni- 
specially selected Indiana quartered ture. You must see this desk to 
white oak. All exterior parts are finished in high grade fully appreciate it. Write for 
lacquer, hand rubbed to a smooth satin finish. The a new catalog. 

pulls are heavy cast brass with a gold satin finish. 















Pool cars with New Indiana 
Chair Co. chairs, if desired. 


INDIANA DESK CO. - JASPER. INDIANA 








NEW INDIANA Try this Rapidfire Way! 
Office Chairs et RE ae 









easier—and you can keep it up all day without 
tiring. That's how it is with the i 







Trigger Action 


Good 
quality 
Moderate STAPLER 
price 
—the machine that does all the 
work. It's easy to operate— 
Great never tires you—staples 40 


sheets as easily as two. Satis- 
faction guaranteed if No. 333 
staples are used. 


The MAA Trigger Ac- | 


tion Tacker is also an exception- 
ally useful machine in its field, 
hand guaranteed if No. 444 
staples are used. Both are 
equipped with improved draw- 
band hook which speeds up re- 
loading. Write for details. 


variety 
of all-wood 
and leather 
upholstered 
models. 





The Bank of England style is offered in our 
line both with turned posts as shown here and 
with the conventional square tapered. Display 
them with other numbers from our list and 


prove for yourself the selling values. Compare ™y BS ’ P 
our catalog and price list. FASTEN ER ¢ orporation 


N ew | n d i ana & 6 a i r te oO. 2531 N. Ashland Ave. Chicago, Illinois 


A. G. Orton, West Coast Factory Representative 


JASPER, INDIANA 1108 S. Hope St., Los Angeles 
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TYPEWRITERS 


Chattanooga, Tenn.—E. 8. Dooley, of the local branch of the Underwood 
Elliott Fisher Company, has recently been transferred to the Nashville 
office located at 318 Fourth avenue North 


Fort Smith, Ark.—Kenneth H. McColour, formerly of Memphis, Tenn., 
has joined the O. B. Williamson agency of the Underwood Elliott Fisher 
Company here and has been assigned to the service department. Mr. 
MeColour has had several years’ experience working for UEF in Memphis. 





Wilmington, Del.—The Delaware Typewriter & Supply Company has 
recently moved into a new home at 10611 Tatnall street where much 
additional space and newer quarters have been acquired. Samuel 
Klaiman is manager of the company. 


OTHER MACHINES 


San Francisco, Calif...Walter Willoughby, associated for some time 
with the O. H. Davison representing the Neva-Clog and other factory 
lines, has set up shop for himself at 7 Front street. He is con 
centrating on the paper business. 


reERCRITE RE 


San Bernardino, Calif.__-R. L. Pratt is now manager of the stationery 
department of the Stockwell & Binney Company. He succeeds Ralph 
Graham, who has joined the Schwabacher-Frey Company, Los Angeles. 




















San Jose, Calif.—P. S. Roberts and Harry H. Wolter have organized 
the firm of Roberts & Wolter, operating as Roberts & Wolter, located 
at 30 East San Antonio street. The lines handled include furniture, 
stationery, fountain pens, personal stationery A circulating library is 
operated. 


San Francisco, Calif.._William C. Patterson has joined the commercial 
stationery department of Schwabacher-Frey, 735 Market street. He was 
formerly with Smith Brothers, Oakland. During the past three years 
he was manager of the San Francisco Junior College Bookstore. 


San Francisco, Calif..-A. L. Treadway, manufacturers representative, 
834 Baker street, has been appointed representative for McLeod & 
Company, manufacturer of telephone tables and typewriter desks. He 
has the western territory, excluding California 








MARKING DEVICE S$ 


San Francisco, Calif.—O. H. Davison & Company anticipates excellent 
reception of the new ‘“Dri-Kwick’’ stamp pad, a product of the Fulton 
Specialty Company, 200 Fifth avenué, New York, N. Y. The Davison 
organization represents this line on the coast. 














PENS AND PENCILS 


Riverside, Calif. Delbert G. Harris has opened the Harris Stationery 
and Gift Shop at 3778 Main street. 





San Francisco, Calif— David Kahn, Inec., has transferred its repre 
sentation from San Francisco to Los Angeles. This item, among others 
has been taken on by Joe D. Hale, operating as Joe D. Hale Company, 
742 South Hill street, Los Angeles. Mr. Hale was formerly vice presi- 
dent of the Rite-Rite Company, Chicago, II. 


Van Nuys, Calif.—Mabie-Todd Company, Arlington, N. J., is now 
represented on the Pacific coast by Russell A. Compton, 15112 Greenleaf 
street. He came to California in 1932, having been previously assistant 
sales manager for The Conklin Pen Company. , 








STATIOORERY 


Harrisburg, Penna.—Check Service Corporation filed an application with 
for a certificate of authority to do business in the commonwealth of 
Pennsylvania to operate under the provisions of the Business Corpora- 
tion act. The purpose is to function in the installation of business 
and office systems, and systems for the better protection of com- 
mercial paper for the prevention of alteration, forgery and holdup, and 
for better protection of a pay by check system. The proposed registered 
office of the said corporation will be located at No. 213 South Fifth 
street, city of Philadelphia. Donoghue and Gibbons, solicitors, 1242-44 
Fidelity Trust building, 1283 South Broad street, Philadelphia, Penna. 





Salem, N. J.—The Sunbeam Publishing Company has announced the 
opening of a stationery department in conjunction with its commercial 
printing business at 210 East Broadway. The new establishment will stock 
standard, well-known brands of stationery and supplies for the home, 
school and office. ; 


Summit, N. J.—Siegel’s Stationery Shop, which underwent extensive 
remodeling and renovating last year, has just completed the installation 
of a new front with modern display windows, the base of which are of 
black corrigan glass trimmed with luminite. New lighting fixtures for the 
better display of merchandise have been added 


San Francisco, Calif..-The Fourth Business Show of Progress is to be 
held at the Palace Hotel, November 5 inclusive. C. C. Fiske, president 
of the organization, states that the floor plan has been rearranged to 
accommodate more exhibits. Practically all of the space has been sold. 
Mr. Fiske is arranging details assisted by the officers of the associa- 
tion. These are Walter Knight, president (Do-More Chair Company); 
George Longuville (Underwood Elliott Fisher Company); Ward Harris, 
(Ediphone Company); A. B. Lanning (Ditto, Ine.) , 





MATCHING DOLLAR FOR DOLLAR 
.....cAnd Chen Some! 


Just what do we mean? We'll 
explain by a simple example in arithmetic 
if you buy an article for $1.00 and sell 
if for double that, you’re matching dollar 


for dollar. 


(OHAT’S just what our dealers 
are doing, selling excellent quality ribbons 
and carbon papers and making, in most 
cases, a 100% OR MORE PROFIT on 


their investment. 


You can too! Pick up your pen 
and write for our Dealers’ Price List and 


free samples. Don’t delay—do it today! 


ae S. Typewriter Ribbon Mfg. Co. 


Tenth and Sansom Sts. Philadelphia, Pa. 
“Established 1895” 














WARSHAW 


FILING SUPPLIES 


Good honest merchandise; made 
right and priced right always finds 
a ready response in users and buyers. 
They always repeat. 


Users of WARSHAW Filing Folders, 


Index Cards, etc. are always pleas- - 
antly surprised with that “something GUIDES 

tra for their money." Th sere ny 
extra for their money.” They recog- FOLDERS 
nize quality at a fair price and they PROTEX STICKONS 
repeat. MENDING TAPE 

: GUMMED INDEX 

It will pay you to handle the WAR- TABS 
SHAW Line. Get full information ROLL LABELS 
now. ° 





Warshaw Mfg. Co. 
INCORPORATED 


| MAIN STREET 
BROOKLYN, N. Y. 
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CARBON 
PAPERS 
TYPEWRITER RIBBONS 


Made right — Priced right — 





Sold right. Here’s a ribbon 
and carbon proposition you 
can turn into real profit. You 
can always count on our co- 


operation, 


EXCLUSIVELY for 
DEALERS *” STATIONERS 


Complete details on request 


ALLEN & COMPANY 








DEPT. M 
Z 11-13-15 Vandewater St., 
q New York, N. Y. 





RIBBONS AND CARBONS 

















No. 1204—66” x 36” 


A Rishel Chippendale 


In Genuine American Walnut and 
Genuine Mahogany 


Distinctive in Style and Beauty 
Ask for New Catalog of Complete Line 


Some Desirable Territory open 
for Experienced Salesmen 


J.K. RISHEL FURNITURE COMPANY 
Williamsport, Pa. 








Chicago, I1l.—The Nielson Supply Company, manufacturers and jobbers 
of typewriter supplies, has moved its offices from the First National Bank 
building to 1702 Marquette building, 140 South Dearborn street. H. C. 
Nielson, manager of the company, has been in the typewriter supply busi- 
ness for twenty-five years and is well known in the field. The move was 
brought about by a need for additional space due to increased business 
ind the taking on of several new jobbing lines. 

Honolulu, T. H.—Miss Nina Sublett is in charge of the ribbon and 
carbon department of Alexander Bros., Ltd. She was located formerly 
it Los Angeles. 

San Francisco, Calif.__.W. G. Huston, Pacific Coast manager for Mit- 
tag & Volger, 591 Mission street, spent some time recently with the 
Los Angeles branch. 

San Francisco, Calif.—William \ john, of the Pacific Carbon & Rib 
bon Company, 1451 Harrison street, is occupied by a month’s trip 
through the Pacific Northwest. 

San Francisco, Calif.—Richard (Dick) Madsen, Pacific Northwest repre 
sentative for Mittag & Volger, Inc., spent some time here at Pacific 
Coast headquarters, before returning September 9 for a sales trip 
over the Northwest. 


CANADIAN MARKING REQUIREMENTS 


Commerce Reports states that effective January 1, 1939, a further group 
of products will be required to bear an indication of origin upon importa- 
tion into Canada, in addition to those at present required to be marked 
with the country of origin, according to the office of the American Com- 
mercial Attache, Ottawa, and Canadian customs memorandum of August 
12 and 29, 1938. The additional products which will be required from the 
ibove date to bear a mark of origin are as follows: 

Writing, marking or drawing pencils of all kinds (previously the re- 
quirement applied only to wooden or fiber pencils) penholders of wood, 
ind fountain pens Blind embossed or die stamped indications of the 
country of origin will be accepted as satisfactory, provided the marking 
otherwise complies with the requirements, particularly as to legibility, 
location, permanence and wording 





NEW TRADE LITERATURE 


(Catalogues, pamphlets, broadsides, folders and other publicity 
material recently released) 





Boorum & Pease Company, Brooklyn, N. Y..Embracing this company’s 
complete line of blank book products, a new catalogue, listed as the No. 
49, has recently been made available for dealers. The book, which cancels 
catalogue No. 48 and price list No. 21, describes several new numbers 
including social security time books, miniature account books, scrap books, 
photo albums, family expense, budget books, memo books and a variety 
of manifold books. 

General Fireproofing Company. From the home offices at Youngstown, 
Ohio, the company is mailing out a new folder done in color and 
describing the GF line in an interesting manner. Measuring seventeen 
inches square the folder illustrates General Fireproofing Duty-Matched 
metal desks, gives the Chicago address of the General Fireproofing Com- 
pany of Illinois and, in one corner, contains mailing coupon offering a 
free GF metal desk book and details of the company’s office planning 
service. 

Charles M. Higgins & Company.—This company, located at 271 Ninth 
street, Brooklyn, N. Y., has ready for dealers a revision of its regular 
trade price list. It is accompanied by an illustrated catalogue sheet 
with list prices which have been in effect since May 1. Also available 
for dealers is a new four-page color wheel made with inks of various 
hues applied on drawing papers. These cards, complete with dealers 
imprint are for distribution to customers. 

Murphy Chair Company.—Consisting of forty-seven well-illustrated pages, 
a new catalogue No, 66, for 1938-39, has recently been issued by this well- 
known company from its Owensboro, Ky., home offices. Almost every line 
of chair is shown and described as well as many other items including 
hassocks, radio and bedroom benches, costumers, stools and tables. Sev- 
eral more pages are devoted to descriptions of woods used by the Murphy 
organization and diagrams of the company’s chair construction. 

Reliable Typewriter & Adding Machine Corporation.—This company, 
located at 303 West Monroe street, Chicago, has recently issued its 
Buyer’s Guide and confidential catalogue No. 900, a booklet containing 
the latest listing of prices in adding, billing, bookkeeping and calculating 
machines, checkwriters, typewriters and office devices. Copies are avail 
ible to dealers on request. 

Shelbyville Desk Company.—A recent statement from this well-known 
manufacturing firm's headquarters at Shelbyville, Ind., announces a new 
catalogue No. 32 being distributed to the trade. The result of eighteen 
months of careful planning, the book is an analysis of buying trends to 
be anticipated, and it stresses the development of patterns most desirable 
to the trade. It describes in an interesting manner selling points to aid 
the salesman in making presentations and each group is a complete 
unit of selling information, making it unnecessary to refer to other parts 
of the catalogue for reference which might apply generally to one 
specific group. Thus the book is of unusual help to the outside salesman. 
Shelbyville’s unique dovetail construction, a salient selling point, has 
been transmitted from a technical description to a brief and interesting 
story exemplifying the company’s slogan of “Shelbyville desks are built 
to last longer.”’ 

The Tenacity Manufacturing Company, Cincinnati.— This well-known com 
pany has recently issued its new No. 36 catalogue for the bookbinding 
trade. The book features a complete line of metal parts for binding loose 
leaf binders including ring metals in a wider variety of stock sizes and 
capacities, a shift type visible record, a metal hinge record book for holding 
photostat copies and several other items. 

Frank A. Weeks Manufacturing Company, 311 Broadway, New York City. 

This firm’s catalogue No. 36 has recently been issued in a novel form. 
The book, dressed in a yellow cover and containing sixteen pages, is 
shaped like a strongbox with its outlines on the cover to carry out the 
illusion. The pages, listing practically all of the Weeks steel office equip- 
ment, are indexed in such a manner as to make instantly available the 
line required. Small but clear illustrations augment the detailed descrip 
tions of the various items. A price list accompanies the catalogue 
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Correspondence File 


4, 
Dispenses’ with  trans- WWW AY HN ] 
e 


ferring and adjusting 
. . . encloses the entire 
4-drawer file. 


The quick, effective way of 

fireproofing the  files—pro- ‘TUBULAR Coin VV RAPPERS 
tects 17000 letters in tem- 
peratures reaching 1600 de- 
grees F. through an_ hour’s Stationers! It’s your Line. Exclusively] 
time—sufficient to cope with 
any fire conditions possible 
in modern offices. 
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N.B.--Time 


Saved-- 
24% 








*Steel-Strong’’ Products are sold 
through Stationers and Office Supply 


For dealers, this is an 


especially happy idea, involv- Dealers only. We have no retail salesmen 
ing no replacement but pro- E - 3 
viding essential protection, a to pirate your customers and cash in 


new installation and a new 
sale. It marks a step ahead 
in the progress of record 


secmatinien Write for liberal discounts and sales help on: 





on your missionary work. 














2 » Se P Safe cata- : e i z 
hac Mee: Aan, al age Coin Wrappers Linen Shipping Tags 
cations and the many oppor- Bill Straps Teller’s Moisteners 
tunities for dealer represen- Coin Bags Manual Counters 
tation. Let us tell you about Currency Bags Currency Racks 
the Schwab sales plan. Draw String Bags Wrapper Cabinets 

Night Depository Bags Sorting Trays 








- The Schwab Safe Company a Coca em 
LAFAYETTE, INDIANA THE C.L.DOWN FY CO. OaeL An ee 





























| end-caps, Eyelets inserted and 
ae ae and highly Standard inner sections fastened in counter- 
polished — assembled are added to chain-posts sunk holes in_ top 
after binding and fast- to increase capacity. metal after binding. 





ened in place by means 
fluted 








Wiggins Book Form stock zips 
from tabs with edges of knife- 
blade smoothness. 


Customer Satisfaction 


The next call you have for ° ’ 
business cards, ask your The stationer’s golden asset 


printer or engraver to get in 

















touch with any of these paper Every stationer knows there is none more 
merchants: valuable—yet we are told that all don’t realize ace a = 
NEW YORK CITY the worth of a better business card. out of tube. | 
Richard C. Loesch Co. So let i 
et it be moved and seconded that when Right-and-left-hand Right - and - left - hand 
PITTSBURGH a customer asks for business cards, he be sold blocks to move screw-rod to mo a 
: : : chain-posts in and chain-posts in an 
Chatfield & Woods Co. the kind that will bring him back for more oo ade of rust. out. The threads are Hinge lugs have 
and more—and more. proof metal. produced by rolling, four projections 
CINCINNATI CHAIN — — — me = 
Not “ t ” surfaced and easier oles in tube an 
The Chatfield Paper Co. ot “over-the-counter” cards. We mean POST METALS working threads than are very securely 
something as superior as the modern cash regis- cut (or chased) ones. clinched inside 
. posancee ‘ ter is to the old fashioned money till. A New Service for Manufacturing Stationers the Coe. 
eaman-Patrick Paper Co. . % oi a na 
But let us send you samples. Your knowing Strength, security, light weight and economy 
GRAND RAPIDS tig s recommend this new metal. It is becoming more 
of Wiggins Book Form Business Card stock and more in demand among bookkeepers and 
Carpenter Paper Co. will put you far ahead of the average accountants. It is furnished with protruding or non-protruding 
posts, in eleven stock sizes with % inch posts and seven stock 
HOUSTON sizes with ; inch posts. Special sizes are also obtainable. 
L. $. Bosworth Co., Inc. Cc The John B. We manufacture an extensive line of metals for memo and price 
books, loose leaf catalogs, ledgers, transfer binders, etc. Stationers 


ST. LOUIS who operate their own binderies should write for our illustrated 
Tobey Fine Papers, Inc. WIGG l NS Company pic etal fe 
Engravers Since 1857 LOOSE LEAF METALS co., INC. 


6816 Arsenal Street St. Louls, Mo. 








1162 Fullerton Avenue, Chicago 
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nel id . 7 . 
jut Qllon WE SUPPLY THE ACTION! 
— —~ 2 YOU GET RESULTS ON— 


FOUR TYPEWRITER ESSENTIALS 
RIBBONS—CARBONS 
TYPE CLEANER 
TYPEWRITER OIL 


A forceful local advertising cam- 

paign will move all four on every 

sale. Strictly Exclusive. 
RESULTS FOLLOW ACTION! 


Write for particulars 


TYBON CORPORATION 
147 N. 12th St. Phila.. Pa. 


THAT FLATTENED JOINT is there 


aoe for a purpose—to keep the ring al- 

THE RI | AL R wees PATENTED oe ways right side up. No need to hunt 
_ Sr and fumble to find the place where 

hae the ring opens, if it’s an Adams ring. 


Eight Sizes Here is the simplest, quickest-operat- 
ing and most satisfactory ring ever 


CALCULATING MACHINES ee invented for perforated sheets or 


Our Model No. 7 is Now Ready for Distribution in the No. 00, % in. No. 2, 1% in. binders of all sorts. Allows binder or 


. 7 sheets to lie flat when open at any 
U. S. A. For particulars address No. 0, % in. No. 3,2 In. point. The enlarged joint, nicely 

































The 
ADAMS 


Ideal BOOK RING 

















No. 01,1! in. No. 4, 2% in. 
. rounded and smoothed, keeps ring 
ORIGINAL-ODHNER DIVISION OF THE No. 1, 1% in. No.6,3 In. right side up in position to be in- 
Come also boxed assorted stantly unlocked. 

SS UA RDIAN TRAD | NG ( O R E | in seven sizes. Order through your wholesaler. We also 
"g | manufacture inexpensive loose leaf metals : 
. Chi Ave., i 
1540 Eldert St. Brooklyn, N. Y. Henry T- Adams aang C oO. + Ehisaae, Chicago Ave | 











It’s a Sales Starter A Soft Sut TO FIT EVERY 
.-» This FREE Cabinet for 





I'he number of business houses using maps as 
visible records of sales, distribution, advertising, 








etc. are increasing by thousands yearly, Many are ove 1p 
customers of yours. Remind them that your store o rE : 1 
is MOORE Maptack head-quarters by display- woe i 1 NOW is the time to place your 
ing this attractive revolving cabinet. Sent FREE ae . a The "PERFECT" aged ee delivery for 
with order for 5000 assorted maptacks. Adver- wags - y ere F ; 
, : : ’ bid Sponge Rubber A high grade line of chair cushions 
tised nationally to millions, Write your jobber. Chair ila to be had at popular prices. Full 
details sent upon request. 
RE PUSH-PI © . 
MOO U N CO. The Perfect Rubber Seat Cushion Co. 
1412 Unity St. Philadelphia, Pa. 








113 Berkley St., Phila., Pa. aul 
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>FREE HAND |: vn 

o Reg. U. S. Pat. Off. oD MAILBOY 

: —— : | 
& It Can’t Slip Out Until S MOISTENS | 
e You Release It. That’s the ss ENVELOPES, ) 
& Free Hand binder—a handy S STAMPS, 

2 little device, requiring only 2 LABELS, 

ieee le aiid sld 4 ETC. 

© one hand. Papers are helc o 

ie securely until wanted, then % $9 25 

g released at a touch. The 2 ONLY 

« . . > 

& Free Hand is thoroughly C) Sensational new scientific brush-moistener makes gummed sur- 

© practical and needed in o faces stick tight, fast! Speeds up mailing! Neater! Cleaner! 

o : . 1 a) Sanitary! Stream-lined, nickel plated, enameled. Sells on sight, | 
Go every office. Ask for de- Pm) at unheard of low price. / 
x scriptive price list and SIZes. 4 Manufactured by BETTER PACKAGES, INC., Shelton, Conn. ] 
o ra SOLE DISTRIBUTOR 

o FREE HAND BINDER COMPANY o A. W. KELLOGG SALES CO., Waltham, Mass. 

x 43 FULTON STREET, NEW YORK, N. Y. Ps DEALERS: Write for liberal discounts! 

Qe OHO OOOO DOOOOOOOOOOOOOOOOOOO OO T 

SEO OORIAD EOE 
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$ 5:00 


buys extra convenience, provides more work- 
ing space, and safeguards the typewriter 
that's METALSTAND service! 


It carries the typewriter, the stationery supply and, if desired, furnishes 
3 5 ppt) 


extra working space on 12x14 inch side leaves at slight additional cost. 
aid to carry you over the peak load—always ready and 





It's an invaluable 


always dependable. Olive green, oak, mahogany or walnut finishes. 
Framed of 8-gauge steel, legs of 16-gauge: shipped K.D. to be set up 
with positive locking device forming a rigid, substantial frame. Shipped 


subject to dealer's approval—you’ve nothing to lose and much to gain 


by sending your order. 


Pa. 


135 North 22d St. 





METALSTAND CO. 


Philadelphia, 

















GET DEALER PROPOSITION 


The ELLIOTT ENVELOPE SEALER 









Card-cases, any size, loese-ieat envelopes, punched: 
menu covers, factory record protectors, ‘eg holders, 
bill-fold envelopes, stamp containers, etc. Made of 
acetate (slow-burning) transparent cellulose. We 
build to fit your particular need. Write us for details. 


= MARKILO COMPANY, Mfrs. 
PF 3633c S, Recine Ave 4 Chicago, U.S. A. 
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THE ELLIOTT ADDRESSING MACHINE CO. 


fastest 


feeds, 


envelopes per minute with an 


office appliance in the 
rld and easily automatically 
seals and delivers 400 
thickness of 
contents. It was greatly 

changed and im- 
“| proved in 1937 
| | and is a desirable 


average 


item for station- 





ery stores. 


144 Albany St. 
Cambridge, Mass. 














Stop Petty Thefts 


WONDER [OCK does everything the or- 
dinary lock can do—plus many things 
no other lock has ever done before. 
Instantly applied and will securely lock 
every kind of a drawer, file or door. 
(See illustration). Also made to pro- 
tect the contents of show cases. No 
holes to drill—no nails or screws, no 
tools required. Two drawers may be 


secured with one WONDER [OCK by the 


use of brace plate furnished. 


Every store, office, factory and home a prospect. Ideal for traveling 
public. Write at once for new price and full particulars. 


WONDER [ocK +53 W. JACKSON BLVD., CHICAGO, 





ILL. 











a LOOK for the CREEN LINE 
‘ senate mthcicatm bear.) > 





the FOO 


CELU DEX 
Lary bor itAe -:- 


WRITE OR TYPE SUBJECT ON INSERT- 
CUT TO SIZE - MOISTEN anivy APPLY- 


1 Main Street 


CEL-U-DEX CORP., orcomirtt y. 











DIRECTION FOR PAPER 2 ; $ 
- ware The Handy vial style § 
septegnd bh bles Tire mae mie | iataawa eat : R epl acement Parts 
jand er need manta ret hag, y 
ee no ee 3 for ADDING, BOOKKEEPING 
eens Geos ae om iat wn dove dese ore easy to carry—bent > 7 serie to 
neck prevents liquid $ and CALCULATING MACHINES 
from spilling. Origin — $ Quality Parts Only—Guaranteed to 
ated by the makers @ 4 ; 
ok MA.” over thirty $ Fit and Function Properly—Nearly 
years ago. $ 600 Items Available from Stock—1939 
3 Type, all Pitches now ready for de- 
_INK © livery. 
Di 7 No - More H.A 3 Write for Catalog 
iP ERADICATOR CO. $ 
| N K 1707 ZEREGA AVE. $ CLOYES GEAR WORKS 
NEW YORK, N.Y. $ 17214 Roseland Road, N. E. 
; d icat 3 Cleveland, Ohio, U. 8. A 
| R | T ¢ * 2 o Se ° 
FAGICACOF a ie $ Cable Address ““CLOYESGEAR” 
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SPEED-MO 


made of Sponge Rubber 
STAMP PADS | . A re Ou 
in models for every office and in- 
dustrial need. Sweat Proof in hot- 


test weather; Dust Proof; Long i ” 
Lived; Silent; Sag Proof. They clean t t d 

the stamps while inking them, for [nh eres — in 
the clear, sharp impressions avail- 


é . . 
tired Setar dmie, and trade do l ngs Ln 
Catalog No. 138, write 


THEY LEAD RIVET-O MFG. CO. 


THE WORLD © 3255 meme coo weit tor [; A | A T 
yr Chair T 


CRAMER, e 

















Posture 
Chairs 











Ay All Steel If so, there is only one way of keeping 

Feat CHAIRS abreast of the times and that is by the 

1417 McGee Street Kansas City, Missouri | regular monthly receipt and perusal 
of the 








MAIL BAGS 


We MaKe» Cont BRITISH 


LINE OF CANVAS AND 


vont om} | DTATIONER 


Send for Descriptive Circular 
and Liberal Dealer Discounts. 
e 


» CANVAS PRODUCTS CORP. 
. Canvas and Leather Specialties 
P. O. Box No. ONE 
FOND DU LAC WISCONSIN 





—a monthly journal for the Stationery 
and Allied Trade whose editorial pages 


are unique for news, instruction, orig- 








inality and general interest. 


SELL MEILICKE CALCULATORS | I___ senp us mus couron-—----—! 





The Modern Method of Figuring To the Proprietors THE BRITISH STATIONER. 
PAYROLL, INTEREST, DISCOUNT, LUMBER, COAL, FREIGHT Gread Bidg.. Trafalgar Square. 
AND MANY OTHER CALCULATIONS LONDON, ENG. 


Send to the address below FREE SPECIMEN COPY of ‘The 


British Stationer’’ for examination. 


No levers to pull. No 
keys to punch. No tedi- 
ous figuring. No errors. 
Just copy the answers 
tabulated in convenient 
form. Sold on 10 day 
free trial basis. Nation- 
ally advertisedi Write 
for details nowl 


Name 
(Please attach your business card or letter-head) 


Address 






Simply tip 
the card 
and copy 


Meilicke. Systems, ine. meen. co, Date 
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LITHOGRAPHED LETTERHEADS 


and all forms of Business Stationery produced o 


Large High Speed Offset Presse 


e Papers for every business purpose. 
e Distinctive designing. 
e Attractive prices. 
e Prompt service. 


STATIONERS MANUFACTURING CO. 


DAYTON, OHIO 





800 E. MONUMENT AVE. 





ARTILITY METAL CHAIRS 


STYLED RIGHT — 
BUILT RIGHT — 
PRICED RIGHT — 


SEND FOR NEW CATALOG. 


ARTILITY METAL PRODUCTS, INC. 
1001 MONGER BLDG. 
ELKHART, INDIANA 
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@ WANTED 


Dealers 


TU BUY aso sen 


Addressographs, Multigraphs, Mimeo- 
graphs, Adders, Typewriters, Check 
Writers, Dictaphones. Big Profit—No in- 
vestment. Write 


PRUITT CO. "xn 
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Yow QUESTIONS 
ANSWERED free 


Subscribers to Office Appliances have free access to 
a competent service bureau which is prepared to 
answer almost any question relative to office equip- 
ment. 

A considerable number of our readers have found 
that this service in itself is worth many times the 
subscription price. 





The Office Appliance Company, 20 North 
Wacker Drive, Chicago, U.S. A.:: 33333 
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Send for our new price list of 
TYPEWRITER RIBBONS 
RIBBON REELS 
CARBON PAPERS ey 
DUPLICATING STENCILS 
DUPLICATING INK 
CARBONIZING INK 
PRINTING INK | J 
MULTIGRAPH RIBBON INK, | 
Etc. DUPLICATING 
INK 








Ask for our GENERAL price list. 


QUALITY INK & CARBON CO. 


311 N. DESPLAINES ST. 


CHICAGO, ILL. 








A SMART ITEM 
FOR 
SMART DEALERS 


a @ 
THE ROCKIT ARCH 


Reasonably priced, it meets 
the demand for “something 
better” @ Attractive design 
@ Handsomely finished @ 
@ Only one moving part @ 
Arch rocks, not swings @ Pat- 
ented @ Fits standard boards 
and punchings. @ Sell the 
best and hold customers @ 
Dealers write today for prices 
@ Territories for agents. 








ARMSTRONG & WHITE PITTSBURGH, PENNA. 
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Efficient and economical. 
Will keep  correspond- 
ence and papers always 
on hand and properly 
arranged. The most ef- 
ficient desk file on the 
market. Made in four 
sizes. A very profitable 
item for stationers. 
















Stanley R.Bristow 
24 Central Ave.West Orange.N.5. 
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TECHNYGRAPH ANNOUNCES... 
| Five New Clear Vision Shading Wheels. 
DEALERS: Write for latest circular. 
THE TECHNYGRAPH, TECHNY, ILLINOIS 
SSS S| =S- Oh Qa] YQooQ= 
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70 Ib. by oz. 


Heavy Duty Parcel Post 
self-computing, 
all zones 


No. 1577 $17.50 

















EASY to use 
and to read 


HANSON 
SCALES 


Better service for shipping and mailing departments. No 
beams nor weights to manipulate, no mechanical attention 
nor oiling needed, no time lost—just put the package on and 
read the answer. 


100 Ib. by '/ Ib. 
HeavyDutyExpress 
No. 1585 $15.00 


250 Ib. by | Ib. 

HeavyDuty Freight 

No. 1500 $12.50 

(indicate weight 
only) 


Construction: Case of heavy sheet steel, mechanism extra 
heavy, accurately machined parts with springs of specially 
tempered Swedish steel. Tested with official weights for ac- 
curacy and provided with indicator adjusting screw. 
Dimensions: 6 inches high, 10 inches wide, 16% inches long 
platform 14% by 10 inches—weight 19 lbs. 

More Sales for Hanson Dealers: It’s worth while to replace 
old equipment when you consider the saving in time, con- 
venience in use and assurance of accuracy now offered. Full 
details of the new scales and the Hanson merchandising plan 
on request 


Hanson Scale Company 


574 N. Ada Street Chicago, Illinois 
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DARNELL 


Floor Protection Products 











Customers prefer Darnell Quality 
Casters, Noiseless Glides and 
Desk Shoes because they “Reduce 
the Overhead that is Underfoot.”” 








Investigate! Here ise 
line that means extra 
profits plus good will 
for your business. 


DARNELL (@@) 110): 7.081 @).F Ltd., Long Beach, California 
36 N. CLINTON ST., CHICAGO, ILL.» 24 E. 29nd ST., NEW YORK, N.Y 
DARNELL CORP. OF CANADA, LTD., TORONTO, ONT. 





FORCED 
VENTILATION 














YOU CAN 


INCREASE 


YOUR and Blotters. It’s a complete selling unit. It 
BUSINESS 
THIS FALL 
SPATS MIS LeM «Specimens and a Suggested Resale Price List. 


HOLIDAY 





Goes HOLIDAY SAMPLE 
*” KIT contains a wealth of read 


ily salable items, including Holi- 


day Letterheads and Folders, Calendar Cards 


tells you where to sell and how to sell. It ir 

cludes, in addition to samples, a Manual of Sales 
and Copy Suggestions both for your own use 
and for your customers’ use. Also Imprinted 


eee PRINTERSeLETTER PRODUCERS: 
Goes Reserve your Sample Kit Now! 
It will be sent to you GRATIS. 


Ges Moaraphiag Company 


49 W. Glet St., Chicagoe53 A Park Place, New York 


LINES 


AND COOL 


L. M. BICKETT 


U. S. Patent COMPANY 
No. 2,025,712 Watertown, Wis. 
u. Ss. A, 











DR. SC aa 


Refinisher and Cleaner 
for the Typewriter! 


Don’t Say Cleaner... 
Say Dr. Scat 


A product that refinishes platens, 
stops rusting, prevents paper slip- 














ping and cleans the type. || Feewura nate 

MAKE MONEY—SELL DR. SCAT \ | => 

—s oreautee 
Manufactured by we 


DR. SCAT CHEMICAL CO. s=rsacx 


178 N. Franklin St. -:- Chicago, Ill. 


. U.S. Pat. 

















Want to Make 
Z More Money? 


F R FE i. Ne are hundreds of law 


banks, manufacturers and 
— Book é : 


enaraveda station 


This business is yours if 


Write ‘o it. tng te ein 


LETTERHEAD SAMPLE BOOK FREE 
Social Engraving Sample Book mailed for deposit of $1.00 which is refunded 
after receiving $25.00 net of engraving or return of sample book 


NATIONAL ENGRAVING COMPANY 


BIRMINGHAM, ALABAMA 


yOu 


orices are the W 











COMFORTABLE 





<i nce nen 
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THE NEW "CADO" CARD HOLDER 
STAINLESS STEEL 
CUSHMAN & DENISON MFG. CO., 241 W. 23 ST., N. Y. 


L.E.B. BINDER CLIPS NIAGARA PAPER CLIPS 
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F segoapetee UP PROFITS FOR YOU 


No. 2479 Double Ball Bearing Caster is in 
use in most of the country's leading indus 

: trial and professional offices and institutions. 
AZ It is a leader to sales of other Faultless floor 
= fb. protection equipment shown. Write for Cata- 
v2: rials. #N Wlog and facts about this profit-earning line. 
aa x2 FAULTLESS CASTER CORPORATION 
Evansville, Indiana 


































(above) Faultless Unbreakable Rockite 
and Ruberex Cups. Round or re. 
(left) Faultless quiet Cushion i 
Glides are mounted in live rubber. 





Dealers Wanted 


(One in a territory) 
For a spring cushion 
typewriter key having 
permanent pure white 
characters. You will 
get more key business 
by selling 


MASTER 
SPEED REYS 


(no rubber to wear out) 





Write for our interest- 


ing proposition. 
Speed hey Mfg. Co. 


















bslertrvuk 


BROOKLYN, N. Y. 
WORLD'S GREATEST PEN MAKERS SINCE 1858 


The consumer’s prefer- 
ence for Esterbrook quality, 
has given Esterbrook world 
leadership in the pen industry 

for over 79 years. 
THE ESTERBROOK PEN CO., 86 Cooper St. 


Camden, New Jersey 
or Brown Bros., Ltd., Toronto, Canada 





mii) We manufacture a com- 
mill plete line of quality ring 
binders and zipper 
cases for every school, 
business and profes- 
sional use. Feature the 
Varat Quality line for 
more profits and satis- 
fied users. 


“You Will Like Our Service” 


Murray Varat Co. 3ick¥S" ik 


CHICAGO, ILL. 





IT’S VERSATILE! 


THE AMERICAN 
“5 IN i ia 


MODEL 110 
5 MOVEMENTS IN 1 MACHINE 
PRICE $9.00 RETAIL 
WRITE FOR DISCOUNTS 


AMERICAN NUMBERING MACHINE CO. 
BROOKLYN, NEW YORK 


TYPEWRITERS 


WRITE FOR OCTOBER IST 
PRICE LIST 
ON ALL MAKES 
Thousands of typewriters for immediate de- 


livery at rock bottom prices. Buy your stock 
now for the Fall season. 


WHOLESALERS FOR OVER 25 YEARS 


J. S. MORSE TYPEWRITER CO. 


529 BROADWAY, NEW YORK, U. S. A. 
CABLE: TYPEMORSE, N. Y. 
































OO 


IN| ONY, 
MORE THAN EVER 


— ee 
eee 


|DY-Yo] (-Ta-smey aloltl te Meh tela (4 
KOH-I-NOOR DRAWING PENCILS 


MEPHISTO COPYING PENCILS 


and 
other members of L. & C. Hardtmuth's quality line 
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A Real Scoop! 


WRITE FOR OUR SENSATIONAL LOW PRICE 
on this famous KH Model 


ROUGH REBUILT 
PICA Barve 









An Equally Attractive 
Buy May Also Be Had in No. 6 
Underwoods 
THE NATIONALLY ADVERTISED Rough — Rebuilt — Pica — Elite 
WORLD'S NO. | TYPEWRITER 











Write for Catalog No. 900 ... New Low Prices 


RELIABLE TYPEWRITER & ADDING MACHINE CORP. 


303 West Monroe Street Chicago, Illinois 











“THE CARBON 
AND THE IDEA 
ARE PERFECT’ 


That’s what important 
dealers say about 


HERE ARE THE | 
PROFIT MAKERS | 
COMPRISING THE | 
COMPLETE LINE 


Study This List—It Means More 
Business—Repeat Business— 
To You 





| CIE A én C ARBOD N | ‘ARBON INKED 
| E: LE N G R I Pp P. seme | ‘ones RIBBONS 
Cc A R B @) N PA Pp E R Cleangrip pecnei —* Stormtex Silk 
*hoto ffse 











| 
| 
| 
| Its distinctive appearance catches the eye. prem Whitedge | Billine Rolls for Eliiott- | Stormtex Cotton | 
| Its efficiency, cleanliness, long wear and RESIST- | | | eg eee i | 
} | ANCE TO CURL make it the carbon paper pre- Clean Pull | Billing Rolls for | Cameo 
| ferred by busy users. ; ; | Cameo Burroughs Posting American i 
| Cleangrip combines all the desirable features of | _ Machines Rell | i 
good carbon papers plus the highly important spe- American | Register Rolls — 
| | cial features possessed by no others. oar | Tally Rolls Ribbons for Address- | 
. . . Reliance Teletype Carbonized | 
It is profitable to the dealer as it brings new glia ; | ograph-Multigraph 
| business and holds it against competition. Carbons in all | Rolis for Elliott- | Speedaumat | 
° ° dqdauma 
DEALERS: Don’t overlook this business getter. weights and Addressing Machines | as 
| | Write for epee and prices. finishe Special Re IIs | Dupligr raph, ete. ete | 
| 





H. M. STORMS COMPANY 


Makers of “The Complete Line” of Carbon Papers and Inked Ribbons 
BROOKLYN, N. Y. 


| 561 GRAND AVE. 
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THE DEALERS MOST 
COMPLETE LINE OF 
STEEL OPFIE 
EQUIPMENT 


a 


bt ¢@/ividse. 





PEERLESS STEEL EQUIPMENT COMPANY 


UNRUH & HASBROOK STS., PHILADELPHIA, PA. 
NEW YORK CHICAGO BALTIMORE BOSTON LOS ANGELES 


A New 
Desk for 
Modern 
Offices 


built by 
Jasper 
Desk Co. 


nut... Condine elena .. Theeo Whenever you see a new desk announced by Jasper Desk Co., 
sizes . . 72, 66 and 60 inches long. . you can at once and with confidence credit it with symmetry and 
all sizes 36 inches wide. Top 12 style, rugged construction and up to date facilities. Those of 
inches thick five-ply. Panels 1% our dealer friends who have seen the 600 line predict a lively and 
: inches thick five-ply. “° 4 ; : : : 
growing demand for it. A record of more than sixty years in 
producing desks of unvarying quality, a consistent growth in 
volume and distribution, vouch for its success. Full details on 








| request. 
| Jasper Desk Company Jasper, Indiana 
New York Warehouse, 573 Broadway CHICAGO REPRESENTATIVE: W. H. Brown 


6708 Glenwood Ave., Phone ROGers Park 3644 
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ALMA STAPLE PATTERNS 








No. 1161-F 
60x32” 





Long experience in making dependable desks in the low priced grades is 
the reason why more dealers are stocking the ALMA line of staple pat- 
terns in office furniture. The 1100 series is made in oak, walnut and 
mahogany finishes. Also the 1000 series in plain oak at lower prices. 


ALMA DESK COMPANY  osti'ctrotns 











A BANK OF ENGLAND Office Chair that 
is Better Built, More Durable and Wholly 
Comfortable ...... made by HIGH POINT 


Sa A en 


io at the quality built 
into this chair! The reason for its popularity is 


easily apparent. Built of quartered oak or of 


No. 6711 


pecan, walnut or mahogany finish. Rail under 





seat is one piece steam bent circling back and 


The HIGH POINT catalog illus- 
trates and describes this series 
with other all-wood and leather 


sides from front post to front post. Back posts 


of leg chairs are one continuous piece from floor 


upholstered executive chairs, sec- 
retarial posture chairs, teachers 
and tablet chairs, bentwood and 
folding chairs, and stools. With 


many sales opportunities for office 


to top. Well made, sturdy, of correct anatomic 





design and moderate price, it offers extraor- 





No. 6710 


furniture dealers. 


dinary value and is in growing demand. 


HIGH POINT BENDING & CHAIR COMPANY | 


MANUFACTURERS OF COMFORTABLE CHAIRS, CORRECTLY CONSTRUCTED 





SILER CITY, NORTH CAROLINA 














seinen 


OCTOBER, 1938 327 








£54 
(Soop quality and moderate price with attractively rounded corners and leg edges 2 eR 
recommend Bentson steel desks and files for your The Bentson 2800 Line label “A” File at the right is = 
serious consideration. They provide excellent service, one of the five complete labeled lines of cabinets avail- 
endurance and economy able and recommended for all general office filing. Made 
The Standard Line of steel desks and tables shown in all ranges of sizes and drawer arrangements, includ- 


below, bearing label “A,” is one of twenty-seven stand- ing check, card and ledger. Ball bearing, cradle type 
ard sizes and arrangements. The desk is newly designed _ progressive suspension slides 














Our new catalog 
shows many new 
numbers in the 
2800 Line as well 
as in the four addi- 
tional lines of cabi- 
nets, also several 
new lines of steel 
office equipment. 
Send for your copy. 


BENTSON MANUFACTURING COMPANY, AURORA, ILLINOIS 


THE NEW Z4iic Leib 
REGISTER 


' FROM 











This new lustrous de- 
vice embodies all that 
is pleasing in ‘‘eye ap- 
peal.’”’ It brings a 
complete new beauty 
in portable registers 
through its fine ap- 
pearance. 

The finish is so smooth both inside and out that it gives a finger touch action. 

Light in weight—but built for strength. 

Made in two popular sizes. 

Sold through Commercial Stationery Dealers along with the continuous stationery. 

Write for complete information on this new device. 


THE MIAMI SYSTEMS CORP., CINCINNATI, O. 


2725-2735 COLERAIN AVE. 








"I speak for MYSELF” 


LIKE EVERY TYPEWRITER made by Royal, the 
Royal Portable is its own best salesman. 

Sturdy, handsome—packed with eye-appeal—it 
attracts attention, wins friends and customers. 

Its many sensational features are dramatic—owt 
in front—for the benefit of every prospect’s eyes 
and fingers. 

Every model in Royal’s complete line of home- 
sized writing machines is built to sell and stay sold. 

Backed by tremendous advertising effort—with 
advertisements in practically every publication 
the prospect picks up—with thousands of “live 
lead” coupons for dealers ...the Royal Portable 


speaks for itself — speaks the dealer’s language. 


Royal Typewriter Company, Inc., 2 


OFFICE APPLIANCES 
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BECAUSE the Royal Portable gives the finest 
service it is possible to build into a typewriter, it 
establishes an instant and permanent bond of 
good-will between the customer who buys it and 
the dealer who sells it. 

Because it is simple to demonstrate, easy to sell, 
the Royal Portable reduces the dealer’s selling 
costs to a minimum. 

And again, because this famous portable makes 
friends and keeps them, it brings in new custom- 
ers, thereby helping to widen the circle of every 
Royal Portable dealer’s profits. 

It pays to sell the best...the Royal Portable. 


Link to Leadership. 


Park Avenue, New York City. World’s largest 


company devoted exclusively to the manufacture of typewriters. Factory: Hartford, Connecticut. 


wre ROYAL .7s DEALER F/RST/ 








LETTERGRAPH 
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MODEL Cc 












. Z Prints 
“ ~ CLEAR, SHARP COPIES 
OF ANYTHING WRITTEN 


SELLS ITSELF! Siaiaiaiaaiee 


full size... automatic feed 
Big Production Duplicator 
offers every essential fea- 
ture of expensive machines 




















«We tell our customers who have no pref- 
erence,’’ says enterprising St. Paul dealer, 
‘swe would rather sell the Underwood.’’ 


\X THEN a dealer makes it part 
of his sales policy to recom- 


mend the Underwood, it’s a sign 
that he appreciates the value of cus- 





SEVEN BIG 
TALKING POINTS 


1 New Sealed Action Frame 
providing quieter operation 
and maximum protection 
against dust. 


2 The Champion Keyboard 


... kinder to typing finger-tips 
... saves broken fingernails. 


3 “Tuned to the Fingertips” 
...two adjustment features as- 
sure supreme ease of touch. 


4 100 per cent Typing Visi- 
bility. 

5 Complete accessibility to 
type-bars and ribbon spools. 
6 Keyboard Controlled Rib- 


bon Shifting Device. 


7 Back spacer on left hand 
side—ncrmal typing position 











tomer good will. Underwoods never 
let a dealer down! 

Underwood builds Portables to 
stand up... to take all the punish- 
ment that untrained fingers can hand 
out and keep on performing up to 
traditional Underwood standards. 

Dealers who make a real dent in 
their local markets naturally are in- 
terested in Underwood speed, ease 
of operation and fine writing quali- 
ties. They're interested, too, in the 
distinctive eye appeal that the 
Underwood holds for the praspec- 
tive. buyer. And back of these 
qualities dealers want Underwood 
ruggedness, durability, stamina. 


e e e DEALERS, If you are not selling 
Underwood Portables now, write for 
full information concerning the com- 
plete Underwood line. It pays to stock 
the machine that the world is buying. 


Portable Typewriter Division 
UNDERWOOD ELLIOTT FISHER COMPANY 
Typewriters. . Accounting Machines. .Add- 

ing Machines. . Carbon.Paper . . Ribbons y. SN 
and other Supplies { es 

New Y ork, N Y ° bea J 
Sales'‘and Service Everywhere. SS 


Underwood Elliott Fisher Speeds the World’s Business 


One Park Avenue 


“We're 


STRONG 


for the 


UNDERWOOD 


” Typemaster Portables!” 
—says Mr. M. Friedland of the 
St. Paul Typewriter Exchange 










Underwood Typemaster Portable 
Champion Model, retailing at $64.50 


ooo 
Ie 


ee 


Underwood Typemaster Portable 
Universal Model, retatling at $54.50 











DEALERS FIRST 


In the Underwood Portable 
sales policy the Dealer a/ways 
comes first. Underwood Port- 
ables are sold “‘overthe counter”’ 
through Authorized. Under- 
wood Portable Dealers. All 
Underwood promotional activ- 
ity is designed to send cus- 
tomers into the Dealer’s store. 








yright 1938, Underwood Elliott Fisher Co 
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